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UTILITIES RIP THE 
COPPER CURTAIN 














~ APEX launches big National TV 
and Magazine Advertising Program 


behind today’s most glamorous feature-packed, 
matched automatic washers and dryers! 


SEE YOUR APEX 
DISTRIBUTOR OR 
WRITE FOR COMPLETE 
DETAILS TODAY! 


— 


Al EX HOUR-SAVING APPLIANCES the Apex Electrical Manufacturing Co. * Cleveland 10, Ohio 


-ses> —_ ama) ‘ 
TC i 
—_— SS Za @ 

























ELECTRICAL 


MERCHANDISING 


A McGRAW-HILL PUBLICATION 





Contents » May, 1955 


Trends 


itvevesbapantbeamens 0 6860905 SHU VERREEERES COMIN SS Dat 
Sh ee WN dks sé wake ceo ie tke sakes 4a ere ; 11 
The National Appliance—Radio—TV Picture..... Kevesebe 13 
Economic Currents... ... By the McGraw-Hill Dept. of Economics 50 
» 
The Utilities Begin to Fight..................000: By Jack Lane 71 
Everybody’s in the Wiring Act............. : een ek ee 
He’s Selling Color TV Today............ By N. Bleecker Green 75 
Successful Small Appliance Service— 

PON I coc aki kc bbe cc caw use By P. T. Brockwell, Jr. 78 
You Too Can Sell 598 Refrigerators a Year. .By Tom F. Blackburn 80 
Delayed Follow-up Sells‘Water Heaters................000005: 82 
Price’s Big Party....Was It Worth It?........ By Ted Weber, Jr. 84 
enn Benen ae a ain Kh wd nd nn 060 Be eaee anween ere pean 88 
New Approach to Smali Appliance Sales..................... 50 
What Makes This TV Service Firm So Successful?.... . ‘eo a Gpwe i 93 


» 


Electrical Appliance News—New Products.................... 141 
News—Trade Report .............. peeaenneege cal ow cuneed . 159 
Scheduled Meetings ..... WITiTiToLiriii eS pnceesstes Ie 


» 


EDITORIAL: Fair Trade......... 


.+++++.+Facing Inside Back Cover 





Next Month: Are The Food Plans Coming Back? 


A national roundup of present plans and future prospects. 





Vol. 87, No. 5 


Published monthly by the McGraw-Hill Publishing Co., 
Inc., Executive, Editorial ogee | and Subscri 
Offices: McGraw-Hill Bui 30 West 42nd 
Street, New York 36, N. Y.; Publication Office, 99-129 
North Broadway, Albony 1, N. Y.; entered as second 
class matter at the Post Office at Albany, N. Y. Donald 
C. McGraw, president; Paul Montgomery, Executive Vice 
President; Joseph A. Gerardi, Vice President and Treas- 
vrer; John J. C . Cemetary Nelson Bond, Executive 
Vice President, Publication vision. Ralph B. Smith, 
Vice President and Editorial Director; Joseph H. Allen, 
Director of Advertising; J. E. Blackbu 
dent and Circulation Director. 
Subscriptions: Address correspondence to Electrical 
Merchandising—Subscription Service, 99-129 North 
Broadway, Albany 1, N. Y. or 330 W. 42nd St., New 
York 36, N. Y. Allow one month for change of address. 


rn, Jr., Vice Presi- 


ELECTRICAL MERCHANDISING 


ELECTRICAL MERCHANDISING—MAY, 


Subscriptions are solicited only from persons engaged 
in the manufacturer or sale of household electrical ap- 
pliances, television and radio. Position and company 
connection must be indicated on subscription orders. 

Single copies 75 cents. Subscription price in the 
United States and possessions: $2.00 for one year, $3.00 
for two years, $4.00 for three years. Canada: $4,00 for 
one year, $6.00 for two years, $8.00 for three years. 
Other Western Hemisphere and the Philippines: $10.00 
for one year $16.00 for two years, $20.00 for three 
years. All other countries: $15.00 for one year, $30.00 
for three yeors. Printed in U.S.A. Cable address, 
“McGraw-Hill” New York. Member A.B.C. Copyright 
1955 by McGraw-Hill Publishing Co., inc. All rights 
reserved. 


May, 1955 


1955 


NEW YORK 


ATLANTA 
CHICAGO 


CLEVELAND 
SAN FRANCISCO 


WASHINGTON 


NEW YORK 


ATLANTA 
BOSTON 
CHICAGO 





CLEVELAND | 
DALLAS 

LOS ANGELES | 

PHILADELPHIA | 

SAN FRANCISCO 





The Cover: 
Drawing by JAMES LEWICKI 


H. W. MATEER, Publisher 
EDITORIAL STAFF 


LAURENCE WRAY, Editor 
Robert W. Armstrong, Managing Editor 
Anna A. Noone, New Products Editor 
Marguerite Cook, Director of Research 
Ken Blanchard, Evelyn Preston, Assistants 
Ted Weber, Associate Editor 
Randall Harrison, News Editor 
John Decker, Production Editor 
Harry Phillips, Art Director 
W. W. MacDonald, Consulting Editor, TV -Radio 
Dexter Keezer, Director Department of Economics 
John Withelm, Director, World News 
Amasa B. Windham, Southern Editor 
Tom F, Blackburn 
Jack Lane 
Martha Alexander, Assistant 


Chicago Editors 


Marjorie Fisher, Market and Research Assistant 
N. Bleecker Green, Great Lakes Editor 

Howard J. Emerson, Pacific Coast Editor 
Clotilde G. Taylor, San Francisco Editor 
George B. Bryant, Washington Bureau 


BUSINESS DEPARTMENT 
HARRY C, HAHN, Sales Manager 
James J. Hogan, Business Manager 
Henry J. Carey, Promotion Manager 
Harry R. Denmead, District Manager 
William D. Lanier, District Manager 
William §. Hodgkinson, District Manager 
R. A. Werth, Western Manager 
Ed. Brennan, District Manager 
Robert Bovik, Assistant District Manager 
J. L. Phillips, District Manager 
James H. Cash, District Manager 
Carl Dysinger, District Manager 
F. P. Coyle, District Manager 
R. C. Alcorn, District Manager 


PAGE 


















New WASH‘N DRY LAUNDROMAT 


Chalk up another sales winner for the Westinghouse Franchised 
Retailer. This time, a sensational new combination—the 
Westinghouse Wash'n Dry Laundromat® that washes and dries 
in a single, space-saving unit. 

Combining every important feature of famous Westinghouse 
Laundromats and Dryers, this new combination is 32” wide— 
only one inch wider than standard Laundromats. And even 
more important, this new Wash'n Dry Laundromat—like all 
other fine Westinghouse laundry equipment—has patented NEW 
WAY TO WASH ... the strongest selling story in the industry. 


THIS NEW WASH 'N DRY LAUNDROMAT 
IS THE FEATURE ATTRACTION OF 


A GREAT WESTINGHOUSE MERCHANDISING EVENT... 





Westinghouse WasH 'n pry LauNDRomat’ 
with famous NEW WAY TO WASH 


“ i 


ROOM AIR CONDITIONERS . DeHUMIDIER = * FROST-PREE REFRIGERATORS * SPEED ELECTRIC RANGES * UPRIGHT HOME FREEZERS + ELECTRIC WATER HEATERS 
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The new Wash 'n Dry Laundromat is a profitable addition to 
the industry's fastest selling line of laundry equipment, a com- 
plete line that includes a new space-saving “25” as well as 
de luxe automatic washers and dryers and, of course, America’s 
favorite twins—the matching Laundromat and Electric Dryer. 

If you are interested in joining the ranks of successful 
Westinghouse Retailers, we suggest you write today, in con- 
fidence, to Westinghouse Electric Corporation, Department 
M-6, Mansfield, Ohio, requesting a personal presentation of 
“The Westinghouse Story.” 
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AMERICA’S FAVORITE LAUNDRY TWINS * ELECTRIC DISHWASHERS © FOOD WASTE DISPOSER + ROASTER OVEN ° FANS ° VACUUM CLEANERS * STEAM OR ORY ONS ° ELECTRIC BLANKETS 
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here they are! 
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Model F20 
$59.95 
Model ER20 


aT 
————} 
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ruhiad-cine world’s finest 
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push-button 
window fans by 

















NEW PORTABLE 20 
HIGH STAND 
4 push-button controls 

-» + 3 speeds, Modern I” 
| tubuler steel chrome 
) pedestal, Circulator tilts 
| to any desired position 
| adjusts from 17” to 48” 
| above floor level, 4” 
i rubber wheels. 
MODEL F20MS 
$79.95 





a 


NEW 20° FLOOR MODEL 


4 push-button controls 

. 3 speeds. Handsome 
1” tubular steel chrome 
stand. Circulator tilts to 
ony desired position — 
moy be used on floor, 
table, wall or window 
sill 


MODEL F2OFM $64.95 


‘A 





HASSOCK-TYPE FLOOR 
MODEL 


Modern, efficient, 
hassock-type floor cir- 
culator. 3 speeds—high, 
low, and slumber speed 
for super-quiet night 
cooling. Complements 
any room setting 





CORPORATION 














LOW STAND 17" 


The most efficient 17” 
all-purpose air circula- 
tor made. Swivel-head 
mounting easily adjusts 
to blow straight ovt— 
up—down—or at any 
angle. 3 speeds. 


MODEL C77 $49.95 





n-th 













———— 


221 N. LaSalle St. Chicago 1, Ill. 


TorontolO, Canada 
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Business Quick-Check 


SALES, appliances, radio-TV ($millions at retail) 
DEBT consumers owe on appl.-radio-TV ($millions) 
FAILURES of appl.-radio-TV dealers 

RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
PERSONAL INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 
SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) 

AUTO output (thousands) 

UNEMPLOYMENT (thousands) 


TRENDS 


Those gosh-awful carry-over inventories of room air conditioners 
seem to have pretty well melted away. 

That's the story you get from department and chain store buyers 
who did a fabulous business in close-outs earlier this year. Now 
they say they're having trouble in finding any additional stocks 
at distress prices. 








This doesn’t mean, of course, that the inventory problem has 
been completely licked. Many dealers still have carry-over stocks 
on hand and they're not likely to order new units until this in- 
ventory has been disposed of. But the liquidation of the big stocks 


of lesser known brands does a lot to lessen the possibility of the 
summer market being swamped with cut-price merchandise. 


These successful pre-season sales may have one undesirable 
effect. It’s just possible that the “cream” has been skimmed off the 
market, that the people who had made up their mind to buy have 
already done so. If this is true, the industry may be even more 
dependent than usual on hot weather for good business. With 
the “sure” sale already made, it may take soaring temperatures 
to bring additional customers into the market this summer. 

But that’s only speculation so far. Right now the distress selling 
has had a salutary effect. On the eve of the season there’s con- 
siderably less pessimism than you might have expected six months 
ago. There is even some speculation about shortages later on in the 
summer. One manufacturer is back-ordered right now on air con- 
ditioners. Many made late starts in putting their 1955 lines into 
production. With so much of the inventory having been already 
eliminated, it is possible that a really hot summer could produce 
a sell-out. 














The so-called “distribution revolution” poses serious problems 
for the utility as well as the dealer. 
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THE YEAR 
SO FAR 
(55 vs. 54) 


bare] 
Ago 


Preceding 
Month 


Latest 
Month 





314 317 326 5.4% OFF 
286 291 281 1.9% BIGGER 

42 34 57 16.4% FEWER 
14.8 14.9 14.0 7.6% UP 

112 112 105 6.2% UP 
292.4 291.4 285.0 2.4% UP 
114.3 114.3 115.0 0.7% DOWN 
18.9 18.4 21.5 12.1% DOWN 
90.0 88.0 75.2 26.1 % UP 
794.2 675.8 526.1 49.3% UP 
3,176 3,383 3,725 5.5% BETTER 


(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept, of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Avto 
Reports, Census Bureav) 


That's what EEI members were told last month at their annual 
sales conference in Chicago. 

Why should a utility care whether a discount house or a specialty 
dealer sells the community's appliances? There are a number of 
reasons. For one thing, the utility is interested in building a bal- 
anced load with consideration for leveling of peak demands and 
improvement of power factor. Where only accepted appliances 
are sold on price alone this is extremely difficult, The low-satura- 
tion appliances, for example, remain unsold. 

Or consider the problem of competitive fuels. The discounter 
has no stake in selling the merits of electricity rather than gas or 
even LP-gas, 

Merchandising utilities are faced with problems peculiar to them. 
Because such utilities almost always maintain list prices, their 
volume in the face of discount competition has fallen, and selling 
costs have risen proportionately. 

In addition, they face a public relations problem since the cus- 
tomer who finds she can buy an appliance cheaper from a discount 
house than from her utility is apt to suspect that all of the utility’s 
operations — including its power rates —are over-priced, 

The fact that discount houses generally avoid maintaining their 
own service operations also poses a problem for utilities. Although 
the major responsibility for seeing that appliances remain operative 
under these circumstances obviously rests with the manufacturer, 
utilities realize that inadequate service may bring demands from 
the customer that they step in and handle this function. In addi- 
tion, an inoperative appliance produces no revenue for the utility, 

What does this all mean to the independent dealer? Just this. 
There's a chance that, as utility awareness of these problems grow, 
utility cooperation with specialty dealers will increase. The utility 



































men at EET were told last month that “you can by example, by 
(Continued on page 6) 
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NEW BEAUTY 1N DESIGN 








the FULLY AUTOMATIC Percolator 


‘an The New, Fast-Acting COLD WATER PUMP 


More delicious, fuller flavored coffee—faster 
with a smaller amount of ground coffee... . 
These happy results are assured by the 
Selecto-matic adjustment and the newly 
designed Cold Water Pump in this latest model 
“EMPIRE-MATIC” Electric Percolator. Hotter 
water is poured over the coffee—faster— 
to speed perking, bringing out all the fine 
coffee flavor. “EMPIRE-MATIC” is completely 
automatic—right down to the red signal light 
that shows when coffee is ready to serve. 
And it’s so smart in design—so all-round 
beautiful—it sells on sight! 


$11.95 * wit cor 
EMPIRE “THRIFT-O-MATIC” 


Small quantities 
of coffee can be 





Wew Cold Water Pump 
distributes hotter water 
faster ever coffee for 
speedier perking 


Ne, 1962 
5 te 8 Cup 






made auto 
matically 
grectare BEST ina 
TOMATIC SMALL pereo- 
* eacoravors lator like this 
« 3 to 5 cup 
* ee AS “Thrift-O-Matic” 
No. 1951 
guaetmne TOASTE® $8.95" 
TERWS 8-Cup No. 1952— 
 sxcerne UM $9.95" 


7te METAL WARE Corporation 


Two Rivers, 


AECL 
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TR EN DS continued 





persuasion, and by throwing the weight of your support to the 
best elements in the business, have a significant impact on market- 
ing methods.” 


It’s not quite a nationwide trend yet —but a new boom is shap- 





ing up in food plans. 
~~ Tn some areas volume right now is at a record high. 

And, unfortunately, in some areas, abuses are creeping back into 
the picture 

But the revival of the food plan concept is the most dramatic 
development. Department stores have led the way in rebuilding 
public acceptance of the food plan. Their success has led many 
independents to enter the field in recent months. 

One important trend: many department stores are leasing out 
their food plans to specialty operators. So widespread has this 


(Continued on page 8) 








MANUFACTURERS’ SALES 





1955 1954 % 

(Units) (Units) Change 
DISHW ASHERS Feb. 25,933 13,584 +90.91 
2 Mos. 44,997 26,804 +67.87 
DRYERS, CLOTHES, Electric... Feb. 80,747 46,992 +71.83 
2Meos. 173,221 107,485 +61.16 
Gas Feb. 28 468 15,496 +83.71 
2 Mos. 51,377 37,198 +38.12 
FOOD WASTE DISPOSERS. . Feb. 38,206 27,016 +41.42 
2 Mos. 78,294 54,011 +44.96 
FREEZERS. Feb. 61,000 50,594 +20.57 
2Meos. 117,672 99,611 +18.13 
IRONERS Feb. 8,241 8,208 + .40 
2 Mos. 16,889 18,000 — 6.17 
RADIOS, HOME Feb. 232,831 233,063 10 
@2Meos. 512,952 504099 + 1.76 
RADIOS, PORTABLE Feb. 109,120 98,275 +11.04 
2Mos. 156,423 144846 + 7.99 
RADIOS, AUTOMOBILE Feb. 597,742 331,961 +80.06 
2 Mos. 1,171,579 726,403 +61.28 
RADIOS, CLOCK Feb. 150,031 105,933 +41.63 
2Mos. 316,916 265,865 +19.20 
RANGES Feb. 127,188 109,647 +16.00 
@2Mes. 263,851 211,517 +24.74 
REFRIGERATORS Feb. 338,575 334,122 + 1.33 
2 Mos. 719,772 678,223 + 6.13 
TELEVISION Feb. 702,514 426933 +64.55 
2 Mos. 1,357,096 847,504 +60.13 
VACUUM CLEANERS Feb. 262,651 199,035 +31.96 
2Mes. 512,774 420,268 +292.01 

WASHING MACHINES, 
Automatic & Semi . Feb. 251,826 188,090 +4+33.89 
2Mos. 524,823 361,013 +45,38 
Wringer Feb. 101,388 107,081 5.32 
@Mes. 185,745 184,114 + 89 
WATER HEATERS, Storage Feb. 58,415 47,223 +23.70 
2Mos. 106,737 88,994 +19.94 
WASHERS, IRONERS., pavers Me American Home Mis. Assa., VACUUM 


Laundry 
stimate pe Ss Vecuum C Mfrs. Assn., Radio & bars sey ‘Industry Pro- 
lectronics-Television Mfrs. Assn., All Others A Members, not 


CLEANERS f Induct Esti 
imate by 
- *y 
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apo THE NEW HOOVER | 


J ink Wer 


CONSTELLATION... 








ALL ABO 


































BREAKING ALL HOOVER RECOR 


Even the optimists have been amazed at the reception 
of this new cleaner. 

And there’s plenty of reason for its instant success. 
The new Hoover Constellation has more selling fea- 
tures, more demonstrable features, more built-in con- 
venience than any cleaner you’ve ever sold. Women 
everywhere are buying canisters—and for years they’ve 
shown a decided preference for the Hoover brand name 
and the performance and quality it stands for. No won- 
der the Constellation sells so fast. 

Make the new Hoover Constellation your own feature 
cleaner now. Call your Hoover representative or write: 


The Hoover Company, North Canton, Ohio. 











@ Cleans a 30-foot circle without moving with Y% less work! 


<many Ghadion Wom Cs outa tap @ Exclusive throwaway bag—larger 


@ Exclusive double-stretch hose stretches than any other tank or canister— 
twice its length, compresses for stor- quickest and easiest to change! 


ego, never Kinks! @ Exclusive telescoping wand and a 


@ Exclusive Hoover nozzle—and full- whole new set of Hoover Strato-Tools. 
horsepower motor—get more dirt Suggested retail price, $97.50. 


The first vacuum cleaner ever 
to appear in Reader’s Digest— 
see May issue. Also in 14 other 
leading national magazines in 
April and May alone! 
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TIE UP WITH THE PACESETTERS! TRENDS continues 


become that in many areas the store-operated plan is the exception 
rather than the rule. 


Re DCHYrE (For a coast to coast report on the revival of the food plan, see 
next month’s ELECTRICAL MERCHANDISING.) 
‘Lalenced~Stme” 
HIGH FIDELITY “e ‘ So far all the Washington talk about Fair Trade and the impact 
of the discount house is just that — talk. And chances are that it 
TAPE R ECOR D E R S will remain that way for some time to come. 

Despite the unfavorable comments on Fair Trade by the 
Brownell committee and the warning on the growth of the discount 
house by the Senate Small Business Committee, Washington 
observers don’t look for any immediate legislative action. 

As the news story in this issue indicates, the Senate report on the 
discount house recognizes the growing impact of that type of 
merchant on the small independent retailer. But the committee 
doesn’t come up with any suggestion for remedial action. 


The Brownell committee, of course, does have a suggestion. 
It thinks the McGuire Act ought to be repealed. But the vigor of 














cmuncn 
Add Interest, | Record chil- 
drama to class- 














dren's voices, the counter-attacks launched by believers in Fair Trade leave no 

ork; record ‘ — ie 
: Church Sore | TV peensame doubt as to their willingness to tangle on any move to weaken 
students, | mons, choir | home movie existing legislation. Since both political parties are split on Fair 


Trade, observers don’t expect that the committee’s proposal will 
be acted upon in the near future. 


Trouble-free dependable performance So, for the time being, you can expect things to continue pretty 
unmatched in entire Recorder field! much unchanged. You can look to the courts rather than to Con- 


Sot the for bigger sales and profits. Tie up with Revere High gress for any real action on Fair Trade. All the current talk isn’t 
Sibi aliciivcettore~the tools tae vila, qudliey and ovhotres likely to make the luke-warm Fair Trader any more active in 
dependable Only Revere provides such patented policing his business. On the other hand, those firms which have 
features as “balanced-tone” and “demagnetization system.” Other been enforcing their Fair Trade contracts can be expected to be 


outstanding electronic advancements and brilliant styling put as active as ever. 
Revere in @ class by itself for more traffic, more sales, more profits! 
Write for complete details and Revere Dealer Franchise information. 


As time wears on, programming looks more and more like the 
key to the puzzle of color television. 

Price remains a factor, of course, but not as dominant a factor 
r-700-D as some people feared. In fact, in one midwestern city, dealers and 
their distributor agree that price is not a factor in their market. 
Neither is service a problem. 

You do, of course, hear the comment that “it’s a big price for 








, WEFy, 


l@ «y/ 1/7 fart on the few shows you get.” But actually, this reaction is more a criti- 
tt, Se / thee , ee” : , 
cme hbo, cism of programming than of price. End 


$212.50 Se 








T-1100 





























$159.50 














“IT USES BOTTLED TEXAS AiR” 
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You can sell more of anything 
—when it’s “advertised wn the Post’! 











More than 65,000,000 appliances were sold other consumer magazine. It gets to the 

last year, and this year sales should be even _ best-customer families. They spend more time 
year, y y 5} 

greater. That’s a lot of selling, and itcallsfor | with it and have more confidence in it — 


a lot of advertising in the right place. That’s —_ which is equally true of the advertising pages. 
why The Saturday Evening Post continues to You sell them when you tell them “it’s 


carry more appliance advertising than any advertised in the Post.” 


The Saturday Evening 


DY eyo" W -gets to the heart of America 
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AIR CONDITIONING 
, 





Founded 1872 


Take full advantage of 


62 countries since 1937. 





Model 12 1a HP 





Get Free Air Conditioners 


with REMINGTON’S 


Division of Remington Corporation, Auburn, N. Y. 


Remington’s complete line — 
Window models, Consolaires and consoles 
from !/, to 114HP. The most saleable line 


for 1955 — Tropic-Tested, proved in over 





Consolaire 
% HP and 1 HP 









YOU PROFIT from this Remington 
Plan at the Start of the Season! 


Think of it! Right off the bat — with your order for only 9 
Remington units — your margin of profit leaps to a new high! 
You can sell the free Remington you get — and pocket more of 
that “green stuff.” Or you can set up consumer promotions that 
build traffic, build good will, build profits. It’s easy to give away 
air conditioners as consumer prizes when you get ’em FREE! 


YOU Handle the Most Complete Line 
of Room Coolers made today! 


A type and size for every purse — console and window units! 
Models from 1/4, to 114 HP... air or water cooled . . . in a wide 
variety of electrical characteristics for AC or DC. 


YOU'RE Ready to Fill Orders at 
the First Sign of Hot Weather! 


Here’s a plan that enables you to carry a comfortable inven- 
tory so you can take full advantage of increased demand at the 
first sign of hot weather. You don’t have to stock 15 or 20 or 
more units to get the benefit of a free model. With Remington 
you get 1 for 9 — for quick and easy profits! 


Tie In With REMINGTON’S 
BIG 5 FOR ’55! 


@ Demonstrator Allowance Plan! 
@ Controlled Inventory Plan! 

@ 1 for 9 Plan! 

@ Weather-Viser Forecast Plan! 
@ Coloramic Sales-Center! 





Get the “sizzle” from your Distributor! 

















.»-Or write REMINGTON 
eee aaa aa nm 2 nn = —_— =e 
I 
Remington Corporation, Air Conditioning Division | 
9-4 Willey Street, Auburn, N. Y. | 
Rush the facts on Remington's Big 5 for ‘55, plus particulars on the 1 
new Consolaire! i 
a | 
Company—_— 
Address_— | 
City Zone State ! 
| 
a= ce cas ca a> ee oe ee ee ee ee ee oe a awa 


MAY, 1955—ELECTRICAL MERCHANDISING 











HIS business has an old bromide to the effect 
that starts with a sale but doesn’t 
end there. 


service 


Like a lot of old bromides, this one means well, 
but is seldom applied. lor example, how many 
salesmen actually take the trouble and the time to 
tell a customer at the time of the sale that the 
ippliance will probably need service someday and 
that his firm is prepared to render it? How many 
ilesmen know the difference between a warranty 
ind a guarantee and explain it to the customer so 
she will know just what to expect? 

The idea is not so much to keep the washer or 
television set operating as it is 
Unfortunately, it is possible to 
ccomplish the one without the other, 

Salesmen should be thoroughly familiar with 
the various warranties and guarantees offered by 
manufacturers on their products; many times the 


to keep the cus- 


tomer satisfied 


idditional period of warranty or free service will 
be the determining factor in making a sale. 


WARRANTIES AND GUARANTERBS. 


ranty 


A war 
by the manufacturer is a promise by a 
manufacturer to replace at the factory a part or 
unit found to be defective. A guarantee usually 
implies the diagnosis of the trouble and the la- 
bor required to replace the part and place the 
equipment in operating condition without any 
charge. 

Many customers are confused by the one year 
guarantee on picture tubes or 90-day guarantee 
on parts advertised by television manufacturers 
and often a salesman evades this question and 
further confuses the customer by not explaining 
that no free service is included in the price. 

Some refrigerators and freezers with five year 
warranties include labor for the life of the war 
ranty. Others include labor for the first year 
only, Sometimes some parts of a refrigerator 
This is true 
washers where an advertised 
hve year guarantee ma\ 


are only guaranteed for one vear. 
also of automatic 


mean only the trans 


mission 


TWO-WAY GYP. It is important that not only 
the salespeople know these facts, but also that 
the service department should have all this in- 
formation and that it be made a permanent part 
of the record of each sale. | have found many 
instances where dealers did not charge for work 
for which they should have charged and many 
more instances where the customer was charged 
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Mort Farr Says... 





for a refrigerator unit replacement that should 
have been replaced under the manufacturer's 
warranty at no charge. Many dealers have also 
failed to recover payment for this from the fac 
tory because they did not realize they could 
recover this money, 


SALESMEN SHOULD SELL SERVICE but 


not over-sell it. They should explain when a 
customer may expect service and whether you 
do night service. Above all, they should never 
make promises that can’t be fulfilled. They 
should explain what is classified as a normal 
installation for an automatic washer or an ai 
conditioner. If an outside antenna is required 
for proper operation of a TV set, it should be 
sold at the time of the sale. 

I'he second step in customer satisfaction is 
proper delivery and installation. ‘Television sets 
should be tested and run before delivery and 
this should be explained to the customer who 
demands a set in a carton. Some large operators 
are now uncrating, inspecting and testing wash 
ers and refrigerators, thus insuring satisfactory 
operation when delivered. If the appliance per 
forms well when delivered a customer gets to 
like it and will put up with considerable incon 
venience if it does require service. However, if 
it fails on delivery, the customer will always 
regard it as a lemon. A few words from a deliv 
ery man complimenting the purchaser on his 
selection is often more valuable than all the 
sales-talk given when the merchandise was sold 
On the other hand, careless handling or a 
mark like, “This is the last one and the store is 
probably glad to be rid of it”, can ruin a sal 
ind lose a customer, 


THE TELEPHONE IS THE FRONT DOOR 
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of your business. The handling of service com- 
plaints requires tact, manners and a thorough 
knowledge of your operation and conditions. 
Many needless service calls can be avoided by 
proper handling of complaints. The telephone 
receptionist should be kept informed of TV 
station failures or local conditions that are af 
fecting all receivers as well as the day by day 
position of the service department in being able 
to handle calls. A customer would much prefer 
to be told that it will be several days before the 
call can be completed than to wait around one 
day expecting you. If your dispatcher does 
make a promise, see that it is kept, or call the 
customer and explain. 


WHICH BRINGS US 


THE SERVICE STORY. 


Service 


is for People 


TO PROMPTNESS. 
There are peaks in all lines of service when your 
calls are more than you can handle promptly 
In ‘TV, it is events; in washers, it is usually 
Monday; in air conditioners and refrigerators, it 
is the weather. Here it is necessary to classify 
calls and take care of emergencies and explain 
to the customer the reason for the scheduling. 

The last but not the least step is the actual 
service call, The serviceman should know your 
policies and your product and the lines you are 
selling at the moment. Remember, the service 
man’s opinion is respected by the customer be 
cause he is supposed to know exactly what is 
inside the chassis and how good it is. Besides 
being informed, he must be a worthy repre 
sentative of your store—clean, polite and con 
fident, 


THE ONLY RECOMMENDATION for a good 


Hle must 
be made to understand that service comes sec 
ond to manners, patience and insight. 


serviceman is customer satisfaction, 


\ good 
man should impress on the customer that he 
knows what he is about and, in the case of TV 
service, he shoukl be able to repair 80 percent 
of the sets in the home and never take over 30 
minutes to analyze the trouble. In most loca 
tions outside servicemen should complete 8 to 
10 calls per day. ‘These men should be checked 
on periodically cither by personal spot checks or, 
as we do, with a return postal card. We send 
out a card on each completed service call and 
these cards sales clinchers for 
the salesman as well as encouraging our service 
men to do a better job 


serve as great 


We also hand out a 
booklet, Facts on TV Service, which 1 wrote 
originally for our customers, but which has been 
reprinted by NARDA and made available to 
dealers, Over 300,000 copies have been dis- 
tributed. This booklet tells the customer she 
should expect to require service on her TV set 
and why she should buy it from a dealer who 
renders such service, It further explains that in 
I'V or appliances there is “No Such Thing as a 
Lemon”, 

There should be no such thing as a lemon in 
v“ervice, either 


Next Month: Is Fair Trade really 


good for the small dealer? Does it protect him 
—or will it, in the long run, work to his dis- 
advantage? 
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The National Appliance-Radio-IV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors—May, 1955 


The East 





By ROBERT W. ARMSTRONG 
RE NTI * SABES HES 


Sales break away from tradi- 
tional pattern as TV and wash- 
ers stay strong and other white 
goods move unevenly .. . Air 
conditioners are the big ques- 
tion mark in the area 


DV gece “er to to reports from east- 
ern dealers, March sales pretty 
much followed the 1954 course—they 
went down. But if two years make a 
pattern for the East, they do it in 
defiance of national averages. This 
magazine’s annual studies of retail 
sales by months (See EM, Jan. ’55, 
86) show that usually only TV, wash- 
ers and dryers, of the big-volume ma- 
jors, decline in March. Water heaters, 
ranges, refrigerators, air conditioners, 
disposers, freezers, and vacuum clean- 
ers are supposed to go up. 


Boston Pattern. Sales in the Boston 
area more closely followed the ex- 
pected pattern than other areas, even 
though there were sharp differences. 
One dealer, for example, found TV off 
(although ahead 50 percent for the 
whole first quarter), refrigerators good, 
ranges holding up. However, his wash- 
ers were also doing well and dryers 
were slow—both of which were in op- 
position to the historical pattern. Says 
this dealer, “We had a hot January 
and February and held up well during 
March. It looks like April will show 
another upswing, particularly in TV 
and smaller appliances.” If his TV 
rises in April he'll really be going 
against the pattern. 

Another Boston dealer took his de- 
cline in early March, found enough 
improvement in the last days to sadhe 
his first quarter 10 percent ahead of 
last year—with the best gains in TV 
and washers, two items which he 
might have expected to fall off. “Sur- 
prisingly enough,” he says, “we've 
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been getting results from promoting 
refrigerators.” He attributes part of it 
to the availability of specials, but, if 
the national pattern means anything, 
he shouldn’t be surprised. 

Other Boston dealers report good 
sales of high fidelity radio; all agree on 
a good first quarter despite some drops 
in March. 


New York Downturn. Some New 
York dealers reversed the Boston pat- 
tern. March started out well, then fell 
on its face. For one, sales of refriger- 
ators were off 10 percent from Febru- 
ary, five percent from March of 1954, 
but his washers were off only five per- 
cent from February. If he’d followed 
the historical sequence his refrigerators 
would have been up. Other New York 
area dealers had much the same experi- 
ence, Nearly all of them suffered a 
TV decline, which was to be expected, 
but they were also off from March, 
1954 figures, which was not to be ex- 
pected. It’s even harder to understand 
in the light of a comment like this 
one: “We had TV bargains galore, but 
sales were hard to come by. For in- 
stance, a 21-inch console, listing for 
$249.95 was marked down to $169.95. 
Nobody stood in line for this bargain.” 


Upstate Holds Even. Business didn’t 
seem to fall off nearly as much in the 
Buffalo area, but, as elsewhere, the 
pattern was uneven, For example, one 
dealer, who reported that March was 
up to the 1954 level, said that TV had 
picked up—when_ theoretically it 
should have gone down—and that 
white goods “were not up to snuff’— 
when they should have improved. 
More in harmony with tradition was 
the dealer who said he was selling 
more ranges than ever before. Histori- 
cally, ranges should jump sharply in 
March, fall off again in April. Another 
dealer beat the usual washer slump 
with “a running demonstration right 
through the month and a trade-in offer 
of up to $100.” And still another did 
his biggest March business in washers 
and dryers. 


Still No Consistency. In Philadel- 
phia, too, retail sales were jumping the 
traditional tracks. One dealer said TV 
had been good; so had automatic 
washers and refrigerators, Of the three, 
only refrigerators, theoretically, should 
have showed any improvement. A sec- 
ond retailer also reported good TV 
sales in the lower price brackets, good 
freezer and washer sales, poor refriger- 
ator movement. For most Philadel- 
phia merchants, March was a pretty 
good month—at least even with Feb- 
ruary, and sometimes a bit better. 


Washington Balloon, Down in the 
nation’s Capitol, March came in like 
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a lion, went out like a busted balloon. 
But most dealers seemed to expect it, 
what with car tags, taxes, and a gen- 
eral “let's - try- and - keep -within - our- 
budget” attitude on the part of con- 
sumers. White goods were generally 
better than ‘TV and dealers mentioned 
refrigerators, washers, and dryers as 
among the leaders. According to the 
Electric Institute’s figures, dryers 
started a big upswing in February 
(when they usually go down)—1,068 
units as compared with 434 in the 
previous year. By and large, Washing- 
ton sales were pretty much in accord- 
ance with the normal seasonal pattern 
for this time of year, 


Big Difference. If there was any 
marked difference between the pattern 
of March, 1955, and March of 1954, 
it was in air conditioners, Last year 
everybody agreed in March that air 
conditioning was tremendous and 
there were all sorts of optimistic state- 
ments about how “a good May will 
put us over the top for the year.” This 
year air conditioner sales have been 
pretty good, too, but as of early April 
dealers were not doing much talking 


about it and obviously weren't putting 
all their money on hopes for the right 
kind of weather. 

Washington, probably the East's 
best air conditioner market, sold 3,789 
units in February as compared with 
705 the previous year and dealers in 
the nation’s sweatbox probably had 
more cause to be hopelul than else- 
where. But, by and large, most east- 
ern dealers were like the Philadelphian 
who said, ““We are keeping our fingers 
crossed.” Many were worried about 
how to get list prices on the new 1955 
models from a public that has been 
conditioned to fabulously low prices 
on pre-season clearances of 1954 stock. 
At the other extreme, some distrib- 
utors were wondering how they would 
keep up with demand in the event of 
a really hot summer and the reduced 
production caused by last year’s big 
carryover, 

Traditionally, air conditioner sales 
should be soaring toward their June- 
July peak right now, But with all the 
high flying they did in February and 
March the big question now is: How 
much room is there left in which to 
soar? 





The Midwest 





By TOM F. BLACKBURN 
| AR 


Department Stores join dis- 
counter ranks . . . Service all 
brands . . . Premiums are the 


closers . . . Ovens become a 
competitive appliance 


wi H one more department store 
in Chicago taking over the 
idea, practically all of Chicago's major 
retail outlets are now selling appli- 
ances on a discount basis. 

Method most generally used is to 
have a price tag on the major appli- 
ance which shows the list price. be. 
low it is a code number, which tells 
the salesman what he can sell the item 


for, generally 20% below the list 
price. 

Most Chicago department stores 
had to reform their thinking that it 
costs them 28% to do business. The 
new arrangement reckons that it costs 
the department store around 18% to 
function in its appliance departments. 
To accomplish this, operating costs 
and services have been cut, Most 
major appliances today are being de- 
livered to the home by the distributor 
without ever passing through the de- 
partment store’s warehouses or floors. 
A small stock is carried, and installa- 
tion and service is done outside. Sales- 
men give about a 60-second presenta- 
tion and when a prospect hesitates, 
saying she wants to look around, the 
closer is, “This is the same price as 
you can buy it at Sol Polk's,” 

In some cases, as at the Carson 
Pirie Scott warehouse store, the cus- 
tomer gets an extra cut if he can take 
home his purchase himself. 

Another closer used in competition 
with discount houses is the fact that 
the department store, charges only 6% 
on the unpaid balance, compared with 
8 to 12% charged by discount houses. 
Trade-ins are avoided on this new deal, 
and the number of major appliance 
salesmen in department stores appears 
to have been reduced, with one man 
handling more people, 

The same version of this discount 
type of operation has appeared in 
nearly all of the better retail stores in 

(Continued on page 14) 
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HUNTER FANS 


for cooling several rooms 
or the entire home 





ELECTRICALLY REVERSIBLE 


Hunter 
WINDOW FAN 


Year after year, the Hunter double- 
Window 
them all for 


action Fan outsells and 


outperforms multi- 


room cooling at lowest cost. Two 


popular sizes: 18” at $59.95 retail 


and 22” at $79.95. Certified au 
deliveries: 2500 CFM and 5400 
CFM. Simple installation. Five 


year guarantee! 








EASY TO INSTALL 


Hunter 
PACKAGE ATTIC FAN 


Easiest of all to install, the Hunter 
Attic 
ventilating system in one compact 


Fan is a home cooling and 


unit. Fits old homes or new; fea- 


tures modern automatic ceiling 
Cools the entire home for 
as $137.60 
available, with certified air de- 


liveries from 5,000 to 16,000 CFM. 


shutter 


as little Four models 








NEW AND BEAUTIFUL 
Hunter 
HASSOCK FAN 


Perfect circle air cooling! 








The complete Hunter line is 
backed by powerful 
NATIONAL ADVERTISING 


Plus... 


@ Liberal dealer co-op advertising! 





e Salesmaking displays! 
e Complete promotional plan! 


Order now from your Hunter Distributor or contact 


i 
unter 


semen sane 


HUNTER FAN AND VENTILATING CO. 
398 S. Front St., Memphis, Tenn. 


Cooling and ventilating specialists for 69 Years 


WINDOW « HASSOCK « ATTIC « OSCILLATING « CEILING « EXHAUST 
INDUSTRIAL FANS « ROOM AIR CONDITIONERS 
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the Chicago 
broidery is the fact that some 
will several types of rates on 
their installment paper, 5, 8, 10 and 
even 12, depending on the credit risk 
and their eagerness to get busine 
Idea here is to recover the finance 
charges of as much of the list given 
iway in making the deal. 

Shoppers maintain that department 
tores do not give quite the mark 
downs as some of the larger discount 
houses. Polk Brothers, Chicago's 
largest appliance operator, realizing 
that their prices are almost equal, ha 
gone into merchandising in a big way 
to attract trafic. Recently, Polk 
Brothers bought 15,000 tickets to the 
Ice Capades and the Ed Sullivan Toast 
of the Town television show, and gave 
them away to old customers of th« 
store, provided they called at the store. 

Thorn in the flesh of both depart 
ment stores and discount houses is 
the neighborhood operator, who picks 
up a $5 bill on the transaction and 
cuts the ground out from under every 
body, including himself. 


area. One bit of em 
dealers 


have 


Service All Brands. ‘The experienc: 
of one southern Illinois dealer in sers 
icing all brands indicates that it is an 
ideal way to scoop up leads in a re 
placement market. 


For a service call is an inside tip 


CONTINUED FROM PAGE 13 





that an appliance is not functioning 
satisfactorily, gives the dealer a chance 
to appraise the situation, and possibly 
sell a replacement before the customer 
even starts shopping for a discount. 
Faced with the need to spend a lot of 
money for repair, and with a good 
loaner in his house, the sale is often 
quickly and quietly made with none 
of the competition any the wiser. A 
Fort Worth, Texas, dealer took care of 
15,000 refrigerators and cleaned up. 


Power Mower Business Up. ‘The 
final drive on the sale of power 
mowers for 1954 ran the total up to 
1,500,000 units instead of the 1,350,- 
000 estimated in E.ectrrica, Mer 
CHANDISING'’S January round-up, ac 
cording to one of the authorities in 
the business. Outlook for 1955 sales 
has considerably brightened also, this 
column is told 


Premiums are the Closers. With a 
Chicago firm advertising, “You can 
bet your hat,” and giving away a hat 
with any major appliance taken hom« 
for a three week trial, premiums have 
come to be a necessity in today’s mat 
ket. 

An automatic washer is being sold 
with $30 worth of colored towels, cost 
$11.20. Coming on the market is a 

(Continued on page 16) 








New 20-minute installation makes 


Motorola ‘car radio 


your hottest plus-profit item 


Never again will you have to pass 
up car radio profits because of 
costly, complicated installations. 

The new Motorola 5M car 
radio is so simple anyone can in- 
stall it. Even your newest 
employee can make a custom in- 
stallation of this new radio in 
less than 20 minutes. And you'll 
earn a dollar a minute gross 


profit while he’s at it!* 
Motorola car radios are a 
natural—and profitable —addi- 
tion to your appliance business. 
Why not get all the facts from 
your Motorola distributor? 


Prices subject to change without notice. 


Motorola 


World's largest exclusive electronics manufacturer 


*Or, if you prefer, you can have installations handled for you through your 
Motorola distributor's Installation Depot Program. Ask him for details. 


Controls fit 
through dash 
opening as 
small as 


MAY, 
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New Cab Comfort and Safety ! 


Featuring a Sweep-Sight windshield and 
more glass area all around; new High- 
Level ventilation for cleaner, fresher air; 
new broader, softer seats . . . and con- 
cealed Safety Step running board. 





ask-Force 
TRUCKS 


Your Chevrolet dealer is ready to supply full details of 
these important new Task-Force features. . . . Chev- 
rolet Division of General Motors, Detroit 2, Michigan. 


New Frames—New Ride! 


All New Task-Force models have new, more du- 
rable 34-inch ladder type frames with full-length 
parallel side members. New suspension, front 
and rear, provides a smoother, more stable ride 
for both the driver and the load. 





New models—more models—all loaded with new advantages ! 


, NEW CHEVROLET 


Choose the model that’s matched to your job. You'll get the most modern 
engineering features in the industry—and cut costs hauling or delivering! 


wor 








New “High-Voltage” Engines ! 


New Task-Force trucks now bring you 
the biggest engine choice in Chevrolet 
truck ‘Titery. All six new high-com- 
pression valve-in-head engines feature 
a new 12-volt electrical system! 





New Power Brakes ! 


You get the extra driviiig ease and safety 
of Chevrolet Power Brakes as standard 
equipment on 2-ton models—optional at 
extra cost on others. Tubeless tires are 
standard on all '4-ton models. 
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New Power Steering ! 


It cuts turning effort up to 80% .. . and helps 
keep you ‘“‘on course’ in spite of severe road 
shocks—or even a blowout. Driving’s easier, 
safer and less tiring with this Task-Force power 
helper. Available on all models at extra cost, 
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New Overdrive—Hydra-Matic ! 


Big gas rom with the extra-cost 
option of Overdrive! Now available on 
14-ton models. Hydra-Matic—optional 
at extra cost on '%4-, %- and l-ton 


models—cuts driving fatigue. 
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silver coffee service, list $44.50, cost 
$19. Produced at the right time, it 
will make the sale. The extras that 
make a prospect’s mouth water seem 
to be in the saddle. 

What is working is called “give- 
away” selling, and it isn’t confined to 
appliances. A midwest sporting goods 
store marks a “$30” bowling ball 
down to $23. With it you get a carry- 
ing bag. A year’s guarantee. You get 
three free lessons. One plus piled on 
another overwhelms the prospect, of 
course. The deal is limited to those 
acting right now. 


Ovens Are Competitive. The com- 
petitive situation in electric ranges and 
ovens has grown so great that charts 
have been worked out showing how 
much wattage each type of oven takes. 
One uses 645 watts, another 533 
watts, one 602, 520, 623, 678 and 540 
and 531. Watts consumed per square 
foot by 7 brands are 43 watts per sq. 
ft. for one oven, 41 for another and 
38 for another, 37 for another, 45 for 
another, 52 for another, 31 for an- 
other, 38 for a third. Volumes in 
cubic inches on these ovens for the 7 
brands are 6,517, 5,433, 7,216, 6,080, 
6,023, 5,442, 7,796 and 6,303. 


A Good Year in Texas. Dallas, 
Texas, where the prosperity is great, 
offers a contrast in the appliance busi- 
ness for January, 1955, compared to 
January, 1954. In January, 1954, 
1,422 room coolers were sold, 1,797 
in 1955. Dishwashers jumped from 
213 to 467. Attic fans from 242 to 
441, freezers from 141 to 205, food 
waste disposers from 63 to 231, clothes 
dryers dropped from 1,084 in January 
1954 to om in 1955, same month. 
Ironers rose from 10 to 21, automatic 
washers from 1,084 to 1,477. Con- 
ventional washers dropped from 239 
to 133, radios rose from 1,241 to 
1,465, electric ranges from 330 to 534, 
refrigerators dropped from 1,567 to 
1,498, TV rose from 2,140 to 4,103. 

Houston,; Texas, Lighting and 
Power Company, also a prosperity 

(Continued on page 23) 





WIREMAKER FOR INDUSTRY 
SINCE 1902 


BELDEN MANUFACTURING CO 
CHICAGO 


“BY GOLLY, YOU'RE RIGHT. I'VE BEEN IN THE 
GAME FOR YEARS AND NEVER HAD ANYONE 
SAY ‘KEEP THE CHANGE’.” 
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uild the Best 
and Price it for Value! 


The best quality is always the best value. This is true for the television 














manufacturer, distributor and retailer. ..and for the public which sup- 
ports their television sales. 


Only full quality can deliver the economical, dependable pleasure that 
the public expects, regardless of price. Du Monts stay sold . . . and customers 
stay sold on Du Mont. 


Only by delivering this full value always can we create an expanding 
market for new television advances. 


Only better quality can compete at fair prices with “lowest price”, cut- 


quality television. 


And only better quality at fair prices can provide the good net profits 
which support television distributors and retailers. 


These are the reasons why Du Mont makes only television of dependable 


quality in each price class. And all who sell Du Mont have profited from 


® 
ar 


FIRST WITH THE FINEST IN TELEVISION 


this policy. 











\ 


Allen B. DuMont Laboratories, Inc., Television Receiver Division, 35 Market St., East Paterson, New Jersey 








Allen 


B 


DuMont 














La boratories, 


Televi 


sion 





Receiver 





Build Distributors’ 


The television manufacturer can help his distribu- 


tors to build up... Ol down. 


He can help them build sales, profits and satisfied 
organizations... by giving them desirable merchan- 


dise to sell at prices that carry good discounts. 


Or...he can cut quality’s corners...cut prices... 
cut discounts to “peanuts” on a high-inventory 
line... and cut off his distributors’ and retailers’ 


interest at the roots. 


During the past year Du Mont has increased its 
quality at reasonable prices... increased its dis- 
counts...and created a public demand for its better 
values. Sales of this profitable “short line” have 
steadily increased. Du Mont’s philosophy of quality 
makes each sale pay because it minimizes service 
calls, re-works and customer complaints to keep 
your profit as a distributor from leaking away in 


indirect costs. 


As a business man and as a distributor, your true 
interest is in your year-end statement. Therefore, 
best quality of product is the best business for you 
and for your retailers. And better business still is 


achieved only by satisfying the customer. 





FIRST WITH THE FINEST IN TELEVISION 


Division, 35 Market St., East Paterson, New Jersey 
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DuMont 





Du Mont recognizes its responsibility to assure re- 


tailers a fair net profit. 


Du Mont builds that better profit into its list price 
and discount structure. Du Mont supports it by 
increasing quality at fair prices—in a high-turnover, 
low-inventory “short line” that competes success- 


fully with cut quality, lowest-price e-anywhere’’ lines. 


And Du Mont protects your net profit again with sets 
that stay sold and build friendships for your store. 


Sets that won't require early, expensive servicing. 


Of course it will probably always be true that “lowest 
prices” can make the most sales. But you know it is 
true that the most sales do not always mean the 


biggest net profit. Those “lowest prices” must come 


FIRST WITH THE FINEST IN TELEVISION 





Laboratories, Inc., Television Receiver 






Build Full Net Profits 
For Retailers! 


either at the expense of fair discounts or of tele- 
vision quality, economical servicing and customet 


satisfaction. 


That is why—for retailers as for manufacturers and 
distributors—the best quality is always the best value. 
If you handle Du Mont you know the difference 
when you compute your net profit, You know it 
again when you count the customers satisfied with 
better merchandise and with the better service made 


possible by Du Mont quality. 








Division, 35 Market St., East Paterson, New Jerse 
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The ELDORADO Ensembie 
the LANCASTER on Step-Table 





Here’s a powerhouse promotion you can 
count on to spark new sales for your 
extra-profit Du Mont Decorator En- 
semble line! It’s SHOW-HOUSE, a 
full-color, two-page feature section in 
leading magazines, starring these new 
Decorator Ensembles. It will be seen by 
15,000,000 readers! 


To identify your store with this promo- 
tion, Du Mont and SHOW-HOUSE have 
prepared full-color, tie-in window pos- 
ters and blow-up displays—yours for 
the asking, absolutely FREE! Get in on 
this profit-packed promotion today! 


The TRAFALGAR Ensemble 
the TREVOR on Step-Table 


GET ALL THE DETAILS 








PUNCH FOR STORE TRAFFIC 


















The WESTWOOD Ensemble 
the DANVER on Step-Table 


The MURRAY HILL Ensemble The UNIVERSITY Ensembie The GRAMERCY Ensembie 
the TREVOR on Caster Base the TREVOR on Swivel Base the LANCASTER on Swivel Base 
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To cut you in on today’s big “Do-It- 
Yourself” trade, Du Mont and the Mur- 
phy Paint Company bring you these two 
big, beautiful full-color brochures. The 
Du Mont folder shows how the entire 
Du Mont Decorator Ensemble line can 
be used with the newest spring wall 
colors. The Murphy Color Guide Bro- 
chure—free to you in quantity—ties in 
with 16 actual color chips for your 
Du Mont prospects to use in planning 
home decoration. “Tie-in’’ newspaper 
advertisements will attract these “Do- 
It-Yourself” prospects into your store! 


Vi DISTRIBUTOR 








You a target ‘% 





Let's face it...we're all targets! 


If your plant is not ready with a disaster plan, 
better act now. There’s not a single American 
plant that’s out of range of an intercontinental 
bomber—and fires, floods, tornadoes or explo- 
sions can kill you just as dead as an atom bomb. 
It costs next to nothing to take a few simple 
steps which may save hundreds of lives. Here 
they are. Check them off today. 
[") Call your local Civil Defense Director. He'll help 
you set up a plan for your offices and plant—a plan 


that’s safer, because it’s integrated with commu- 
nity Civil Defense action. 


[") Check contents and locations of first-aid kits. 
Be sure they're adequate and up to date. Here, 


again, your CD Director can help. He’ll advise you 
on supplies needed for injuries due to blast, radi- 
ation, etc. 


[] Encourage personnel to attend Red Cross First- 
Aid Training Courses. They may save your life. 
[] Encourage your staff and your community to 
have their homes prepared. Run ads in your plant 
paper, in local newspapers, over TV and radio, on 
bulletin boards. Your CD Director can show you 
ads that you can sponsor locally. Set the standard 
of preparedness in your plant city. There’s no 
better way of building prestige and good com- 
munity relations—and no greater way of helping 
America. 

Act now... check off these four simple points... 
lives are at stake... have you a right to delay? 














spot, reported on 1954 compared to 
1953. Everything went ahead with 
the exception of refrigerators, food 
freezers, radio, television and hand 
irons. 

Union Electric, St. Louis, saw gains 
in January, 1955, over January, 1954, 
in everything except electric blankets, 
roasters, electric sinks and vacuum 
cleaners. Apparently promotions and 
saturation determine sales almost as 
much as prosperity. 


The South 





By AMASA B. WINDHAM 
| TE 


South’s Business Again Nears 
Boom Stage . . . Florida, Texas 
in Blue Chips . . . Utilities All 
Staging Successful Campaigns 


F an observer got out a magnifying 

glass and went looking for a poor 
business needle in the appliance hay- 
stack he’d have a hard time finding 
one in the South. The fact is that 
sales are almost at boom levels all the 
way across the board. 

As an example, one two-million- 
dollar-a-year dealer in New Orleans, 
who had some ups and downs last 
year, showed this reporter his books. 
His March business was $30,000 bet- 
ter than March, 1954—and he still had 
five days to go in the month. More 
startling still, his net profits were up 
from 4.9 to 7.6 percent, although he 
says the improved net was achieved by 
reexamining his business, cutting out 
the deadwood and tightening his en- 
tire operation, 

Indeed, business in New Orleans 
generally, is on the boom side. Ed 
Avegno, of New Orleans Public Serv 
ice, Inc., who keeps a close check on 
such doings, says refrigerators, home 
freezers, washing machines and dish- 
washers are all on the fast-selling side 
and he still holds to his prediction that 
18,000 air-conditioning units will be 
moved there this year. 

Another observation that must be 
made here is that the discount houses 
in the Crescent City apparently are 
not as effective as they have been. 
There are still plenty of them down 
there but legitimate retailers seem to 
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be getting their share of business in 
spite of them. 

Reports from Texas are strictly in 
the blue chip category. A reliable 
Dallas dealer says: “If you add in the 
suburbs, Dallas is now an 800,000 
population city and still — at 
an amazing rate. Appliance buying out 
here is keeping up with that pace. 
We've sold as many refrigerators, 
ranges and laundry pieces in the first 
quarter of this year as we did in the 
last six months of 1954.” 


Other Texans Happy, Too. Hous- 
ton and San Antonio dealers were also 
happy. Business in these cities suf- 
fered a severe setback during the ter- 
rific drought of late "54 but sales to- 
day are reported at better than the 
normal good sales peak—about 10 per- 
cent better, according to our Houston 
contact. 

Two exceptionally bright spots were 
Beaumont, Tex., and Baton Rouge, 
La., where the sale of electric ranges 
was up 25 percent over last year and 
water heaters were about seven per- 
cent better. An improved sale in re- 
frigerators and home freezers was also 
reported from this area. 

Nowhere is the upward trend more 
pronounced than in Florida, where 
population has jumped 75 percent in 
the last 15 years, and where appli- 
ance sales figures border on the fabu- 
lous. In Miami, for instance, in the 
first quarter of 1955, the sale of air- 
conditioning units was up nearly 90 
percent—a conservative estimate—over 
the first quarter of 1954. Other esti- 
mated increases for the quarter include 
water heaters—30 percent; television— 
25 percent; ranges—12 percent, and 
refrigerators—10 percent. Only in auto- 
matic and conventional clothes wash- 
ers. garbage disposers and electric 
housewares was Miami lagging behind 
last year—and the lag was slight. The 
Tampa report was just about as good, 
showing a better than 100 percent in- 
crease in air-conditioner sales, a 35 
percent increase in range sales, a 20 
percent increase in water heaters and a 
better sale of washing machines. 

It’s the big year in air-conditioning, 
all right. Birmingham dealers, for in- 
stance, have already sold a half-million 
dollars worth of room units and the 
figure is rising steadily. In Birming- 
ham too, there is an upsurge in re- 
frigerators, ranges, water heaters and 
washing machines. Home freezer sales 
are off slightly but the most reliable 
observers predict a decided improve- 
ment in the near future. 


Atlanta Business Good. In Atlanta, 
business is very good. Rich’s, one of 
the largest department stores in the 
Southeast, went into the all-electric 
kitchen business on a large scale in 
March and probably will set the pace 
to new sales records. Exact sales fig- 
ures cannot be obtained for analysis 
of Atlanta business, but two veteran 
observers there reported that at the 
(Continued on page 26) 
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bells start 
ringing 


when they spot this label}! 


Every man wants his money’s worth—and 
that’s what the Fiberglas* label stands for in 
the minds of your customers. One look at the 
label and buying bells start ringing. 

This bit of mental magic is no hocus-pocus 
business. It’s grown through the years be- 
cause of the association of the name Fiberglas 
with hundreds of quality products. It’s 
helped by national advertising regularly tell- 
ing your prospects that Fiberglas Insulation 
is the “performance protection” built into 
better appliance products. Look in the April 
25 issue of LIFE magazine for an example. 

So when you're offering products that are 
Fiberglas Insulated (and there are plenty of 
them), call attention to the Fiberglas label 
during your sales pitch. Chances are you'll 
hear bells ringing, too... cash register bells! 
Owens-Corning Fiberglas Corporation, Dept. 

104-E, Toledo 1, Ohio. 





OWENS -CORNINGE 


FIBERGLAS 


*T. M. Rew, Owens-Corning Fiber gias Corporetion 








“ 


Ringing bells can make a good 
selling point for your Fiberglas 
Insulated appliances. The duct 
on the right is uninsulated . . . the 
one on the left lined with Fiberglas 
Insulation. In the uninsulated 
duct the bell rings loud and clear 
..» in the other duct you can 
hardly hear the ringing. Appli 
ances, like dryers, air conditioners 
and vacuum cleaners, are quieter, 
too, thanks to the acoustical effi 
ciency of Fiberglas Insulations. 


makes good things better 
... makes new things possible. 
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nai “sINoLE SOURCE” MAKES SALES SENSE 
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business to deal with Crosley and Bendix, 


CROSLEY-BENDIX goo oooooooeoooo 
manuracTurer A CA CACA GA |Ga | ata _| 
wanuracturee © ZARA GA |G! gaguaoo 
wanuracturce ¢ AGA GAGAGE |Ga aaoe 
MANUFACTURER Of ooo | ga ne 
aera EI ya il Boo ‘= 


St FOR YOURSELS) NO MATTER HOW many Teds YOU O8CK CROSIIY SP On 5 ON TOP 
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R 
OLL-our FREEZER 


of frozen foods 


holds UP to 130 the 


OOR SHELVES 
RIGERATOR 


frigerator 


DEEPEST D 
IN ANY REF 


just like o second re 


COMPLETELY AUT 
ps fe OMATIC DEFROSTING 


ROLL-OUT CRISPER 
at the convenience level 


ROLL-OUT SHELVES 
at the convenience level 


BUTTER AND CHEESE 
oahge pesos SAFE 
REMOVABLE EGG SHELVES LONGER DISCOUNTS, 
hold up to 27 large eggs wider margins, trade-in bonus plan. 





‘ 5 





Round up profits 


.. with the industry’s 
most complete skillet line! 


”: ee <2 
Pe eid 


INTRODUCING THE NEW 


GOMIUNtGHN ROUND SKILLET 





Whether your customers want a round skillet or 
a square one, Dominion gives you the right mer- 
chandise at the right price with the most complete 
line of quality electric-automatic Fry-Skillets on 
the market! 

Here is Dominion’s all-new round skillet (Model 
2205) with every ‘most wanted” feature... and 
with a $15.95 price tag that’s sure to give you 
plenty of fast turnover! 

Dominion Fry-Skillets are backed by full-color 
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end of March, refrigerators, ranges, 
laundry equipment and home freezers 
were all selling well, probably consid- 
erably better than for a comparable 
period of last year and that only a 
warm spell was needed to set off the 
air-conditioner sales boom. 

Memphis dealers are riding pretty 
high in appliance sales, although 
there are still some gripes about credit. 
Nevertheless, electric range sales were 
up an estimated 10 percent over the 
first quarter of 1954 and refrigerators 
were from three to five percent better. 
One Memphis wholesaler said: “I'd 
say dealers here are having better sales 
this year in water heaters, washing ma- 
chines, television and home freezers. 
Sales are certainly going to be better 
in air-conditioning—you can tell from 
the sales trend—and perhaps in elec- 
tric housewares. I look for pretty heavy 
selling in almost everything during 
the next three or four months.” 

Nashville, Chattanooga and Char- 
lotte all reported better sales in ranges 
and refrigerators during the first quar- 
ter of 1955 as compared with last 
year. Charlotte dealers, however, are 


BAB BBB DD DD PPP PPP PP PPA 


The fact remains that in the final 
analysis people would rather patronize 
an honest electrical appliance dealer 
than a clever one. 


BPP BBD DD PPP PP PP PPP PPI 


lagging in two items in which they are 
specialists, washing machines and 
water heaters. But a Charlotte retailer 
declared the lag was slight and sales 
figures were rising. 


Utility Roundup. Virginia Electric & 
Power Co., began an “electric living” 
campaign for dealers in its area, send- 
ing out bill stuffers which were ex- 
pected to reach more than 600,000 
customers. VEPCo’s promotion 7 
was for water heaters during April, 
following a successful electric range 
campaign in March. The Tampa Elec- 
tric Co., also turned its efforts toward 
moving ranges and water heaters with 





Temperature Control provides 
positive controlled heat with tem- 
perature range—"*'simmer'' to 420°. 


Easy To Clean by immersing skil- 
let up te control box. No corners 
in which grease con accumulate. 


a “ready cash” campaign, providing 
free stamping and mailing for dealers 
who furnished their own mailing lists, 
cash awards for dealer salesmen and a 
jackpot for quota fulfillment. 
Louisiana Power & Light Co. ended 
an impressive promotion which helped 
dealers in its service area sell a record 
802 electric clothes dryers and provide 
1,793 additional prospects. Florida 
Power Corp., got off to an impressive 
start in its “white gloves” promotion 
to sell 2,500 electric ranges in a three- 
month period. Almost half the quota 
was reached in March alone. This util- 
ity also reported good results with its 
policy of allowing $15, for the next 
three months, toward installation costs 
of quick recovery water heaters. Missis- 
sippi Power & Light Co., also helped 
(Continued on page 30) 


ads in leading consumer magazines —plus a host 
of free sales aids to build your summer sales to 
a sizzling new high, Give your Dominion Dis- 
tributor a call right now! 









wo : | : ; 
x ; ly Ss 


DOMINION ELECTRIC CORPORATION 


MANSFIELD, OHIO 


Dominion Electric-Automatic Fry-Skiilet 
(Medel 2202) a popular-priced model for those 
who prefer the square shape. 
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ANNOUNCING 


a brand new 3-way portable 









LOVELY 


Tone! 








(Model 952P) 


3-way, 3 colors, $39.95 
STANDARD AM AND CIVIL DEFENSE FREQUENCIES , : ™ > 


brillian ; auto- 
i illiant detail of style and per- flat. Four tubes plus selenium rectifier; au 
puietoe te a prt Airway” matic volume control; a sensitive loop 
tteries, AC or DC. “Conelrad” antenna; Alnico V permanen magnet epeaker: : 
paspe be frequencies are clearly marked, Nationally advertised. Te ee ee 
instantly tunable. Polished polystyrene cabi- high; 35%’ deep. Model Ay worn 
net has gold accents, clear plastic tuning dial, Maroon at $29.95; Model 954 
and bright metal station selector. Handle folds Red, Aqua, or Cinnamon at $32.95. 


Radio Division, Arvin INDUSTRIES, INGC., Columbus, Indiana 





vinnie 
VARTA 
WAVY 
VAAL 









ARVIN ‘‘VACATIONER'’ 
S-way, 3 colors, $47.05 


All prices are less botteries 
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at a great variety 





1M McCALL'S TEST ROOMS we te 


of new appliances and products We use them 
to cook meals, wash dishes, clean rooms just 
the way you do in your own home That's why 
when we have tested a P it, we 
believe you'll like it 100 
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1c SEWING MACHINE 
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Automatic cycle ore gives two separ 
detergent, rine twice, aries tises only © gallons of 
water tote eparate racks er easy joad, cushion 
eoated to prot t hes, They re roomy take odd shaped 
pieces handle eight eomftortably 
FEATURES we ESPECIALLY LIKE: e 
two orreroent wasnes dishes come out sparkling « lean ” 
seranare pou enacns ~ very handy to load °° 
neversiot Tor RACK adjusts height for extra large 
plates or tall glasce* 
wash weler hot, dries load quickly 


HEATING unit keer 

arm dishes be 

flexible, can be stopped oF advanced 
hen machine is operating. 


Or use to fore meals 
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Indicator light shows W 
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ELECTRic RANGE 
\ (Mode &-413) 
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We washed end dried «)| kinds of family laundry from 

? fragile blouses to shaggy rugs. Once dials are set, the 

g Gs machine takes ovet completely, | ‘ght washes took lens 
than an hour from start to finish 

We tried the Duomatic fer size iy typical amali “paces, 

found it fan often fix nN odd corners OF NeXt to the 


nm one unit 
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‘BENDIX DUOMATIC. 


WASHER-DRVER 


We found this @ really workable dual appliance that 
Carries a soiled load right through tumble ac tion wash. 
ing and rinsing to clean, fluffy dryness all in one 
Oo wet armloads to transfer) 

We used the Duomatic Just fo, washing and just for 
drying, too Both jobs ean be dor 


kitchen sink 


/ I3 FEATURES WE ESPECiaiiy Like, 
* 


ALL-IN-ONE COMBINATION automatic Washer and dryer 


: SPACE-SAVING — jot slightly larwer than sher alone 
tAUNDAYy TIME 16 FREE Time Just load Machine, set diala, 
On RO away and leave it 


EXILE DIALS — for hoy or long wash 
800StER MEATEOR keeps “Mot” wash water really hot 
Sarety ftatune 
CHOICE OF GAS On Ceca for any home neod 















¢ Separately 













ANY drying time 








Machine stops if door 18 Opened 
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IN MeCALL’s Test ROOMS we test a great Variety 
of new “ppliances and products, We use them to 
freeze foods, cook Meals, wauh ¢ lothen, ¢ lean rooms 

Just the way YOu do in your own home That's 
why, when we have texted 4 product and like it, we 
believe you'll like it too, 


DInNaTTs FReEeEzen 

takes the "Pace and place Of @ table 

We used "* @ freezer and a" & dinette table The 
roomy drawer, hold more than 160 Pounds of food at 


completely safe temperatures The table seats four 
comfortably 


We found 


FEATURES Wwe ESPECIALLY like, 
Bousis.oury retezen “80 it ase dinette table too. 
fASY #0 ING OnAwens nylon rollers do the trick. 
avictage TAU Tor laminated Plastic top provides 
extra work surface or table 

FOC' reo 2008 Contac: . opens door when hands are 
full, 
tow TEMPERATURE sale OP held easily and 
steadily, 

UP-10-0are STYLING .. attractive colors, durable finish. 
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Samevhigh quality... 
Same good markup 
Still faster selling 
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Yes, we’re passing production savings on to you and your 
customers in the form of extra-attractive prices for the ever- 
popular Elec-Trivets. Smartly designed in black wrought 
iron! Elec-Trivets keep food 
and beverages piping hot — 
ready to serve. You get eye- 
catching packaging, powerful 
merchandising and advertising 
support, too... all yours for 
extra sales and profits! 










and new low price for the popular 


includes corate, cord and plug 








Elec-Trivet Coffee Service $595 


~ atl in @ emert package. 






Ask your distributor . . . or write us for sales helps and other details 


PARAGON ELECTRIC COMPANY 


| 
1638 TWELFTH STREET ° TWO RIVERS, WISCONSIN 
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dealers with several “join-the-profit- 


poe meetings. Carolina Power & 
ight Co., was deep in an eight-point 
advertising schedule which dealers re- 
ported of real a All in all, the util- 
ities are as pleased and optimistic over 
business prospects as are the dealers. 


The Great Lakes 





By N. BLEECKER GREEN 


Business is good; can be better 
. .. Labor contracts slow sales 
. . » Range business is spotty 
... Lack of planned promotions 


USINESS was good for appliances- 
tadio-TV in the Great Lakes re- 
gion during this past month of March. 
Comments from dealers and dis- 
tributors reporting to Eecrricar 
MERCHANDISING varied from “30 per- 
cent higher” than the previous month 
of February to “slight decrease” and 
a drop of “15 percent less.” 

But generally March this year was 
as good as the corresponding month 
last year. While some increases are 
noted, the dips are few. Many of the 
dealers in the region found March 
pretty good when checked against last 
year's sales. 


The Pattern. The overall picture, 
when broken down, shows some pat- 














terns in specific areas. West Virginia 
dealers indicated that March was 
down somewhat from February but up 
over last year. Automatic washers 
moved well in appliances, and low end 
21-inch consoles in TV 

Kentucky showed a divergence of 
views from dealers, ranging from a 
12 percent decrease to a 30 percent 
jump over February. One commented 
that while running 50 percent ahead 
for March this year, “March 1954 was 
bad, due to the impending steel 
strike.” Kitchen cabinets and refriger- 
ators were some of the leaders in white 
goods, while table models pe TV 
in Covington, and $300 models led in 
Ashland, Ky. 

Detroit seemed about even, with 
business up for the month in most 
cases but a shade below last year. Most 
of the dealers felt things were “level- 
ing out.” Refrigerators and ranges, 
along with low price TV, kept things 
moving. Price cutting, according to 
one Motor City merchant, was at “an 
all-time high in and around Detroit.” 


Late-Month Comeback. In the Ohio 
capital city, Columbus showed a pat- 
tern of a slight decrease for the March 
column. Overall sales for March com- 
owe evenly with those of last year. 

usiness took a nose dive during the 
first two to three weeks in Columbus, 
then began “coming back fairly 
strongly.” Ranges, refrigerators and 
laundry equipment moved well here, 
but mostly due to promotions, “spe- 
cials or close outs.” 

Pittsburgh reported that March 
business was “better” or slightly un- 
der. And the cross-section of senti- 
ment shows that volume was about 
the same as February, and the 1955 
totals equal that of last year. Refriger- 
ators and laundry equipment helped 
swell the volume. 


Strike’s End. Despite the somewhat 
spotty picture in Pittsburgh, the bright 
light in the steeltown’s merchandising 
picture is the ending of the lengthy, 
drawn-out department store delivery 
strike. (The last three unions settled 
(Continued on page 35) 











DO YOU REMEMBER WHERE YOU HUNG YOUR TROUSERS LAST NIGHT?” 
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ANEW LOOK” IN SALES POLICIES! 


A"WEW LOOK” IN SELLING PLANS! 





ANEW LOOK” IN 










hiv wt A "MEW LOOK” IN PROFITS! 





look at it... ‘ANEW LOOK” IN THE GREAT NEW 
1955 SERVEL COMPLETE LINE OF 
REFRIGERATION PRODUCTS! — 


FREEZERS! 
ROOM AIR CONDITIONERS! 
WONDERBAR REFRIGERETTES! 
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THE AUTOMATIC ICE-MAKER 
REFRIGERATOR... 


makes ice cubes without trays and puts them 
“in a basket...all automatically! 


es ee 
— 


—e, 


A SALES STORY YOUR 
COMPETITION CAN’T MATCH 
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. you on oa 3 APPLIANCES IN / 


@ AUTOMATIC ICE-MAKER @ REFRIGERATOR @ FOOD FREEZER 





...and the industry's 


GREATEST TRAFFIC BUILDER: 
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DEALERS...MAIL THIS COUPON TODAY! 
I want to be among the first to learn 
about SERVEL’S “OPERATION ICE MAGIC” 
Promotion for 1955! Have the Serve! Distributor RUSH 
full information today! 








CITY 0 





DISTRIBUTOR NAME. 
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® Single Dial Control ‘ 
® Night Turn Down | 
* Adjustable Grilles y 
‘ © Whisper-Quiet Operation i 


















he hag Unbeatable Performance! 
ies Matchless Beauty! 

oe: Pull Cooling Power! © Flush-mount model. Extends only 5 
i eR New Lower Prices! inches into room a 
al You've never seen a line of air conditioners * Super Cooling Power i 
= with so many quality features! Beautiful é aw tow Pie : 
Deluxe Models, Powerful Budget Models, 4 
Casement Window Models,..Models that heat : 
as well as cool! Here are just a few of the 3 
Servel advantages that se// themselves 
to your customers! ® No Installation Extras 4 
#No window remodeling necessary 4 
# Simple Pull-Out Drawer Control xi : 
New line of upright and chest ae : 





the exclusive 1955 





1. COLD-SEAL 
CONSTRUCTION! 
Prevents outside sweating! 
Keeps Servel air-tight 
-- .cold-tight! 
2. AUTOMATIC COLD 
CONTROL! Thermostat 
pre-set at factory to 
maintain ideal food 
freezing temperatures. 
hermetically sealed unit! & 
Sizes for every need... | 
4 
With a completely diversified line of refrigeration products 
that will have customers returning to your store time and time again 
for the needs you and Servel supply best! You’re backed by 
brand new Sales Policies, new Selling Plans, new Advertising and INC. 
Promotion plans...and new profit margins! For your complete SERVEL the name to watch for great advances 
PROFIT STORY contact your Servel Distributor TODAY...or write to: in REFRIGERATION and AIR CONDITIONING 


Servel, Inc., Evansville 20, Indiana 
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March 16th, after 68 continuous 
weeks.) Sales have been depressed 
throughout the area for over a year, 
and there is a general feeling that 
business will now pick up. 

Western New York state shows that 
March business was even or slightly 
under that of February. And the sales 
peak for March this year should just 
about equal that of 1954. It does not 
look like it went over. Washers and 
dryers, along with ranges, moved well. 
Table model television sets, mounted 
on legs, helped swell the electronic 
volume. Radio, as throughout the 
whole Great Lakes area, showed little 
if almost non-existent movement. 


Contracts and Strikes. Throughout 


all the Great Lakes region, which is _ 


heavily industrialized, the coming la- 
bor contracts have had some effect on 
consumer sales and dealers’ business. 
Dayton, Ohio, appliance stores showed 
some softening of business during the 
start of March and most of the deal- 
ers questioned pinned it directly on 
the problem of job security and pos- 
sible strikes in the offing. 

There is little evidence of a lack of 
ready cash or available credit. “But,” 
said one old-timer, “they’re not going 
to spend what money they have until 
more is coming in.” It’s a game of 
wait-and-see. 


Ranges Slow. A check of range 
movement throughout the six-state 
area shows that little movement was 
indicated by the end of March. But 
a few bright spots did show through 
the clouds. Columbus, Ohio, dealers 
indicated that ranges were moving 
“ahead of last year.” A current utility 
promotion, labeled “Guaranteed to 
Please” was one of the forces behind 
the sales. Sales of ranges were up as 
much as 25 percent in some cases. 

One dealer in Western New York 
State (Buffalo) stated that his range 
volume was slightly ahead of last year 
A Troy, New York, department store 
said that some movement was indi 
cated. 

In short, where they were moving 
ranges ahead of last year’s sales vol 
ume. But the picture was spotty and 
sales were generally low. 


Brands and Business. ‘Ihe number 
of brands of ranges carried by dealers 
varies this spring. It goes from one 
all the way up to six, And a surprising 
number carry or show only one brand 
line on their floor. Some of these 
split the display between electric and 
gas. Others carried two lines to get the 
built-in range and oven units they 
like the best. The 40-inch range 
seemed to be the most popular seller, 
moving well in Columbus, LeRoy 
(N. Y.), Pittsburgh, Detroit and Hunt- 
ington (W.Va.). The 30-inch models 
showed good activity in Buffalo and 
Pittsburgh. Built-ins moved well in 
certain spots in Kentucky. 

Asked about special promotions and 
outside selling on ranges, almost all 

Continued on page 42) 
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“This improvement 


should greatly increase our business,” 


says Mr. E. H. Ankerson, Schleuter Electric Company, Davenport, lowa. 


a 


és 

A CAREENING AUTO demolished our 
somewhat outmoded store front. A Pitts- 
burgh Plate Glass and aluminum front of 
modern design was erected, and we are 
now enjoying more daylight in our sales- 
room and our merchandise can now be 
displayed to greater advantage. We have 
received many fine comments from our 
clientele.” 

The growing use of open-vision design 
is really paying off for all types of busi- 
nesses that must create a favorable im- 
pression upon the passing public. People 
are attracted by—and drawn into the store 
that presents a pleasing, inviting appear- 
ance through its open-vision front. This 


Store Fronts . 
and Interiors 
by Pittsburgh 


GLASS CHEMICALS 


TTSBURGH 





BRUSHES - 


= Ss 


meer ay Ww ee 7 eee 








PITTSBURGH PRODUCTS used to create this 
modern appliance store front were Pittco® 
Store Front Metal, Carrara” Structural Glass, 
Twindow® Insulating Window Units, Tube- 
lite® Doors and Tubelite Store Front Metal. 


new, modern design also creates a feeling 
of progressiveness, and makes the pros- 
pective customer realize that here is an 
establishment that is keeping up with the 
times... one that will specialize in the 
newest, most up-to-date products and 
services, 

To get more information on Pittsburgh 
Store Front Products—and their adapt- 
ability to your appliance store—just send 
for a free copy of our booklet, “How To 
Give Your Store The Look That Sells.” 
There is no obligation, of course, 


Pittsburgh Plate Glass Company 


There is no obligation, of course 
Name pvovwveeoors 
PONE bev cescevocceetsecedeves 


eases ; es wea . Stote 


PLASTICS FIBER GLASS 


i oe ee me COMPAN Y 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 4, 


1955 


PAGE 


Room 5230, 632 Fort Duquesne Bivd., Pitteburgh 22, Pa, 


Please send me a FREE copy of your modernization booklet, 
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54,193,182 PEOPLE 
will know that 
EASY GETS SHIRTS CLEAN 
EVEN IN COLD WATER ! 





in 12 short weeks big FULL PAGE Easy ads like this 
will be helping you sell the new Easy line to the readers 
of SATURDAY EVENING POST, GOOD HOUSEKEEPING, 
McCALLS, BETTER HOMES & GARDENS, AMERICAN HOME, 
BETTER FARMING, and PROGRESSIVE FARMER. They'll 
tell over 50,000,000 people that Easy is the best automatic 
value of them all! 


~ 10 NEW 


with a new theme 


Model WPD-a hot promotional Wringer 
packed with worth-more features. Gives 


Ou a perfect step-up story 


Model WCE 





Custom Wringer-New Safety Wiring 
full wrap-round skirt 


Improved Quick-Drain Pum; 








Model SSE Model SCE v4 Model SDE 


Deluxe Wringer- > Promotional Spindrier " Custom Spind : Streamlined Super Spindrier - \W it 
; ik : I f ( ng I Cor C. 
W ringet f mt Pow I i 

I ! I MH 


i 


BACKED BY THE MOST DRAMATIC 
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Deluxe Automatic - 
Lighted Master Mine 
trol! Gives i push t 
ways to wash autom: 
cally. Famous Spirala 
acuon. Part load feat 
that saves up to1 1 gall: 
ot water. Porcelain | 
Acuvated soak cycle plus 





many,many other sa 





features 


Model ADE 





Model DDE-E. 


un RAS ee 








Model DDE J Model ACE 


Matching Gas Dryer- ne featur " Custom Automatic-~-W it 
Has Auto-S} Ignition. B ' Master Mind Dia 


SELLING CLAIM IN WASHER HISTORY! 
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Top farmers like Edgar Bodman use machinery instead of muscles to step up profits. 


Better farming makes him 
















a better customer for you! 


By using the better farming tools within his reach, the average COUNTRY GENTLEMAN -THE MAGAZINE FOR 


Better Farming 


acti, > | ttn 


farmer can boost his net income by 25°% 


Our job is to inspire more farmers to reach for this better farming 
goal —and to keep top farmers abreast of the newest and best. This 
makes more customers for you. For what you sell is needed to 
achieve better farming. 

Better farming on more farms . . . more sales to more prosperous 
farmers—that’s what Better Farming means! 


Now Country Gentleman's name 
and aim are the same 





A Curtis publication 






PAGE 38 MAY, 1955—ELECTRICAL MERCHANDISING 








Only One wre ve 


“MAGIC FLAME UNI-BURNER 





Only (ne SELLS um«ea 


Magic Chef 





GAS RANGE 


Above is a photograph of YOU—making the easiest, quickest, 
“‘sellingest’’ demonstration you ever made. Only Magic Chef 
offers this easy-to-demonstrate top burner sales story: Each 
Magic Flame UNI-BURNER is actually two burners in one 
for faster lighting, more even heating. They click to any heat 
from a low, “stay-warm”’ simmer to a fast, hot flame. And the 
two burners are combined into one light piece that lifts out 
easily, washes like a dish. Remember, Only One range con- 
tinues to have all the sales features and reputation of Magic 
Chef—the gas range name most women are in love with! 


Only One has Magic-Lite automatic pilots 
Clinch sales in seconds with this exclusive Magic Chef ignition 
feature! Sell truly automatic matchless cooking with Magic-Lite 
pilots that make Magic Chef ranges 75% cooler, use 75% less 
BTU’s than ordinary pilots. The secret’s in the “‘Nichrome” 
> wire loop that keeps the tiny bead of flame stable. Cash in on 
this newest Magic Chef advancement now! 


MORE WOMEN COOK on Magic Chef THAN ON ANY OTHER RANGE! 
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Macic Cuer. INc. Sr. Loui 10, Missovat 
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handle Deepfreeze, 











Duplex Model A-1D 
11.1 cu. ft. 





Duplex Model A-2D 
11.5 cu. ft. 





Make a mint with the new Deepfreeze Duplex with dazzling, new Copper-tone styling. 
Not one, but three gorgeous models in both one- and two-door design. Answers the huge 
demand for big refrigerating area, cave-size freezer space. 








Model F-77 Model F-107 Model G-107 Model A-127 Model CU-127 Model CU-167 Model BU-197 Model CU-197 

70wu.t S6eu. 96eu ft 11.5 ew, ft 12.00 cu. ft. 16.000. ft.  18.60cu, ft 18.90 eu. ft. 
Four great, new Deepfreeze Refrigerators with glamour that'll Deepfreeze Upright Freezers with an “Oh” and “Ah” in every 
make customers drool. Glittering new styling, push-button feature. Copper-tone-styled models, headed by the sweetest 
defrosting, large-sized freezer compartment, Dispensador. sixteen-footer you ever saw. New, new, and priced so right! 
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this is your golden hour! 


lf there ever was a best time to have the Deepfreeze sales 
franchise, that time is NOW! Brilliant, new products and styling, 


plus a blazing, new sales program, promise profits all the way. 


HIs 1s the golden hour for Deepfreeze 

dealers and distributors. You can sense 
it all about you. There’s a NEW feeling 
in the air. 

And, it’s true. 


Everything is NEW about Deepfreeze 
this year except its quality and prestige. 


For one thing, there’s a dynamic, new 
management, sales and merchandising team 
at Deepfreeze—a team completely dedicated 
to helping you sell, and make money. 


For another, there’s an electrifying, new 
line of Deepfreeze products that you just 
know will dazzle even the hardest boiled 
prospects in your community. 


Best of all, as of today, there’s a wholly 
new concept of leadership, volume and profit 


Dee 





Conditioner Specifieatior ubject to change without notice. Deeptree 





Model C-187 Model C-147 Model C-87 
17.80 cu. ft. 13.59 cu. ft. 7.67 cu. ft. 


epfreeze. 


©) 1955 Deepfreeze Home Appliances, North Chieago, Hine Mahe 


in the Deepfreeze franchise. From this hour 
on, the name Deepfreeze means not only the 
best in home freezers, but also the best in 
every type of household refrigeration! 


This is not a claim; it’s a promise. And, 
you can check the sincerity of this promise 
for yourself by merely studying these pages. 


So, if you do handle Deepfreeze products 
NOW is the time to make them the spear- 
head of your best sales efforts. You are in on 
the ground floor of a big, big project. 


If you don’t handle the Deepfreeze line, 
you owe it to yourself to do something about 
it, at once. There is always room for an 
aggressive, enthusiastic dealer. 


Telephone, wire, or send in the coupon 
TODAY! 





fermine Deepfreeze Home Freezers, Refrigerators and Room Air 
Hlome Appliances also sold in Canada by authorized dealer 


It costs you nothing to look into the Deepfreeze 
franchise. If you want in, you'd better 


Get out your scissors... 






\ General Sales Manager EM-555 
\ Deepfreeze Home Appliances 
\ North Chicago, Illinois 


\ Sir: 
\ I'm interested. Please send me full details, or have someone call 
on me as soon as possible, 


Firm Name_ 





Street Address 





\ 
\ 
\ 
\ 
\ 


City, Zone and State 





You should see what copper, coral, and cream styling does for 
the superb, new Deepfreeze Home Freezers! Four stunning Name and Title 
models, famous no-sweat cabinets, other spanking-new features. \ 
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Motor Rebuilder Vouches For 
KLIXON Protector Dependability 


WACO, TEXAS: Mr. Cecil D. Bryan, Jr., of Bryan Electric 
Company, has many years of experience with Klixon 
Protectors and knows how they protect motors from 


burnouts. He writes — 


“We can vouch for Klixon Motor Protectors. When a 
motor with a burned-out winding comes into our shop 
for service, the first thing we look for is whether the 
motor has protection built-in. We have found very few 


burnouts with the motors having Klixon Protectors.” 


Klixon Protectors Reduce 
Service Cails and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 





Automatic 
Reset 


LIXON 


“heed ne ee 





METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2505 FOREST STREET, ATTLEBORO, MASS. 
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the dealers cam« up with a blank 
look, Few promotions are planned and 
almost no outside selling is tried. 

One Columbus dealer planned to 
use distributor help in promoting his 
line, plus “extensive factory kickoff 
program.”” An QOhio distributor is 
planning a “Bake and Freeze” promo 
tion for his dealer stores. A Buffalo 
dealer planned to work with a promo 
tion to offer better trade, and another 
in western New York state hoped 
to get active cooperation from his 
manufacturer in pushing ranges. But 
these mentioned were the exceptions. 
Promotion planning, in general, is 
slack 

l'rade-ins on 
much of the volume taken in is 
junked. One West Virginia dealer 
claims 95 percent of ranges accepted 
on trade are junked. A New York 
State dealer says that he is junking 
two out of three ranges taken on trade 
‘Must be late model ranges before 
we will try to resell them,” he says 
A Buffalo dealer retails them in his 
“used store, two blocks away.” An 
Ashland, Kentucky dealer has found a 
good market for ranges taken on trade 
by reselling them in summer to fish 
ing camps and summer cottages. 


The Far West 


ranges shows that 





By HOWARD M. EMERSON 
SA A CT 


Slight sales slide tempered by 
better balance . . . TV, ranges 
and refrigerators keep up with 
laundry equipment . . . Appli- 
ance show season starts 


I EALERS in the Far West started 

into April with but little reason 
to lose the optimism that has been 
prevalent throughout the first quarter. 
While appliance-T'V business has lev- 
eled somewhat, it continues to show a 
better balance in the types of products 
moving. Laundry equipment, which 
stood almost alone in keeping volume 
during spring of '54 is selling well this 
year, but in addition there is a healthy 
movement of refrigerators, ranges and 
television. 

Prices ‘continue steady — which 
doesn’t mean good, but does mean no 
worse—with one encouraging observa- 
tion. Most of the heavily advertised 


MAY, 
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price cuts and flat trades seem to be 
quoted on models which have no na 
tional list price and which have been 
rigged locally to allow the trading at a 
reasonable profit. 

Meanwhile, other things are going 
on here. 


Show Time. British Columbians have 
just completed two big spring shows 
that gave electrical and other home 
goods another boost in that already 
booming area. The “Arts of Living Ex 
position” concluded early in April and 
the “Better Homes Exposition” is just 
now concluding. 

Six weeks before the San Diego 
“Spring lair of Modern Home Ideas” 
got under way on April 22 for a six 
day run, space had been sold out and a 
waiting list of would-be exhibitors 
formed. Sponsor, the Bureau of Home 
Appliances, at same time went through 
legal technicalities of becoming a cor 
poration after 23 years of operation. 

Possibly the largest activity in the 
country sponsored in an area served by 
a municipal utility district is the an 
nual “Electrical Home Show” put on 
by the members of the Sacramento, 
Calif., Valley Electric League. ‘The 
exposition drew 14,000 people in "54 
and is expected to draw more when 
it opens on the 19th of May. 

Appliance shows have a nasty habit 
of being a complete flop, or mush 
rooming to degrees unexpected by the 
originators. Phoenix, Ariz., dealers and 
distributors who make up the Appli 
ance Merchandisers Assoc., and the 
Arizona Public Service Co., are among 
the lucky in the latter group. What 
started a few years ago as a Spring Air 
Conditioning Show as sort of off 
season supplement to the Fall TV 
and Appliance Show there, has grown 
into full-fledged production. On April 
22 through 24, it was a successful 
“Spring Appliance Fair’ featuring 
everything but radio and TV (displays 
prohibited). Air conditioning got the 
big pitch, but everything else was 
shown, with laundry equipment get 
ting a room of its own with 16 booths, 
and water, drain and 220-v. provided 
the exhibitors. 


Live TV. While sales of television re 
ceivers in the Far West continued to 
stay above the expected seasonal level, 
some sidelights to selling were in the 
news. The two million mark for TV 
set sales in the Los Angeles signal area 
was commemorated by the electrical 
industry there at the Annual Banquet- 
Meeting of the Electric League of Los 
Angeles. ELLA manager Glen Logan 
pointed out that those 2,000,000 sets 
combined into one big screen would 
be one-mile wide and as high as the 
LA city hall which you see in each 
Dragnet opening. 

With this record volume of b&w 
set sales behind them, the dealers in 
Los Angeles are looking to a colorful 
and organized future. Nearly 100 TV 
dealers in that area recently formed 
the “Southern California Color Tele 
vision Dealers Association” with the 

(Continued on page 46) 








St. Charles kitchens have 





played an important part 
in the development of 


today’s kitchen 











Kitchens have come a long way since the St. 
Charles Manufacturing Company entered the 
field in 1935. Finding new ways to make kitchens 
more convenient, more pleasant to work in has 
been the constant aim of this company for the 
past twenty years. As a result, today’s home- 
maker can have a kitchen that combines effi- 
ciency and beauty to a degree that the 1935 
housewife never even dreamed of! The continued 
popularity of the St. Charles ““Custom Kitchen”’ 
is proof that constant product improvement is 
vital in maintaining the acceptance of the buy- 
ing public. 

And so it is with America’s leading home 
appliance finish— Du Pont “DULUX” enamel! 
Constant research over the years by Du Pont 
chemists has resulted in more rugged resistance 
to chipping, cracking, scratching or staining. . . 
easier cleanability . . . longer-lasting beauty, in 
white or sparkling color. That’s why the 
“DULUX” of today meets the most exacting 
requirements of today’s topflight appliance 
manufacturers. 

E. 1. du Pont de Nemours & Co. (Inc.), Fin- 
ishes Division, Wilmington 98, Delaware. 





America’s leading home-appliance finish “DULUX” ENAMEL 
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THE WORLD’S FASTEST SURFACE UNIT 
FEATURED IN EVERY HOTPOINT RANGE! 


22% Faster Thon Gas—this exclusive new Hotpoint Super-SPEED 
Calrod” Surface Unit gives you the hottest selling feature in the 
industry! And every Hotpoint Range in the line has it! 


Hotpoint’s Exclusive New 
MEALTIMER—Fully Automatic! 


.+.- Puts a new sell in carefree electric cooking! 
Automatically times all kinds of cooking — Surface, 
Deep-Well and Oven. Shuts off at pre-selected 
time—reminds that meal is ready. Times to 4% hrs. 
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EVERY Electric Range Market 


Demonstrable Features At The Right Prices! 


A jut | HN 


con 


| 


PLUG-IN 
GOLDEN FRYER 
Hi-speed immersion 
Calrod unit for 
better, tastier french 

fried foods. 


ROTA-GRILL 
BARBECUE 
Meats and fowl bar- 
becued their deli- 
cious best —avto- 
matically. Skewer 
automatically turns 


foodatproperspeed. 


: For the best in 


griddie cookery! 
Plugs into receptacle 
inback-panel, stores 
out of way when 
not in use. 


HANDI-RAISE 
BROILER 


For professional 
charcoal-like re- 
sults every time. Ad- 
justable to desired 
height without 
touching hot pan 
or rack. 


Prepares thrift 
meals automatic- 
ally. Handi-Lift 
cover raises unit te 
provide another 
Super Calrod svur- 
face unit. 


HANDI-OVER 
GRILL 
Chrome Grill holds 
and turns meats all 
at once to help re- 
tain natural juices 
without puncturing. 


FASTEST Raeaine IN EVERY MODEL...°189.95 to °499.95 


acid ———=—_ 
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YOU NEED 










structure. 








. 
This line represents 
the peak of quality 

. at prices that 
give the public full 
value and the trade 
full profit. This 
brand's outstanding 
growth is your assur 
ance of ite salability * 
and turnover. 

















Backed with 
Powerful 
Advertising 
Support in These 
Magazines! 

























































This line meets the needs 
of those among the public 
who insist on buying pro- 
motional merchandise. 
This line offers a source of 
additional business, there- 
fore, to those in the trade 
who have, until now, 
passed up this great new 
profit opportunity. 





No, 250 4" Drill 
No, 277-H 4" Drill 
No, 77-H 4%" Drill 
No. 1950-G 4” Drill 
No, 320-G 4" Drill 


PORTABLE Li 
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No single portable power tool line meets the 
needs of all your prospects. In Pet and Shop- 
mate portable power tools you have two dis- 
tinct lines which satisfy every consumer and 
resale need as to quality, price, and discount 


More 0Do-/t Per Dollar! 
pEr 





No. 411 44%" Saw 
No, 2000 Reciprocating Jig Saw No, 1540 Sander-Polisher 
No, 466 '4 HP Grinder 
No. 464 4 HP Grinder 
No. 1490-G 4" Drill 








2 70 60 PLACES! 


ea =, 






Ne. 200 
Ball-Bearing 
Oscillating Sander 





No. 614 Ball-Bearing Saw 






No. 1440-GM 4" Drill No. 551 4” 
with Ball Thrust Bearing Ball-Bearing Drill 


Other PET Tools Include: 
No, 1401-24 4” Ball-Bearing Drill 


No. 4070 7” Standard-Duty Dise Sander 
No. 4075 7” Heavy-Duty Disc Sander 
No. 4090 9” Heavy-Duty Disc Sander 





No. 740-5 Shop-Toter Drill 
Kit. Features new geared- 
chuck drill with all-new 
AC-DC motor. All-steel 
welded case contains 35 
pieces for drilling, sand- 
ing, and polishing. Handy 


lift-out tray. Packed in 
colorful carton. Priced 
right! 


No. 740-6 Shop-Toter Drill 
and Sew Kit. Contains 
same contents as 740-5 
shown here, with addition 
of the ZP-1 Drill Saw At- 
tachment. A total of 36 
pieces. A value special! 





Ne. 620 Sew. Features ex- 

clusive Pet-O-Matic Slip 

Clutch, Eliminates ‘‘kick- 

back” and motor overload. 

Cuts 2's" deep. Priced low 

to move! (CST-1 

‘ Saw Case converts 

< a 1 quickly into sturdy 
ye | saw table.) 





4 


Ne. 6100-1%”" Drill Kit, Contains 24 pieces 

everything needed for drilling, sanding, and pol- 
ishing. Features added-power %" drill with gear- 
type chuck and metal carrying case. Value priced! 


Other SHOPMATE Tools Include: 


No, 500 4” Drill 

No, 510 4%” Drill 

No, 445 44" Saw 

No. 625. 64" Saw 
No, 462 4% HP Grinder 


No. 400 Grinder 
No. 6000 Sander-Polisher 


No. KU-118 De Luxe Home 
Work Shop 


Shopmate 8-1 Bench Tool 
Behe. ok e: 


TOOLS INC 
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purpose of “promoting, through adver 
tising and special events, public aware 
ness of color TV excellence and avail 
ability.” 

From another angle, ‘T'V is active in 
the southland. Using thirty one-min 
ute spots in a saturation campaign for 
Norge appliances over the TV station 
in Bakersfield, Calif., Dorothy Huse, 
home economist for distributor Sues, 
Young and Brown sold 20 Norge ma 
jor appliances in two days for cooper- 
iting dealer Witham’s. Saturation 
proved so effective, on second day a 
woman came into the store, singled 
out Mrs. Huse and said “can’t you 
stop those commercials? I bought my 
Norge here yesterday and everytime I 
turn on my set I still have to listen to 
you over and over again.” 


Meetings In Season. It looks as if 
NARDA officials like western weather 
or western prospects. Cec Musburger 
had invaded British Columbia in late 
February, speaking twice to members 
of the B. C. Appliance Division of 
the Retail Merchants Assoc. Harry 
Price came to Denver for a luncheon 
meeting of the Rocky Mountain Elec 
trical League on April 18 and before 
his always-valuable words were cool, 
NARDA’s Emerson Dole from Wich 
ita was in Denver for the RMEL’s 
Spring Conference Program. 

4 new association has started out 
here, filling one of the few areas left 
without dealer, distributor or utility 
organization for electric promotion. 
The Snake River Valley Electrical As 
sociation with headquarters in Boise, 
Idaho, is the new group. Serving 
southern Idaho, the new group plans 
to “. . . carry on cooperative advertis 
ing, sponsor shows and expositions, 
conduct sales training programs, pub 
lish trade bulletins and tie in with na 
tional promotions.” Henry Faulkner, 
manager of WESCO, Boise, is first 
president of SRVEA. 


Campaigns Flourish. For a while, at 
least, the Far West has more electrical 
promotions than tourists, it seems 
Phoenix area dealers and distributors 
just finished a successful “Happy 
Homemaker Dryer Contest” in a tic 
in with a local newspaper. Offering 15 
dryers as prizes, the group plugged 
away for a month to sell what are con 
sidered “the toughest dryer prospects 
in the nation.” Holding the Chamber 
of Commerce off with one hand, the 
dealers and distributors reached for 
dryer business with the other by pitch 
ing the problems of dust, fading from 
the desert sun, etc. A $25 rebate to 
cost of wiring the dryer helped sales 
during the contest. Four thousand 
women brought entry cards to their 
appliance dealers during the contest. 
Che same program for automatic wash- 
ers is going on now. 

Two continuing campaigns are un- 
der way, tied to the slogan “Dollars for 
Dealers’”—one by Washington Water 
Power Co., the other by Pacific Gas & 
Electric. First of the WWP promo- 
tions in their program was a “Winter 
Sunshine” boost for dryer sales during 
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the first quarter of 55. PG&E’s “Dol 
lars for Dealers” schedule includes 158 
individual tie-in promotional efforts, 
with air conditioning, electric ranges, 
housewares, getting the effort in May 

Slogans are rampant. “Operation 
Livewire” titles the ambitious program 
announced by Puget Power & Light 
Co., Seattle, and which asks dealers to 
“look alive in In 1954, Puget 
Power's first post-war sales campaign 
“Operation Jet” brought the largest 
increase in Kwh in company’s history 

Starting another promotion, a “3 
for 2” campaign which schedules threc 
months for pushing two appliances, 
ranges and water heaters, the I'] Paso 
Electric Co. again displays the talent 
to develop promotions worthy of util 
ities many times its size. Recently 
closed “Wife Saver’ contest sold 780 
automatic washers and 122 drvers 
But the results were a sad commentary 
on the activity of the independent 
dealers in El Paso and adjacent New 
Mexico cities—six of the top eight 
washer and dryer salesmen were from 
Sears. During the two months promo 
tion, Sears sold 278 of the total of 
780 automatic washers moved 

Another “I Want An_ Electric 
Range” contest promotion is under 
way in the area of the Sacramento 
Valley Electric League, and with good 
reason. Each year of this spring pro 
motion, the results get better. In 1954, 
while sales of electric ranges were off 
6.8 percent nationally, sales in the 
Sacramento area were up 15.6 percent. 
This year, 16 electric ranges will be 
given to residents who tell best why 
they want one. 


>> 


Contractor Bill Loses. ‘The California 
bill to provide for the licensing of 
domestic appliance contractors (de 
scribed in this column last month) was 
tabled by the state assembly. At the 
hearing, speaking in favor of the bill, 
Van Foster, representing the Appli 
ance Profession Association, stated 
that “All this legislation does is to 
recognize appliance men as con 
tractors so they will be able to hook 
appliances to existing facilities outside 
of homes.” He said that the APA has 
180 paid up members, and that the 
majority of the 30,006 appliance deal 
ers in the state are in favor of the act 
He was the only witness before the 
legislative committee in favor of the 
bill. Principal objections came from 
the State Builders Exchange, a plumb 
ing contractor, and the manager of the 
Assoc. Plumbing Contractors of Cali 
fornia 


Close Shave. Far West custom of 
growing whiskers during the weeks be 
fore fairs, rodeos, round-ups and other 
community celebrations is a sport hav 
ing little chance of being televised by 
Gillette. But it provided some good 
razor business for Raskin’s Jewelers of 
Phoenix this year. Following the local 
whiskerine contest, the dealer set up 
a sidewalk booth for electric shaver 
demonstrations Whiskers were 
sheared off with noon-hour crowds as 
audience End 








Buy units equipped with G-E motors 


SALES-AID TAGS and high-quality General 
Electric shaded-pole motors can help you 
sell more window fans, room coolers, and 
kitchen ventilators during the coming hot 
weather season. Long-life G-E shaded-pole 
motors add to both the customer satisfaction 
and saleability of your suppliers’ products. 
CUSTOMER PREFERENCE for other G-E 
equipped products was proved recently in 
a special sales test conducted in Stamford, 
Connecticut. Out of a total of 30 sales during 
the test period, 28 purchasers bought the 


product identified by a G-E sales aid tag. This 
result in spite of the fact that the dealer- 
established price of the G-E equipped prod- 
uct was higher than its prominently dis- 
played competitor. 

ON YOUR SPRING ORDER express your 
preference for G-E shaded-pole motors and 
ask your equipment supplier for these tags. 
They'll pay off for you in increased sales of 
air-moving equipment during the 1955 
season. General Electric Co., Schenectady 5, 
New York. 


704-0 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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G-E SHADED-POLE MOTORS designed for long operat- 
ing life—feature permanently lubricated, quiet bearings, 
eliminate need for re-oiling service calls. Display “hang- 
on” tag to help boost your sales. 








FEDDERS 


WAKES UP 
22,000,000 
| NEW PROSPECTS | 
| FOR ITS DEALERS ! 


- leading em all again in 5 -it¢ that COOL, 
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Fedders wakes ’em up with 


“THE LINE THAT NEVER LETS GO!” 


a 
~.. 


CONSOLES ASEMENT NEW LO-BOY 
1 and 1% ton capacities % ton capacity 





FEDDERS STANDARD FEDODERS DELUXE FEDDERS CUSTOM 


Top promotion models! No. 1 in power with Fleximount 


COOL 
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This year, over 22,000,000 Americans will earn over $4000 a year, 


Every single one of them is a room air conditioner prospect. Only hedders 


gives you a line— most complete in the industry —that won't let 
a single one of them get away! There's a Fedders to fit every size room 


..-every type window...and every pocketbook! 


...and the promotion that NEVER LETS UP! 


Only Fedders gives its dealers an advertising program designed with one 
clear purpose in mind...to reach the 22,000,000 plus Americans who can 
afford room air conditioning and bring ‘em in! The program never lets 

up. It hits like a pile-driver in national magazines and in-market promotions, 
For complete details, call your Fedders distributor salesman now or write 


Fedders-Quigan Corp., Dept. EM-5, Buffalo 7, New York. 
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advertised 


EVERY WEEK in the 


SATURDAY EVENING POST 
April 30 to Christmas! 





Z first choice 
for giving ..cr 
getting . . the new 


pa 





e Gleaming triple chrome 
plate, engraved sides 


@ Silent automatic 
thermostat control 


@ Removable crumb door 
@ Full year guarantee 
e AC-DC 


@ Double silver, non- 
corroding contact points 


Made by Son-Chief, 
one of the world’s 
largest manufacturers of 
automatic toasters... 
with over 40 years of 
know-how. 








AUTOMATIC POP 


som-cuier & 
Winsted, Conn. if 
Makers of “Magic Mo 








20 INSERTIONS 
14 INSERTIONS 
34 
INSERTIONS 








AUTOMATIC POP-UP TOASTER 


SON-CHIEF Electrics, inc., Winsted, Conn. 


Makers of “Magic Maid’ Appliances 








155 MILLION IMPRESSIONS! 


AUTOMATIC POP-UP TOASTER 


SON-CHIEF Electrics, Inc. 


* Winsted, Conn. + Toronto, Canada 


Makers of “Magic Maid” Appliances 
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The Consumer is Optimistic 


By the McGraw-Hill Dept. of Economics 


oy eee continues to roll up 
boom-level scores in most of the 
important economic statistics. When 
the final tally is in, retail stores should 
show the best Easter season ever. And 
there’s no real indication yet in sight 
that any letdown is coming. 

Industry hit an all-time high for 
civilian production in March, with the 
Federal Reserve Board’s index about 
135. This was a notch below the rec- 
ord 137 reached in mid-1953, but that 
figure reflected much heavier defense 
production. 


FIRST QUARTER BOOM 


For retail trade the first quarter of 
1955 was the best three-month period 
in history. Sales averaged $15 billion 
a month (seasonally adjusted). This 
was three percent better than the 
previous record—set in the last quarter 
of 1954~—and about 10 percent better 
than the first quarter of last year. 

Encouragement for appliance deal- 
ers on the rest of 1955 came recently 
in the preliminary results of the Sur- 
vey of Consumer Finances, conducted 
annually for the Federal Reserve 
Board by the Survey Research Center 
of the University of Michigan. The re 
sults indicate that consumers are more 
optimistic about their own financial 
prospects and are in a better mood to 
spend than they were a year ago. 

As for plans to buy furniture and 
major household appliances, 28.7 per- 
cent of the spending units said they 
planned purchases this year. This com- 
pares with only 26.9 percent planning 
purchase early in 1954 and 31.9 per 
cent in early 1953. However, the 
number of spending units has in 
creased since 1953, so the slightly 
smaller percentage could still mean 
higher sales. Median expenditure 
planned by families expecting to buy 
major appliances and furniture was 
$290, just about the same per family 
as in the past five years 


MORE HOME IMPROVEMENT 


Appliance dealers stand to benefit 
from consumer plans to spend more 
on home improvements and mainte 
nance, Plans were reported by 22.7 
per cent of the spending units, up 
from 19.6 per cent last year and 16.9 
per cent in the 1953 survey. About 


one-third of the consumers planning 
such expenditures said they expect the 
amount to run to $500 or more. Some 
of these plans include re-wiring to re- 
lieve overloaded lines and permit plug- 
ging in of more appliances. 

These Surveys of Consumer Fi- 
nances have steadily gained respect 
among business analysts by chalking 
up a good record in forecasting gen- 
eral trends. The exact percentages 
shouldn’t be taken too seriously, partly 
because the questions on planned ex- 
penditures salate only to intentions. 
There’s nothing to prevent anyone re- 
porting plans to buy a home, auto or 
appliance from changing his mind. 
And a lot of people with no plans to 
make major purchases when the sur- 
vey is made later get an urge to buy. 
The survey can’t make any allowance 
for the effects of successful selling ef- 
forts, advertising programs, price 
changes or appealing new models in- 
troduced during the year. 

These surveys have been especially 
valuable in indicating how consumers 
feel about their own financial situa- 
tion. Consumers who think their fi- 
nances are in good shape and expect 
them to improve are more apt to 
spend than those who expect to be 
worse off. The more consumers there 
are who expect business to be good 
and their own incomes to rise, the 
better business is likely to be in the 
coming months. 

This year 59 percent of those sur- 
veyed said they expect general business 
to be good during the coming 12 
months; only 43 percent expected 
good times in early 1954. This year 
only 12 percent expected bad times, 
down from 25 percent last year. 

The trend ran much the same in 
questions about the consumer’s per- 
sonal expectations. This year 39 per- 
cent said they expect to be making 
more a year from now and only 6 
percent said they expect to make less. 
Last year 29 percent expected to be 
making more in another year, but 15 
percent thought they would be making 
less. 

With consumer income continuing 
to set new records and consumers feel- 
ing so optimistic about their own 
prospects and about business generally, 
the outlook for retail sales is cheerful 
for the rest of the year. End 





Are the Food Plans Coming Back? 


They are—but in what form? How changed are they from the golden 
days of 1952? Are the “suede-shoe boys” going to ruin them as 
they did before? Who's assuming food plan leadership? For a com- 
plete, nationwide roundup of present activity and future prospects 


see the June issue of 
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now...the water heater that 
revolutionized an industry 


brmaglas 


ow ... America’s first stylized water 
he ‘ater—ain color. 
Plus ... America’s first ‘““Eye-Hi’” tem- 
perature control. 


... famous exclusive HEETWALL 
design—and higher inputs. 

A ae And... the only glass-lined tank proved 
ORPORATION by over 2,500,000 families, 

PERMAGLAS DIVISION + KANKAKEE, ILLINOIS 


Through re on & .a better way Plus 


All this in the most accepted, most popular, 
glass-lined water heater in the industry! 
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One glance tells you. These are ABC's Custom-Engineered 
Matchmates. Fabulously styled, with harmonizing 
aque-hve interiors and illuminated coler 

panels. The washer is equipped with 
sensational 2-cycle washing diel. 
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isiness...for you! 


means business ... because ABC has been America’s great name 
in washers and dryers for nearly 50 years, ABC products are backed 
by a name and reputation unmatched in the industry. 


means business ... ready now to continue to serve alert and 
aggressive dealers with America’s most complete selection 
of quality home laundry equipment. 


means business... with better-than-ever performance ! 

ABC features are quickly demonstrated, easily sold. Nationally 
promoted and accepted features like “Shampoo” action, “Centri¢’’ 
agitation, Two-cycle washing, “Jet-Aire” drying. And ABC features and 
equipment are known and endorsed by millions of satisfied users, 

means business ... with styling that pays off at the cash 

register, sparkling with color-bright beauty. 


means business ... with products priced to give you volume 
at realistic profits. 


~ 
I 
I 
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On COW Wh 
a Aimgle, dale, 


CUSTOMER'S CHOICE! Auvtomatic washers. 


MODEL 350 


The big seller among 
wringer washers, 


ee 


Aytomatic dryers. Spinner washers. Wringer washers. 


ABC has ‘em all! 
Budget priced. Medium priced. 


Top-o-the-line, top-quality models, too! 








ABC SPINNER 
Cabinet style, to sell 
at little more than a 
good wringer washgy. 

















Ask your distributor, or contact 


ALTORFER BROS. COMPANY 
PEORIA, ILLINOIS 














MODEL 330 


Americas best-known 
budget-priced washer 
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j mer. AY On brightens your TV sales picture... 


powerful new Dyna-Power TV in choice of 


exclusive decorator colors 















Sell colors that blend with 
any modern or traditional decor 


o ™. 
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only > l 39” 


any PLAYROOM 
...for the first time at no extra cost! 








Remember...only Emerson has the revolutionary Never before so great a variety of colors to satisfy 
DYNA-POWER Chassis! every variety of customer 
* costs as little as half as much to operate! ¢ BUTTERNUT BLONDE ¢ MAHOGANY FINISH 
* parts last up to 10 times longer! ¢ FRENCH GREY ¢ SUDAN EBONY 
* Most compact cabinets ever! Fit anywhere! Blend anywhere! ¢ WILLOW GREEN * SKY BLUE 

¢ CITRON YELLOW ® CARNATION PINK 


Here’s the perfect TV line to capture every potential customer in 


every market. Loaded with appeal for your “first set” customers— ; 
it’s a natural for second or even third set buyers, too...as well as Emerson PRICES SLIGHTLY HIGHER SOUTH & WEST 
with all those “replacement” customers you're sure to have this year! RSON RADIO & PHONOGRAPH CORP., JERSEY CITY, NEW JERSEY 


ATISGFIED OWNERS PROVE EMERSON IS AMERICA’S BEST BUY! 


j ome mmm cama cars 


Se ae 


POCKET RADIOS* PORTABLE RADIOS HI-Fl PHONOS CLOCK RADIOS TABLE RADIOS AIR CONDITIONERS 
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Cut yourself a bigger 
slice of the range 
sales cake! 


You'll get a bigger share of gas range 
sales when you sell ranges equipped with 
a Penn gas oven thermostat. . . the oven 
control that means better baking results! 
The Penn control gives faster response to 
oven temperature changes... greater sen- 
sitivity, with temperatures true to dial 
setting ... better baking every time. 


Only Penn offers all these features, be- 
cause only Penn is built with straight in- 
line design . . . compensated diaphragm 

. no packings, no pivoted levers, no lost 
motion, Add them all up and the result 
is more efficient performance, 


If the ranges you sell don't have the Penn 
gas oven thermostat and the better baking 
results it assures, ask your manufacturer 

he can get it for you! Penn Controls, 
Inc., Goshen, Indiana. 
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AUTOMATIC CONTROLS 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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There’s a better way to make money than this! 


es being slightly illegal, making money like this 
isn’t very practical. Ask any counterfeiter. 


There’s a better way to make money .. . lots of it. And 
that’s by learning how to sell [ronrite Automatic Ironers 

. then, selling them by the carload. What’s more, the whole 
process is quite simple. 


In the first place, you must realize that in the Ironrite, 
you have a product that is unduplicated by any other. It offers 
far more to the woman than any of the other so-called 
“ironers’’ on the market. It is nothing like these modernized 
“‘mangles.’’ This is very important to you, since you never 
have to cut prices on an lLronrite to meet competition from 
other brands, because there isn’t any such thing! 


The second thing you must realize is that all you have to 
do to sell an lronrite is convince your prospect, by showing 
her, that she will benefit enormously by owning one. When 
this is done, the sale is as good as made. 


Sound simple? Of course. It is. And look what else Ironrite 
has to offer you: 


1. Low saturation. Nine of every ten families in your 
area are prime prospects for an Ironrite. 


No installation costs. Just plug into the outlet. 
. High dealer discount. The figures speak for themselves. 


- No trade-ins. Every sale is clear, clean profit. 


waeon 


Pyramiding sales. Sales figures prove that eventually 
every lronrite owner creates two sales among friends. 


Let the Ironrite Automatic Ironer prove that it can be the 
greatest little money-making machine ever! Begin today to 
FEATURE, DEMONSTRATE, and SELL Ironrite. 


Need help? Want an Ironrite franchise? (There are some 
left.) Get in touch with your Ironrite distributor, or write 
today to: R. M. Gottlieb, Vice President in Charge of Sales, 
Ironrite Inc., Mt. Clemens, Michigan. 


| O n rl | S. . The appliance man’s appliance 
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New Low Prices! 

18”, $§995 retail 

22”, $7995 retail 
REVERSIBLE WINDOW FANS 


Trim beauty to attract... extra 
cooling power per blade size to 
satisfy! In minutes these powerful 
fans have cool breezes whisking 
through several rooms. Quietly 
exhaust hot, stale air, pulling in 
cooling breezes, Reversed elec- 
trically, they circulate fresh air 

Two speeds, intake and exhaust. 
Silver gray. Easy to install, with a 
screwdriver, Ciuaranteed 5 years. 

‘tod New Display Spotlights 

both 18” and 22° fans! 
Polished aluminum tubing, 
34” wide, 782" high, 26" 
deep. Order No, R-DC25/ 
34 from your distributor! 


returns of 
less than '4 of 1% prove... 


People stay sold on Robbins & Myers quality! 


After 58 years of nothing but quality, people believe in Robbins & 
Myers Fans. They know they can depend on them for outstanding 
performance, tried and true dependability. All of which is a plus for 
CASEMENT WINDOW FAN you! You put an end to costly service problems and keep every dollar 








Only $7BOS retail 


You'll find a waiting market for this you make. And you make more money, more friends, because you've 
beauty! It’s tailor-made for casement ’ ad ; 4, : 2 
windows—the perfect answer to a identified yourself and your store with quality. Why settle for less’ 
long-felt need. Twin 12” fans force ‘ ; 1p ai 
ally tient, eathcndh elt tn, Rowaren You'll need a good, healthy stock to meet the demand! Powerful 
electrically to circulate fresh air. Two ads will pre-sell your prospects through the Saturday Evening Post, 
speeds, intake and exhaust. Silver . = baa eae q 
A rice : *r popular magazines. 
goay, Pies standard S-llaht cncement American Home, Home Modernizing, and other popular magazine 
window. Panel available for 4-light. Call your distributor today! 
Guaranteed 5 years. 





New Window Decals! New Full-Line Catalog! 

Sure way to spotlight your 16 full-color pages of fans for 

Only $5495 retail store as the place to buy! every need, every purse. Helps 

NEW HASSOCK FAN Order from your distributor (show catalog) you sell—helps 

Nothing here is borrowed from the in either 9 or 10% inch customers sell themselves, Ask 

past! Here’s striking, clean-cut, widths. your distributor! 

modern design, sure to attract—and 
sell! Big 12” blades lift cool air from 
the floor, provide full 360° circula- 
tion. Recessed 3-speed switch on top. 
Super-safe styrene grille. Has four 


interchangeable sections. Sturdy 
steel frame permits use as a table. 
Guaranteed 5 years. Robbins & Myers, inc., EM 35, Fan Division, * 

387 Se. Front St., Memphis 2, Tenn, 
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YOULL SELL MORE TOASTERS BY FEATURING 






PRICE 
$172 to $392 


A6 Automatic BI8 A 


$1750 


Retail 


BI6 Powermatic 
Retail, §$275° TWO DISTINCTIVE STY 


TO CHOOSE FROM 
the 


Trade-up is a natural with the ‘Toast- 


master’ line. From the A6 Automatic 1- 
slice at $17.50 you can step the sale up selling. 
through four stages to $39.50. atap 


Customer selection is always a desirable 
merchandising feature. Now you can offer 
complete selection of sizes within one brand 


TOASTMASTE 


THERE ARE 245,000,000 ADDITIONAL REASONS WHY YOU 
SHOULD SELL THE COMPLETE TOASTMASTER LINE! 


That's right-—-245,000,000 readers are 
ads which feature the complete ‘“Toastmaster’’ 
just one or two models—but the complete line 
And that's just the start of our 1955 
advertising campaign! 


time 





being pre sold by 
line—not 











Retail, 


A toaster for every purse makes for easier 


Reduce 
you save 
concentrate your sales effort on one brand 






THE COMPLETE TOASTMASTER LINE! 


There's 4 TOASTMASTER Toaster 









to suit every need— 
2 £€ i 
a —_ . 





-BI4 Automatic 
Retail, $23°° 


TWitelaillila 
$2250 , 
f-223 slice models 
3 AUTOMATIC 2 POWERMATIC 
TOASTERS TOASTERS 


DI6é Super De Luxe 


“Toast 'n Jam''* Set 


$3495 
DiI4 De Luxe 


"Tea 'n Jam" Set 
Retail, 
$2995 


Retail, 


1 


C4 Powermatic 


LES Retail, $395° 


the famous ‘““Toastmaster”’ line. 
A market for every toaster is the only reason 
why there are five ‘“Toastmaster’’* Toasters 
for sale. The person living alone as well as 
the “‘king-size’’ family now comes within 
your selling range. Stock the complete line 
and you'll sell the complete line! 


most famous name in toasters at that! 
There’s a ‘Toastmaster’ Toaster 
rice to suit everyone 

ed cost per sale is the result of the 
per transaction when you 


POWERMATIC and AUTOMATIC TOASTERS 


Elec 





*’ToasTmasren” and “Toast 'w Jam” are registered trademarks of McGraw tric Company, Elgin, Il! 1955 


FOR MORE WEDDING-GIFT SALES GET THIS COMPLETE MERCHANDISING KIT FREE 


with your purchase 3 or more ‘“Toastmaster”’ 
Toasters! Here's a sure-fire sales-builder! All the 
material you'll need to build an attractive gift display 


OGSIINASTER 


fe tal of 40H 


a CHOICE OF 


of 







x 
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Yi Amigos! Tracy’s 
PIC-‘A’DOR turns kitchen business 


upside down 








oS. @ 
oe 


...dumps big profits into 


your lap! 


Sinks with colorful sliding doors 
Steel cabinets with colors 
Dealers without inventory problems 


Exciting idea! Exciting price! Exciting profits! 
Now the price of an ordinary sink buys Tracy's 
Pic-a-Dor with safe, convenient sliding doors 
ee ie in modern decorator colors. All this with full 
oe ae r ; dealer margin. You just CAN’T miss on this 
limited-time deal—-so better move FAST! 








dtl. ww : igs ; Tie into even more profits ee 
cr evtnrs give ’em the decorating freedom 

of new Tracy Pic-A-Dor cabinets 

Talk about EASY tie-in sales. Tracy's Pic-A-Dor 
sinks and Pic-A-Dor cabinets were made to go 
with each other. Doors that can be ANY color, 
ANY material. And you have no inventory worries 
... the basic cabinets and handy display samples 
are all you need to be in business, 











Get your Pic-A-Dor Sink 

promotion kit free 

¢ Colorful Mailing Pieces « Big, Colorful Window 
Banner « Day-Glo Wobblers « Four Pic-A-Dor 
Sink Ad Mats « Colorful Sink-Top Easel Card 





KITCHENS 


q 

















¥ % 
eee P 
“34 Mail thls coupon today 
ee ee vr? Terre rrTe over 
eg 
th Dept. EM5, Tracy Kitchens Division 
oe Edgewater Steel Corp. 
tt ' P.O, Box 1137, Pittsburgh 30, Pa. : 
oeeee Please rush me complete information on Tracy's ; 
heel Pic-A-Dor Sinks and Cabinets and ‘Tracy Stain- 
oe. less Steel Sinks. 
4 NAME 
FIRM 
: ADDRESS 
££... S*O ee a es | ZONE__BTATE 


COOTER EEEe 


come on along with the big things coming from Tracy! 
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[ From The World's Largest Manufacturer Of A Complete High Fidelity Line! 


Capel “Fifth Symphony” 


HIGH 
FIDELITY 


9-WAY COMBINATION 
WITH TAPE RECORDER 


Here's the biggest selling High Fidelity 
instrument on the market, Capehart has 
come through with the biggest profit-maker 
for you. Look what the Capehart “Fifth Symphony” 


provides—every feature a sales-maker! 








High Fidelity AM-FM Tuner-Amplifier. 


Dual Two-Way Speaker System for true Symphonic Tone. 








Record Changer . . . plays all sizes, types, speeds of records 
automatically, 












% Manual Setting . . . for children’s records and home 


ONLY 
recordings 


$ 95% 
High Fidelity Tape Recorder . . . plays 5- and 7-inch reels. 


% Microphone . . . with eight-foot cord for home public 


= 


: ’ (In Mahogany — also available 
address system, in bisque and fruitweed at 
slightly higher price.) 










GET IN ON A BIG PROFIT-MAKER! Sce the Capehart 
distributor for your territory or write Fort Wayne for dealer 


franchise details and I T & T Finance Plan. 


*Suggested retail price. Prices slightly 
higher in the South and West, 


SELL THE BEST... SELL THE BIG-PROFIT LINE... SELL CAPEHART! 


CAPEHART-FARNSWORTH COMPANY, Fort Waynel, Indiana 


A Division of International Telephone and Telegraph Corporation 
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best air conditioners under the sun! 








Gibson’s got what dealers want for 1955! Take 
room air conditioners, for instance—Gibson has 
34, 1, and 1'4 H.P. models, standard and deluxe, 
the size and style your customers want! And 
Gibson is loaded with features that you can sell — 
multi-mount installation that permits flush 
mounting or any desired interior projection... 
Electro-static Dust Magnet Filter...draft-free 
circulation... push-button controls...Gib-Sun-Air 
Ozone Lamp...Super Heat’r unit for cool days! 


And so that you have a complete air conditioning 
line, Gibson now introduces the self-contained air 
conditioner shown below, available in 2, 3 and 5 
ton capacities for residential or commercial instal- 
lations! Clip the coupon, and find out about the 
profits you can make with Gibson air conditioners! 





These Gibson features make sales! 

Push Button Controls! For circulation speed, cooling, or heating. 
Gib-Sun-Air Ozone Lamp! Purifies room air, Removes stale odors. 
Draft-Free Circulation! Adjustable twin louvers. 

Thermostat! Automatically controls cooling. 

Electro-Static Dust Magnet Filter! Permanent, easy to clean. 

No Rust Stains! Galvanized steel cabinet, protected by 2 coats of enamel. 





Gibson Self-Contained Air Conditioners 


GIBSON REFRIGERATOR COMPANY «+ GREENVILLE, MICHIGAN 
Manufacturers of Refrigerators » Electric Ranges » Food Freezers + Air Conditioners 
78 years of experience and millions of satisfied customers mean you can always rely on Gibson! 

Water Cooled Condenser 
Capillary Refrigerant Control 


Clip the coupon, send for all the facts! 


Unusually Quiet Operation 
Package-Type System for Easy Servicing 
Adjustable Air Vents 

Convenient Controls & Duct Connections 
Corrosion and Rust-Proofed 

Excess Humidity Removal with 


GIBSON REFRIGERATOR COMPANY 
Greenville, Michigan 


Please rush full facts on 
Gibson Air Conditioners. 


Name 


no Over-Cooling Danger 
Modern, Compact, Easily Installed 


Firm 


Address 





City State 
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Now this Plus this new Equals the 


add-on new Honeywell 





new Pilotstat 
thermostat Adatrol 


C592 Pilotstat. This new Honeywell Pilotstat fits any T5000 Adatrol thermostat. The new Honeywell V5153 Adatrol—combination Pilotstat-thermostat. A 




















gas room heater, and features a 100% safety shut-off Adatrol thermostat is a high-quality, self-contained, compact, high-precision, Pilotstat-thermostat unit, 
in case of pilot or flame failure. Ic is available with or snap-action thermostat available with or without a that fits all gas room heaters. Can be serviced in the 
without pilot gas filter (no external filters necessary) high-low bypass. You can add it to the Pilotstat in field, without removing piping. Cut your installation, 
-~and will operate on all gases. Specifying it on all less than 5 minutes, Just remove 6 screws and a plate stocking, and handling costs by standardizing on 
your heaters insures your customer simple, economical from the Pilotstat—then fit the Adatrol thermostat in this efficient unit. Specify the V5153 for all your 
addition of a thermostat when desired. and replace the 6 screws. It's as simple as that! thermostat-equipped heaters. 


Announcing Honeywell's New Adatrol ! 


The new gas cock Pilotstat* with add-on thermostat 


Now —a universal Pilotstat that allows T5000 Thermostat 
on-the-job addition of a thermostat 


when your customer wants it 





ow you need stock only two control items for all your gas room 

heater jobs. For not only does the Honeywell Pilotstat fit all 
gas room heaters—but now when your customer wants it you can 
simply add the new Honeywell Adatrol thermostat. Then you have 
a compact Pilotstat-chermostat combination that fits any gas room 
heater ! 

This means big savings for you in stocking and service. No longer 
do you need to stock complicated adapter kits and parts that get 
lost, depreciate, and become broken lots—no longer do your service 
men need to spend costly hours tinkering with make-shift connections 

All you stock is the C592 Pilotstat and T5000 Adatrol thermostat 
which you can buy separately and put together in the field—or the 
V5153 ADATROL combination Pilotstat-chermostat, which comes 
already assembled from the factory. 

Think of the big savings this means in time, effort, and inventory ! 
And think of how pleased your servicemen will be, And how easy it 
will be to give your Customers a thermostat. 

So, start making your room heater business pay bigger profits! 
Call your local Honeywell Office and order the ADATROL today ! 

For complete information on the new Honeywell ADATROL, or 
on any of the complete line of Honeywell Controls, just write to 
Honeywell, Dept, EM-5-64, Minneapolis 8, Minnesota 





Here’s how the new add-on 


MiNnwnNneéeaAPOLI S P . 
H n eywell thermostat juts into the new Pilotstat. 


* Fits all gas room heaters 
* No more adapter kit problems 


112 OFFICes 
ACROSS THE NATION H Fut iW Covtiol, ¢ No more costly stocking problems 
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* Trademark 








Battery Business is 
REPEAT Business! 


... if YOU keep repeating, “Does your Portable need new Batteries?” 








Every time you ring up a Sale for anything, always ask 
that question. Every time you make a service call, always 
ask that question. You'll be surprised at the battery 
business that’s yours for the “asking.” 

There are over 15 million portables in this country, and 
whether they're in use or on the shelf, the batteries run 
down. Here's a big market full of repeat business poten- 
tial. Here’s a growing market to which you can sell fresh, 
full-powered RCA Batteries time and time again during 
the course of a season. 


You can depend on RCA Batteries to give your customers 
the kind of product performance that keeps them coming 
back for repeat business throughout the year. RCA Bat- 
teries are radio-engineered for extra listening hours... . 
manufactured to the highest performance standards of the 
greatest name in radio. 


Your RCA Distributor is ready now to supply you with 
fast-moving RCA Radio Batteries for every leading port- 
able radio. Stock-up now. Then use RCA’s potent selling 
aids . . . mention batteries during every sale and service 
call . . . and you'll be in this business of selling batteries 
—RCA Batteries—in a big way, profitably. 


FREE! ‘This Business of Selling Batteries.” It's loaded 
with hot selling tips and promotional ideas. Ask your 
distributor or write RCA Commercial Engineering, Sec- 
tionE 17N,Harrison, N. J. 





RADIO CORPORATION of AMERICA 


RADIO BATTERIES HARRISON, N. J. 
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‘Besr WAY 


to reach home-building families 
is with MY magazine!” 







asks Better Homes & Gardens 


"THEY RE 
BOTH WRONG! 


Use MY magazine to get 
the most for the least!” 


"NIOT So! 


MY magazine reaches more— 
at less cost, too!” 


What are the facts about magazine influence 
with the home-building families of America? 


If you spend money in magazine adver- 
tising—as you should—to reach the 
home-building families of America, you 
want the maximum return on your 
investment. 


And you'll agree, we feel sure, that the 
power to produce, of any magazine, 
with these families depends not only on 
how many it reaches, but also on the 
influence it has with them. 


So, when you hear or read statements 
about the influence of a magazine with 
home-building families, better ask, “Says 
who? What are the facts and figures 
behind these claims?” 


Now you would naturally conclude that 
Better Homes and Gardens — by its very 
title and its 4,000,000 ABC circulation 
~ must reach a whale of a lot of home- 
building families. 


But how many — and at what cost —com- 
pared to other magazines? 


What do the figures show? 
On the following pages, we give you the 





figures of a mail survey conducted by 
the F. W. Dodge Corporation, the uni- 
versally accepted authority on statistics 
of the building trades. The survey was 
made among families building new homes 
for their own occupancy—homes cost- 
ing over $8,000. 


The national sample was large enough, 
and distributed so as to leave no doubt 
as to its accuracy and validity. The F. W. 
Dodge Corporation surveyed 1,000 
home-building families in the 37 Eastern 
States—and 293 in the 11 Western 
States, using sample developed by Bee 
Angell & Associates. 


The returns were 82° —well above the 
minimum generally regarded as suffi- 
cient to insure validity. 


This 1954 survey was the sixth successive 
time that Better Homes and Gardens 
came up on top. The other surveys were 
conducted in 1938, 1940, 1941, 1946, 
and 1948, all by F.W. Dodge in the 37 
Eastern States. 


The charts which follow are extremely 


important to anyone wishing to reach 
families building new homes. They show 
not only which magazines are read— 
but also which magazine would be pre- 
ferred by both husband and wife IF IT 
WERE THE ONLY ONE AVAILABLE 
DURING THE PERIOD OF PLANNING 
AND BUILDING THEIR NEW HOME! 


How much more money must you 
spend for just a little more coverage? 


You should also study the duplication 
figures, See how completely BH&G cov- 
ers your home-building market; how 
alone BH&G can carry the entire ad- 
vertising load in the most effective way 
and with the most efficient expenditure 
of advertising dollars. Then ask yourself 
the question, “Can I afford the high 
cost for the little additional coverage I 
can buy after I use BH&G?” 


The answer becomes inescapable— 
Better Homes and Gardens is far-and- 
away the one magazine you need to 
reach and influence the new home- 
building families of America! 















MAGAZINE READERSHIP 





Since 1938, BETTER HOMES & GARDENS 


has been read most among all families 
building new homes!’ 





QUESTION: “Which of the following magazines are read regularly— 
every issue—in your home?” 


RANKING OF MAGAZINES (Per 100 New Home Builders) 





July, 1938 | March, 1940 February, 1941 | December, 1946 | October, 1948 | November, 1954 


Parents’... 














Living. ... 
| Sunset...... 


Percentage Base 
(No. of Replies) 


Total Question- 
naires Mailed 


Homes Costing 
Over 





Almost 7 out of 10 
families building 

new homes read 

Better Homes & Gardens 
regularly! 


See how—every Survey — 


Better Homes and Gardens leads all 
magazines! And, even more important, 
note how BH&G has the biggest lead 
of all in this latest 1954 survey. 


s 
Notice how the relative posi- 


tions of other magazines rise and fall— 
how their percentages fluctuate so widely 
—but how small are BH&G fluctu- 
ations—how BH&G is always on top. 


tFor their own occupancy 





CONTINUED 
NEXT PAGE 








MAGAZINE PREFERENCE 


Since 1938, BETTER HOMES & GARDENS 


has been preferred most among all families 





building new homes!’ 


QUESTION: “If only one of the magazines were available to you during the period of 
planning and building your new home, which would you, as husband and wife, select?” 


RANKING OF MAGAZINES (Per 100 New Home Builders) 


July, 1938 | March, 1940 


| BH&G 
AH 

HB 
GH. 





Pic, R 


Pp Base 
(Ne. of Replies) 2,040 


Total Question- 
naires Mailed 10,000 


$4,000 
*Less than 0.5 percent. 


Here is the really big pay-off! 


Because here is where sales are born— 
the actual period of planning and build- 
ing the new home. 


* 
Notice that BH&G has a bigger 


lead over the next magazine than in any 
year the survey was conducted. Notice 
that BH&G is rated almost five times 
more important than the next magazine. 


{For thelr own occupancy. 


February, 1941 | December, 1946 | October, 1948 | November, 1954 





| Parents’... .. 











Time. . 





Do ent 


With almost 6 out of 10, 
BH&G has more families 
in this category than all 15 
other magazines combined! 








The duplication chart shows that 
BHaG covers 66% of your new 
home-building market—and that the 
most you can add is 13% undupli- 
cated coverage at a cost of up to 
$20,000—not far from double the 
cost of BH&G alone! 


Better Homes & Gargens i 
advertisers are invited) guests 
in more than 4,000,000; homes! 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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MAGAZINE COVERAGE AMONG FAMILIES BUILDING NEW HOMES 


Families reached by other magazines when used with Better Homes & Gardens 


PAGE RATES* 

















Black and White 
Unduplicated Total Coverage of Page Rate 
Coverage of each BH4&G plus of BHAG plus Black and White 
Total Other Magazine Unduplicated rate of each other| Page Rate” for 
Coverage When Addedte | Coverage of each | magazine when | each individual 
Magazine of BH&G BHaG Other Magazine | added to BHAG* magazine 
BETTER HOMES & GARDENS 66 ee irana 66% $12 800 $12 800 
Duplicated by BH&G 
me eS Gar Oat 3) BRM. ........00. 79 33,150 20,350 
GOOD HOUSEKEEPING.......... eo 74 23,050 10,250 
AMERICAN HOME...............+.- 20 BAB ............05. 75 22,670 9,870 
LADIES’ HOME JOURNAL........... 9 75 27,400 14,600 
SATURDAY EVENING POST.......... 20 TERM ............005. 74 29,600 16,800 
20 
HOUSE BEAUTIFUL....00cccccccc ccc MeIE MME » occcccccvcocececs 71 16,550 3,750 
WOMAN'S HOME COMPANION......... 16 BI. 74 25,680 12,880 
IG sic. sin ovincsitb Care sabia ai ae 73 26,590 13,790 
16 
LOO, « 0.0 000000 00000000cerllecll lel 66 cE. sccvceceecveceses 72 26,880 14,080 
HOUSE & GARDEN...............00005 ERT eae 69 15,750 2,950 
12 
TAR s 0 cccccccccccsceeecscutce se ccbee ele ¢ eeeeEEEES 6000 cdsccerecseee 72 21,845 9,045 
10 
CSCORIER'S. cc ccccccccccvccccccccccc cc ct ccc: MT EEE © coosCo CC o COSC CES 72 25,500 12,700 
Ode io hens scot ccmareen i iccdocsccnorstnecs 70 19,390 6,590 
LIVING FOR YOUNG HOMEMAKERS.........-- BE viernes 68 16,050 3,250 
pn RR BRR 28 ALT aa Oe SPR el Mcicccativd wind 69 15,400 2,600 
Better Homes & Gardens alone reaches 66 percent 
of the families building new homes. Percentages are based on the *Rates currently in effect as of 
The addition of any other magazine will add from ee who replied to the Febroory 8, 1956. 
2 percent to 13 percent unduplicated home-building : SOURCE; Standard Rote & 
families, at very high cost per family added. Dato, Janvery 27, 1955, 



































A MESSAGE TO AMERICAN 


FINANCIAL AID TO HIGHER EDUCATION 


Business Help for Our Colleges 
A Job for All Business Firms 


IM recent months, individual business firms 
have announced the adoption of a variety of 
plans, both imposing and ingenious, for finan- 
cial aid to higher education in the United States. 
In doing so, they have taken a lead in dealing 
with a problem of transcendent importance both 
to the business community and to our nation as 
a whole, 

Previous editorials in this special series have 
shown that: 

1. Our colleges and universities, and par- 
ticularly the independent, privately endowed 
institutions, are in grave financial difficulties. 

2. These difficulties promise to become 
much more acute in the years immediately 
ahead unless extraordinary steps are taken 
to relieve them. 

3. A financially crippled system of higher 
education is a major national menace. 

If, however, the business community is 
to play an adequate part in helping our 
colleges and universities financially, the 
plans adopted by business firms thus far 
constitute merely a beginning and a set of 
guide posts, What is required is a general 
movement on the part of business firms 
to go to the financial aid of higher educa- 
tion, Such a movement would involve a myriad 
of individual company plans which, in the na- 
ture of the case, cannot be expected to bring 
great renown or publicity to their sponsors. 


INDUSTRY © FIFTH OF A SPECIAL SERIES 


Rescue Operation Is Feasible 


For the business community as a whole it is 
feasible to make a major and possibly a decisive 
contribution to putting our colleges and univer- 
sities back on their feet financially. One percent 
of business profits before taxes would do it. In 
1954 business profits before taxes were about 
$35 billion. If one percent of these profits, or 
$350 million, were contributed to our independ- 
ent, privately endowed colleges and universities 
it would enable these institutions (1) to increase 
the salaries they pay by $200 million a year, 
and (2) to provide $150 million more for mod- 
ernization and maintenance of their establish- 
ments. In the opinion of competent authorities, 
this would put these institutions in relatively 
good working order financially, a process to 
which a matching grant of $50 million by the 
Ford Foundation for the improvement of faculty 
salaries will make a large contribution. It would 
add about one-fourth to their present annual out- 
lay of about $1.4 billion. 

Such a contribution from business would not 
meet the needs of the independent institutions 
for new buildings and equipment required to ac- 
commodate the great increase in college enroll- 
ment anticipated in the years immediately 
ahead. Neither would it relieve the financial 
problems of our tax-supported colleges and uni- 
versities. As a group these institutions have 
fared better financially in recent years than the 
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independent institutions. But they also face 
grave financial problems, particularly in the 
provision of adequate faculty salaries. It would 
be far simpler, however, to solve the financial 
problems of the tax-supported institutions if 
the independent colleges and universities were 
back on their feet financially. 


One Dollar Does Work of Two 

The federal government exempts 5 percent 
of business profits from the tax imposed upon 
them if the 5 percent is devoted to religious, 
charitable or educational purposes. (Most prof- 
its are taxed 52 percent.) A contribution of one 
percent of business profits to higher educational 
institutions would exhaust only one-fifth of this 
allowance. It would bring to about two percent 
the total share of business profits going to both 
educational and charitable purposes. 

In 1953, business firms contributed about 
$400 million, or slightly more than one percent 
of profits before taxes to educational and char- 
itable purposes of all kinds. Of this total about 
$75 million went to educational institutions, 
mostly colleges and universities. 

For some companies it is feasible to contrib- 
ute more than the average contributed by 
business generally. Indeed, some companies not 
only utilize their full 5 percent of tax-deducti- 
ble funds for charitable and educational pur- 
poses but go beyond it. For other companies in 
financial difficulties no contribution at all is 
possible. 

If, however, those business firms for which 
it is financially feasible contributed one percent 
of their profits before taxes to our colleges and 
universities, the problem of adequate support 
for the crucially important business of higher 
education would be far along the way to suc- 
cessful solution. In 1954 a contribution of 
one percent of their profits before taxes, 
or about $350 million, would have re- 
duced business profits after taxes by only 
about half that amount. This would have 
meant a reduction of about $175 million, 
out of a total of about $17.8 billion of 
profits after taxes. 

Attractive plans to channel financial aid from 
business to higher education have been abun- 
dantly demonstrated recently. These plans, for 
the most part the creation of large corporations, 
have included not only a broad array of schol- 





arship grants, but such ingenious arrangements 
as that by which a company matches with its 
funds the gifts its employees make to the col- 
leges of which they are alumni. 

A full array of these plans, some of which 
were discussed in an earlier editorial in this 
series, has been prepared by The Council for 
Financial Aid to Education (6 East 45th Street, 
New York City 17) and is available for the 
asking. Also, colleges and universities have 
established in most states and regions coopera- 
tive associations to help business help them. The 
Commision on Colleges and Industry (912 Kahn 
Building, Indianapolis 4, Indiana) distributes 
a directory of these associations. And, of course, 
the colleges themselves are always eager to dis- 
cuss their financial problems with business peo- 
ple and suggest constructive solutions. 


Only Small Start Made 


The plans for business aid to education which 
have recently attracted national attention con- 
stitute the conspicuous sort of leadership which 
it is the privilege and opportunity of our great 
corporations to provide, But the job is too large 
to be handled by a smali number of business 
firms, no matter how bold or ingenious their 
programs. 

To put our colleges and universities 
back on a firm footing financially the help 
of the great rank and file of business cor- 
porations is required, All of them, large 
and small, have a crucial stake in seeing 
that this job is done. The future of Amer- 
ica will be decisively shaped by what hap- 
pens in and to our college classrooms. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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“Plan fulfills a definite 
selling need for dealers... 


WOULD say the primary reason 


we chose COMMERCIAI 


originally was because they are 


national in scope and because of 


their close association with appli- 
ance manufacturers. We have sure- 
ly found that Commercial 
Pian fulfills a definite need as a 
sales tool in assisting our dealers. 


The merchandising aids provided 


CREDIT 


CREDIT 


99 


says MR. THEO. H. KAPNEK, President of 
Delaware Valley Distributors, Inc., successful 
Crosley and Bendix distributors, with head- 
quarters in Philadelphia. 


are comprehensive and most helpful 


99 
to our dealers. 


COMMERCIAL CREDIT DEALERS 
ARE Successful DEALERS 


A letter or call to your nearest 
Commerciat Crepir office will get 
you prompt and expert help with 
your financing problems. Why not 


call te day 4 





« zs 
COMME RCTAL 


‘CREDIT PLAN 


COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore . .. 
Capital and Surplus over $175,000,000 
. .. Offices in principal cities of the United 
States and Canada. 
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Behind the 
Copper Curtain 


The Utilities Begin to Fight 


|e Cincinnati and in Joplin, in 


@ The single biggest obstacle to appliance 
sales is the 75-million homes without ade- 
quate wiring 


@ In the last couple of years air conditioners, 
dryers and other big-load appliances have 
run headlong into this roadblock to progress 


@ Now, at last, the industry is waking up 
and utilities are leading the fight with pro- 
motional programs, consumer education and 
time payment plans 


By JACK LANE 
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Electrical 





Amarillo and in Philadelphia, and 
in dozens of other communities 


across the country something is at long 


last being done about inadequate wir 
ing. 

The electrical industry, long accus- 
tomed to talking about the problem 
has suddenly found itself actually 
doing something about it. 

Leading the way in this sudden 
spurt of activity are the nation’s util- 
ities. At least 28 of them are currently 
conducting some sort of wiring mod- 
ernization pe most of which include 
provision for financing the necessary 
re-wiring. These utilities have received 
encouraging support from manufac- 
turers, from contractors and from dis- 
tributors. 

As a matter of fact, the only mem- 
ber of the industry family not yet ac- 
tively participating in the current wir- 
ing activity is the appliance dealer. 


This leads to a paradoxical situation 
for all over the country this year, deal 
ers will lose sales because of inade 
quate wiring, 


The Size of the Problem 


The plain truth is that the critical 
need for more and better wiring in 
American homes — especially — those 
more than ten years old—has reached 
a point where it’s of vital concern to 
just about everybody in the electrical 
industry. 

According to Kennecott Copper 
Corp., at least 34,000,000 homes 
(that’s about 75 percent of all wired 
homes) in this country are not wired 
properly to run the new appliances 
that constantly increase in variety and 
wattage. Yet, an appliance-hungry pub 
lic continues to - them in ever 
growing volume, ignorant, for the 
most part, that oy performance, or 
lack of it altogether, may often result 
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THE UTILITIES BEGIN 


from wiring that barely satisfies 1930 
standards. 

Appliance dealers are generally in 
different or apathetic to local wiring 
problems. Some are inclined to ignore 
or disregard its urgency with a let 
somebody-else-worry-about-it attitude 
Others take the short term view and 
think only about the sales they may 
lose to customers who won't stand 
for the added expense of new wiring 

To everyone in the industry, save 
the appliance dealer, installation of 
new wiring represents plus business 
Utilities, manufacturers of wire and 
other electrical fittings and supplies, 
distributors and contractors won't go 
broke or even suffer sharp profit losses 
in home modernization if wiring isn’t 
pushed~yet they're the ones pushing 
the hardest. 

But if wiring remains antiquated 
and troublesome, appliance sales are 
bound to be depressed. 


What's The Reason? 


It’s difficult to pinpoint the reasons 
for the sudden rash of activity on the 
wiring front. You can’t discount the 
educational work which has been go 
ing on for years. Nor can you ignore 
the fact that success breeds success 
and that the encouraging results from 
early plans like the one inaugurated 
two years ago by the Cincinnati Gas 
& Electric Co, have led other utilities 
to take action on their own. 

The educational program is vital 
and growing all the time. Earlier this 
year, the NAWB announced its 1955 
plans as “The first program in 15 years 
to cover the entire wiring waterfront,” 
and it contains, for the first time, ma- 
terial designed specifically for the ap- 
pliance dealer. (EM, March, p. 272). 

In addition to this, The Kennecott 
Sales Co., Anaconda Wire & Cable 
Co., General Cable Co., Allis-Chal- 
mers, Owens-Corning Fiberglas, and 
National Electric Products Co., to 
mention a few, have loosed the power- 
ful force of their national advertising 
in consumer og ogo on adequate 
wiring to carry the message into the 
homes of millions of people. 





TO FIGHT (continued) 


Reports from local bureaus turn up 
in the trade press, at various electrical 
industry meetings and in material pro- 
duced by the NAWB. For a closer 
look at a local plan see the story that 
follows this article. 


The National Scene 


In New York, the National Ade- 
quate Wiring Bureau is bubbling and 
boiling with activity. The Bureau cur- 
rently lists 29 utilities that participate 
in wiring modernization plans al its 
manager, Norman Wicks, recently 
commented that details on additional 
plans are coming in from all over the 
country so fast that his office can’t 
keep up with them. 

Wicks hopes that this year will see 
a strengthening of the local bureau 
movement, Last year saw the greatest 
interest in adequate wiring bureaus 
since the whole program was over- 
hauled just after the war and 46 bu- 
reaus set up. Today, there are 87 
bureaus, leagues or electrical associa- 
tions homed to operate a certification 
plan for wiring in new housing. 

Twelve new bureaus were added in 
1954 and nine more came into the 
fold in the first three months of this 
year. This means that about 40 per- 
cent of the electric meters in the 
country are in territories covered, in 
one way or another, by adequate wir- 
ing bureaus. 


Two-in-One 


Actually, wiring programs break 
down into two distinct parts. One 
deals with the installation of modern, 
adequate wiring in new construction 
and, in this, the appliance dealer plays 
a passive part. Generally, he doesn’t 
sell appliances to homebuilders, but 
it is to his advantage for them to have 
wiring that will carry the additional 
load of appliances bought later on 
without any added expense. 

The new home wiring certification 
plans usually specify 100 amp. service 
entrance, enough to supply the aver- 
age householder a But some util- 
ity men are worried about that not 
being enough. They think that a 200 


amp. entrance would be more realistic 
in view of the predicted load increases 
and they recommend the heavier cir- 
cuit wherever possible. 


Target: Today's Homes 


The second part is a wiring modern- 
ization program targeted at existing 
homes, The experts and crystal ball 
gazers figure that the industry will 
produce 428,000,000 appliances in the 
next five years and utilities look hope- 
fully for a sales goal of 5,000 kw an- 
nual average residential load for every 
wired residence. 

Can these goals be reached by put- 
ting new appliances in homes wired 
20 to 30 years ago? Obviously not 
and the problem is attracting the at- 
tention of more and more people all 
the time. 

John Evers, president of Common- 
wealth Edison Co., Chicago, said re- 
cently that wiring has become a mat- 
ter of such concern that “it has come 
to be recognized as a problem deserv- 
ing the attention of top manage- 
ment.” His own company will spend 
something over $1,000,000 in the next 
year on advertising, promotion and 
subsidization of home wiring improve 
ments. 


Organization Is the Key 


As adequate wiring programs and 
plans progress all over the nation, a 
clear format of organization begins to 
emerge on both the national and local 
levels. On the national scene, a plan 
for coordinated action has been ham- 
mered out by the NAWB and it acts 
as a Clearing house for local level ac- 
tivity. 

Locally, conditions are changing 
rapidly, Where in the past a lighting 
representative, or home service direc- 
tor or some other hardworking em- 
ploye of a utility was told to “do 
something about adequate wiring,” 
and then not given the staff or money 
or time to do very much, full-blown 
programs are now being launched that 
can work because they are blueprinted 
and planned far ahead. 

Since January of this year, new 





Here's the Battlefront 


With additional utilities rapidly announcing wiring moderization campaigns, it is difficult to compile a 
complete and up to date list of areas covered by such plans. The tabulation below lists those plans of which 


the National A 


St. Joseph (Mo.) Power & Light Co. 
lowa-Iilinois Gas & Electric Co (Davenport) 


Cincinnati Gas & Electric Co. 


Nebraska-lowa Electric Council (Omaha) 


uate Wiring Bureau was aware as of April 1: 


Washington Water Power Co. (Spokane) 
Empire District Electric Co. (Joplin, Mo.) 


Union Electric Co. of Mo. (St. Louis) 


lowa Power & Light Co. (Des Moines) 


major campaigns have been activated 
in Philadelphia, St. Louis, Amarillo, 
New Haven, San Francisco, Minne- 
apolis and Reading. All lean heavily 
on the experience of other, older pro- 
grams. 


The Approach 


In the old home market, the first 
thing to remember, according to most 
people surveyed, is that wirig mod 
ernization involves the mass market 
and mass marketing techniques must 
be used. Advertising, availability of 
multiple points of sale and the means 
for easy purchase through consumer 
credit with convenient terms are all 
essentials. 

Although all advertising media are 
used, television seems to give the best 
response. But there are cases where 
this isn’t true. In Peoria, for example, 
a contractor billed $15,000 worth of 
modernization business per month as 
the result of newspaper ads and, later, 
radio spots. 

In Kansas City, Mo., the contrac- 
tors hired an outside salesman who 
made 29 calls in his first month and 
closed contracts on 26 of them. 

Specialty selling looms more im- 
portant all the time and in the Quad 
Cities, St. Joseph, Mo. and St. Louis, 
specialty saleswomen, home lighting 
and home service women for consumer 
contact and selling have been almost 
spectacularly successful. 


Three Finance Plans 


Part of the integrated planning is 
reflected in the emergence of three 
types of financing: 

Utility Financing—payments are 
made direct to the utility company 
either on the regular electric bill or 
on a separate one depending on the 
convenience which is provided to the 
individual utility. 

Credit Organization Financing—the 
utility acts only as a collection agency 
for an outside credit firm. The First 
Bancredit Corp., for example, is used 
by several utilities which now have 
wiring plans and payment is made on 
the same basis used by utilities that 
carry their own paper. 

Bank Financing—payments are made 
direct to banks that carry the loan 
via FHA Title 1 or conventional home 
improvement loans. In this case, the 
electrical industry acts only as a co 
ordinator. 

There is no agreement as to which 
of these three plans is the best. In- 
deed, each wiring program has cer- 
tain individual characteristics, dictated 
by local conditions, that require some 
modification of any basic plan. 








Central Illinois Light Co. (Peoria) 

Arizona Public Service Co. (Phoenix) 

Portland (Ore.) General Electric Co. 

Cons. Gas, Electric Light & Power Co., (Baltimore) 
Wisconsin Electric Power Co. (Milwaukee) 
Kansas City (Mo.) Power & Light Co. 
Pennsylvania Power & Light Co. (Allentown) 
Connecticut Light & Power Co. (Berlin) 

Dallas Power & Light Co. 

Alabama Power Co. (Birmingham) 


North Central Electrical League (Minn.-St. Paul) 
Southwestern Public Service Co. (Amarillo) 
Commonwealth Edison Co. (Chicago) 
Monongahela Power Co. (Fairmont, W. Va.) 
Philadelphia Electric Co. (Philadelphia) 
United Illuminating Co. (New Haven-Bridgeport) 
Public Service Co. of N. J. (Newark) 
Electric Institute of Boston 

Quincy Electric Co. 

Boston Edison Co. 

Cambridge Electric Light Co. 


In about half of the adequate wir- 
ing programs now operating, the util- 
ity collects either for itself as the fi- 
nancing agency or for a bank or other 
lending institution. 

In a recent survey among 100 util- 
ities conducted by Erecrricat Mer- 
CHANDISING, some 60 percent indicated 
that they either use or approve the 
use of wiring plans in which the utility 
handles financing. None, of course, 
disagreed with the nted for some kind 
of a program and many who don’t now 
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participate in wiring plans said they 
will shortly. 


Who Runs the Show 


In most cases, the local electrical 
association acts as coordinator of the 
program. Because their membership 
represents nearly all segments of the 
industry, electrical associations or 
leagues are able to pull programs 
together into cohesive working units. 

Wiring modernization need not be 
directly connected to an appliance sale 
and many contractors sell wiring jobs 
when no new appliance is involved. 
On the other hand, wiring moderniza- 
tion selling is more effective when an 
appliance sale is tied in. 

se appliances are sold into 
homes that do not have a wiring sys- 
tem capable of giving “plug-in” serv- 
ice. In some cases, the dealer recom- 
mends “some re-wiring” but in others 

and they apparently aren’t too com- 
mon—he simply delivers the appliance 
and says nothing about wiring. By 
implication, of course, he lets the 
buyer assume that any old wall out- 
let with juice in it is all that’s needed. 

What the local adequate wiring pro- 
grams are trying to do is to bring 
together two parallel streams—the 
dealer and the wiring contractor—and 
demonstrate to them that they'll both 
profit by working together; converge 
their efforts into one stream that will 
carry more water and with more force 
than the two operating side by side. 

It’s no easy task and, in some cases, 
little success has been reported. But 
in most cases where the dealer has 
been approached sensibly and with 
some sound thinking, he is willing to 
cooperate. 


Dealer Reaction 


In some areas, the utility or elec 
trical association has really gone after 
dealer cooperation and in others, they 
“just haven’t gotten that far along” 
with their programs yet. In both 
cases, dealers seem to be dragging their 
feet. 

Frequently referred to as_ the 
“Granddaddy” of wire-on-time plans, 
the program of the Cincinnati Gas 
& Electric Co, has been widely copied 
and leaned on for advice in planning 
other programs, Frank E. Wiatt, as- 
sistant manager, electric sales depart- 
ment, says that his company has noti- 
fied dealers both by mail and personal 
contacts of the details of the rewiring 
plan. 

“In many cases we have secured 
their permission to place a sticker on 
the major appliances on their floors,” 
said Wiatt, but he does not know of 
any specific instance where a dealer 
has gone out of his way to promote 
rewiring. He thinks that, “dn most 
cases, the dealer would prefer not to 
discuss wiring for fear of the adverse 
effect it may les on the sale of appli- 
ances. 

In Amarillo, Texas, the Southwest- 
ern Public Service Company has a 
new program going that incorporates 
most of the features of the Cincinnati 
plan and some of the other older ones. 
Started late last year, Tom Lynn, the 
utility’s lighting specialist, reports that 
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CINCINNATI DRAMATIZES THE NEED 


How much is enough? An ingenious new game 
devised by the Cincinnati Gas & Electric Company 
called “ENUF” uses audience participation to dram- 
atize wiring needs. 


Introduced at the 1954 Home Builders Show, the 
game was repeated at the Food & Home Show. At 
the first show, 4,000 people played and 500 were 
winners of 150 watt lamps, Next time, nearly 10,000 
people were attracted and some 1,200 won lamps. 


Designed to show the importance of “enuf” 
switches, “enuf” outlets and “enuf’’ wire in a home 
to insure the proper use and efficiency of all elec- 
trical appliances, the game is simple to ru Adver- 
tising manager Ed Hodgetts says that while the au- 
dience is in a holiday mood the attendant has ample 
opportunity to get across his “spiel”. 


During the playing of the game, a utility employe 
talks over a public address system about the advan- 
tages of having enough of all the electrical factors 
included in the game. He gives a pitch on wire- 
on-time and winds up with a story on the conveni- 
ence of each appliance pictured in the background. 


Actual playing goes something like this, On the 
background of the booth are two rows of circles; 
eight different applications of home lighting are 
shown on the top row and eight different electrical 
appliances on the bottom row. 


Between the two rows of circles is a panel bearing 
the words “ENUF WIRE”. On each circle on the 
top row is one letter of the word “switches” and on 
the bottom row of circles the word “outlets’” is 
spelled out. 


On the playing counter in front of each of eight 
nlayers is a switch, an outlet and a fuse receptacle. 
Rach contestant is asked to throw his switch to turn 
on lighting to spell the word “switches”, Next, they 
slug into the outlets and spell out the word “out- 
lets Then each player is handed a fusetron and, in 
turn, each places the fuses to spell out the words, 
“ENUF WIRE”, The player whose fuse completes 
these two words is the winner. 


Hodgetts says that spectators crowded around the 
booth and he estimates that about 40,000 all told 
either played or saw the game in action. 











theirs is “a long range program and 
we hope very definitely to interest the 
electrical dealer . . . so that he might 
gain the advantage of opening up a 
great market for electrical appliances.” 

In Portland, Ore., the utility went 
to considerable length to draw the ap- 
pliance dealer into their wiring pro- 
gram. “It was our opinion,” explains 
W. L. Tait of Portland General Elec- 
tric, “that when the customer had 
gone as far as to contact an electrician, 
the decision to go ahead with the job 
had already been made . . . that neces- 
sary financing could be found some- 
where. If we had a convenience and 
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no-down-payment story to tell, we 
wanted the appliance salesman to help 
tell it to his customer at a time when 
it could conceivably help with the de- 
cision to buy the appliance.” 

The utility introduced its finance 
plan with a consumer contest in which 
entries had to be deposited with an 
appliance dealer . “Consumer reaction 
was good,” says Tait, “but dealer re- 
actions were something less than per- 
fect. Generally the appliance store ac- 
cepted the program with a great deal 
of enthusiasm . . . but there were a 
few dealers who couldn’t be both- 
ered.” 


Tait notes that the kickoff for such 
a promotion is important but that “it 
still takes advertising, regular bulletins 
and continued personal contact to 
keep it going.” 


“Just One Tool” 


“As far as the Portland appliance 
dealer taking up arms against inade 
quate wiring, there is much left to be 
Toahed. We have supplied just one of 
many needed tools and are pleased to 
see that with much prompting the 
salesman will use it. However, when 
the appliance dealers in our town and 

Continued on page 96) 
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A utility plan works in Omaha, because 


EVERYBODY'S 
In the Wiring Act 


From the fire chief to the banker, everyone 


in Omaha is sold on the idea of better wiring 
—and they in turn sell it to the public 


F there's anybody in the great, 
[  pamting area Of Omaha who 
y masta know about adequate Wil 
ing he must be blind, deaf, dumb or 
a combination of all three. 

Everywhere you look the 
wiring needs is drummed home 
Newspaper ads—all full pages—feature 
the need, what to do and how to do 
it. Snap on your car or home radio 
any afternoon, and an announcer ex 
plains that it’s “needed, it’s wanted 
and it doesn’t cost you a fortune to 
get it.” 

Television programs have featured 
wiring “em ind experts on the 
subject have been interviewed by TV 
personalities. Feature length stories in 
daily and Sunday newspapers get the 


story of 


attention of hundreds of thousands 
of readers 

Even on the streets you can’t 
escape, Billboards, posters and car 


cards on busses catch the pedestrian 
at every turn and, if that’s not enough, 
look out for that appliance dealer, 
brother, he’s a convert too 

The reason for all this, according 
to Don Rosenthal, manager of the 
Nebraska-lowa Electrical Council, is 
organization, From the very begin 
ning, when appliance distributors in 
the Council first suggested that an 
adequate wiring program was needed 
in Omaha, the program has 
been built on careful planning that 
includes every group and organization 
in the city, both in and out of the 
electrical industry. 
done 


W hol 


rhis is how it was 


Laying the Foundation 


Rosenthal savs that much of the 
basic planning resulted from ideas he 
received from the Cincinnati Electric 
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Association, Using the Cincinnati ex 
perience as a starting point, Rosenthal 
set up a wiring modernization com- 
mittee with a membership taken from 
contractors, appliance dealers, dis 
tributors and the local utility, Omaha 
Public Power District. 

It was quickly decided that the util 
ity should not enter into the financ- 
ing part of the plan because it is 
publicly owned and it is not in the 
financing business. Representatives of 
Omaha's eight banks were then in 
vited to attend a meeting with the 
committee and all banks approved the 
idea of bank financing on the follow 
ing basis 
e They accept a 
repayment of $5 
e They pay for the packaged loan 
forms used by contractors. 

e They support the wiring loan idea 
in their regular advertising. 

Although banks in many other cities 
refuse to become a part of a plan 
involving small loans because of the 
lack of profit, the Omaha bankers 
take another view. Marvin R. Werve, 
vice president of the Omaha National 
Bank, says that if participation in the 
plan does nothing else it gets people 
coming into the bank and using its 
services 

“We don’t make much on the oper 
Werve, “and we may 
even lose on a few of these accounts, 
but we're getting these people as cus 
tomers and when they need a bank 
for some other purpose many of them 
will come back to us.” 

Don Ryan, assistant vice president 
of the First National Bank dime. 
says “We spend lots of money on 
uivertising year after vear trying to 

(Continued on page 102) 
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HEAVY PROMOTION, including displays (like this one in the utility office) and 


advertising in all media, make the public wiring-conscious in Omaha 


CREDIT ARRANGEMENTS for wiring are handled through local banks 
manager Don Rosenthal, right, checks details with banker Marvin R 
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AS A RESULT of the area-wide promotion and because convenient credit is avail- 
able for re-wiring, dealers find it easy to sell wiring job with purchase of appliance 


1955—ELECTRICAL 





Council 
Werve 





MERCHANDISING 








In 


Dayton, 
Ohio, 








the long-range marketing program of distributor 
W. C. Moore is getting dealers off to a head start 
in color experience. What's more... 


Hes Selling Color TV Today 


By N. Bleecker Green 


HEN the big guns behind 

color television softened their 

shots some months ago, much 
of the industry sat back and double 
checked their timetables. It’s still a 
long way off, they said. 

Not so with Dayton distributor W. 
C. “Dutch” Moore, head of Moore 
Equipment Inc, Just six months ago, 
Moore (see pictures on following 
pages) opened up his own artillery on 
the Ohio-Indiana market. Since that 
time he has learned much about mat 
keting color T'V. The results? Moore 
tated it bluntly recently when he ad 
dressed a Dayton luncheon mecting 
From the standpoint of consumer 
ales, it has been most disappointing; 
otherwise, most encouraging.’ 

Just how encouraging Moore’s color 
picture looks is based on certain funda 
mentals which he believes have been 
tested and proven during the initial 
six month period. He found that: (1) 
Color is going to evolve gradually 
(2) Broadcast programming, with good 
color, has been proven to be obtain 
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able. (3) Receivers have given faithful 
reproduction. (4) Consumers can han 
dle the tuner with no difficulty. (5) 
Color receivers are very compatible 
with black and white; give even better 
black and white picture than conven 
tional sets. (6) Service has not been 
the problem expected, 


Immediate Problems are Local 


But problems, expected or not, are 
numerous with color TV. Many are 
national. And as a distributor (Motor 
ola’s oldest), Moore has little control 
over these. His immediate problems 
ire local. And these 
target. 

When Moore started planning his 
strategy last summer, he had misgiv 
ings about backing up his color with 
service. He was frankly skeptical when 
Motorola suggested the idea and he 
inticipated numerous troubles 

Believing in a strong service back- 
ground on a new or growth product, 
Moore set out to do it correctly, And 
he laid down a basic plan 


have been his 
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When the initial group color show 
was kicked off November 10 in Day- 
ton Power & Light auditorium (300 
dealers and personnel attended), or- 
ders were taken for thirty-five color 
sets from dealers. But the sets were 
not delivered. Moore asked his deal- 
ers to send their servicemen to Motor- 
ola’s three-week factory school in Chi 
cago; would not deliver until they had 
done so, He specified that sales be 
backed by service. 

“Nothing could delay color more 
than to get volume sales and not be 


ible to service them correctly,” says 
Moore. 
Some 20 servicemen were sent to 


Chicago. And Moore, practicing what 
he preaches, geared his own service 
hop to handle color. Every color re- 
ceiver is thoroughly checked and tested 
before it leaves the distributor shop. 
Each receiver back is opened up and 
convergence tests are made with a dot 
generator. A full supply of parts and 
replacement tubes is available in the 
stockroom. 


Moore’s anticipation has paid off. 
“Service has not been the problem 
that we expected,” he says. “In bars 
that use sets from twelve to fifteen 
hours a day, the service requirements 
have been very gratifying.” 


Getting Exposure 


With the assurance that adequate 
service would back his line, Moore 
then set out to achieve what he calls 
“exposing color to a maximum effect.” 
l'o achieve this maximum effect, he 
tried to place color sets in public 
places where the greatest number of 
viewers could see the tinted video 
And he also made it easier -for his 
service-conscious dealers to sell the 
hotels, bars, taverns and restaurants 

His twist was co-op advertising for 
restaurants or public places showing 
Motorola color TV. ‘These ads were 
co-oped with the bar or tavern as a 
part of the promotion package offered 
when the set was purchased. There 
ire no special prices or deals for clubs, 
restaurants or commercial firm buy- 
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EXPOSURE is one of the 
(right) campaign. Dealers like Vic Felton of the Radio 
Shock are urged to put up electric signs 


big factor’s 


SELLING COLOR TV TODAY 


in Moore's 


(continued) 





MORE SIGNS are furnished free to taverns and bars 
which have color sets, ‘We couldn’t buy that kind of 
advertising,’ admits distributor Moore 


the set, 


st, 


WORD OF MOUTH odvertising has helped to con- 
vince many Daytonites on the rugged qualities of 





is encouraged by Moore who has been 


Moore’s Object: MAKE DAYTON TV COLOR CONSCIOUS 


ing a color set. Instead they were 
given the chance to get $100 to $200 
co-op advertising allowance as part of 
the purchase offered through the 
dealer. (The offer applied only during 
the initial color introduction.) 
Matched with an equal amount of 
money by the restaurant, the $400 
total of newspaper advertising made an 
attractive offer 

Each ad plugged Motorola color 
TV, the show coming on that night, 
and the particular place showing it 
And the advertising gave a competitive 
advantage to bars or taverns with color 
TV, making others without it consider 
the purchase. “We have had wonder- 
ful cooperation from the restaurants,” 
says Moore 

Bars and restaurants promote color 
in other ways. (1) They use signs or 
posters furnished by Moore in the win- 
dows. (2) They show signs over the 
celor receiver itself; some plugging the 
dealer. (3) They are using neon signs 
over sets with removable letters and 
numbers. These say “Motorola Color 
TV” and list the next show coming 
up. (4) Both outside and inside elec 
tric signs are used in both windows 
and 


over doorways. Although ex 
pensive, Moore furnishes them for 
restaurants, says, “We couldn’t buy 


that type of advertising.” 


Informing and Educating 


But all has not been smooth sail 
ing for Moore. Setbacks have occured 
and things have not always gone as 
planned. Little indication was found 
in Dayton newspapers that color TV 
was available. 

Moore visited the television editors 
of the two Dayton papers, placed his 
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cards on the table and outlined the 
problems involved. Dale Stevens, col- 
umnist for the Dayton Daily News, 
told Moore, “No one has bothered to 
explain the problems involved in this 
thing before. We'll certainly be happy 
to cooperate with you in the future if 
you'll mers us informed.” 

Moore a since “bothered” to keep 
them informed whenever he sees the 
chance, The newspapers have backed 
up their words with factual, up-to-date 
information on color television. 

Another problem was with the TV 
stations. Almost all the color telecasts 
received in Dayton have been good. 
All except one. When no amount of 
receiver adjustment could improve 
the picture, Moore phoned the sta- 
tion. “They weren't even monitoring 
the program,” says Moore. 

To counteract this and other broad- 
casting troubles, Moore visited the 
two Dayton stations (WHIO-TV, 
CBS, and WLWD-TV, NBC) and 
again presented his side of the story 
Once again the results were good 
Monitors were dusted off and put to 
use. WHIO recently purchased pro 
jection equipment for color movies 
and slides; is considering local color 
by the end of this year. All color fed 
by the CBS network is broadcast by 
WHIO-TV. 

A further check on the local scene 
by Moore showed that financing was 
not readily available for color sets. 
Calling on the major lending agencies 
in Dayton, Moore found some of 
them hesitant on color. They thought 
retail prices might drop and cause re- 
possessions on expensive sets. 

Correcting this misconception, 
Moore convinced them they should 


take the paper and assured them that 
prices would not drop to rock bottom 
in the immediate future. He then in- 
formed his dealers that color could be 
floor-planned the same as black and 
white, and that retail paper was avail- 
able. Terms were 25 percent down 
with 24 months to pay. The service 
policy could be included in amount to 
be financed, 


The Real Problem . . 


But the real problem in Moore's 
road to success with color TV (and 
one yet to be solved) is the lack of 
color programming. “Put yourself in 
the buyer's position,” says Moore. 
“To get any movement we must have 
more color programs.” 

The distributor’s problem goes even 
deeper. The viewing public did not 
have correct, current information on 
the existing color shows being broad- 
cast. Typical of the situation is that 
Moore himself got caught. He 
watched a recent Jack Benny show in 
black and white on his color set at 
home; did not know it was being 
broadcast in color until the announcer 
told him so at the end of the show 

This problem of obtaining and pass- 
ing along the color schedule is one of 
Moore’s toughest jobs. “We have to 
plead and coax to get this informa 
tion,” he says 

Once he has the information, Moore 
has been forced to set up his own 
schedules. He tried to persuade the 
newspapers to run the color shows in 
the daily TV schedules, but they 
turned him down. “Negligible public 
interest,” was the comment. 

To correct this lack of information 
on existing color shows, Moore has a 
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standing order with the Dayton Daily 
News to run a standard advertisement 
on the TV page the day of the show. 
Placement of the ad is automatic on 
color days. The ad headlines ““Today’s 
color TV highlights.” It lists the 
name of the show, the station or chan- 
nel and the time. All ads carry the line 
“Information courtesy of Moore 
Equipment Inc., world’s oldest Motor- 
ola distributors, Dayton, Ohio. 
Wholesale distributor for Motorola 
big screen color television.” 

These ads, along with those of res- 
taurants, taverns and dealers, appear 
when color shows are going to run. 
Moore has had as many as six or 
eight in one edition. For special spec- 
tacular shows, like the recent Peter 
Pan telecast, Moore has used larger 
space and listed the locations of color 
sets available to the public. 

Moore says his siathien program 
is “no hit and skip affair.” And he 
intends to keep it up steadily on 
through the summer, depending on 
the frequency of color programs 


Other Angles 


Other angles used to keep viewer 
informed of color shows are the mail 
ing of printed programs at specified 
periods (usually once a month). These 
go to all owners of Motorola color sets 
—hotels, bars consumers and dealers 
Bartenders post them beside the r 
frigerator, and dealers pin them up 
beside the cash register. Moore is also 
promoting a special offer on a six 
month subscription to TV Guide, 
which lists the coming network color 
shows. 

Dealer activity on the color front 

(Continued on page 108) 
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d , - 4 ; 
making a few sales to influential people like the PLENTY OF PEOPLE see color television in this west side Dayton bar, have ample opportunity to 
Dayton banker and family who are shown in compare its performance with that of black and white set at other end of bar. Sign above 
picture above. color set plugs dealer. 


We specialize in STEAKS—CHOPS—CHIGKENS 


FORD THEATRE 9:30 TONIGHT 
NOW we specialize in big entertainment 


MOTOROLA 


BIG SCREEN COLOR TV 
“THE MAGIC FORMULA" 


STARRING: CLAUDETTE COLBERT, 
PATRIC KNOWLES 


- - 
iS od 
- RESTAURANT 
i 


2032 Home Avenue E024 4 








. BIGGEST MARKET so far is in bars and restaurants, MERCHANDISING of color programs is done in some CO-OP ADS with restaurant and tavern purchasers of 
some of which have black and white and color sets bars with changeable letter signs which give the date color sets (who got no price breaks) help both the 
ide by side as in the Hotel Cleve bar and hour of next colorcast, help draw business. night spots and Moore’s campaign on color 


oe 
G 





TO ENLIST the advertising help of tavern owners like OVERLOOKING no possibilities, Moore sends lists of TALKS with TV stations even got them to be more 
th ne, and dealers, Moore made special arrange color programs to dealers so they can tell prospects color conscious and to make sure that existing color 
ments for subscriptions to TV Guide He also runs colorcast schedules in newspapers programs are monitored for best possible results 
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Successful Small Appliance Service 


These iron testing and service techniques are simple, 
will work on nearly all brands and save the service- 2. REPAIRING IRONS 
man’s time and your money. Using them, an iron 
requiring a mixture of major and minor work can be 


tested and repaired in 20 minutes By P. T. BROCKWELL, JR. 


How to Lace a Cord Set 


With asbestos string start winding around the wire ends of a cord set 
just above the ending of the outer braid, continuing down one wire 


2. 


Wind back up the one wire to the point where the two wires meet at 
the braid, then wind down the second wire almost to the end of 
the insulation 


After taking two or three turns at the end of the second wire, wind 
back up it to the braid, take o couple of more turns and tie the ends 
of the string. 
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profitably by the dealer—at nomi- 

nal cost to his customers—with 
virtually none of these repaired appli- 
ances being returned for free adjust- 
ments under the service warranty. Un- 
like major appliances, which must be 
repaired in the field where labor costs 
prohibit final os beyond a quick 
check-up, small appliances are always 
repaired in the shop where, with pre- 
viously described equipment (see EM, 
April, 1955), they may be subjected to 
the most exacting final tests which 
cost next to nothing for labor. Ob- 
viously, with all guesswork eliminated, 
the resulting output of uniformly 
superior quality will enhance the serv- 
icing dealer’s reputation. 

The object of this installment, 
therefore, is to acquaint service per- 
sonel who already have acquired a 
knowledge of elementary electricity 
with time-proven servicing procedures 
for irons. No information for any spe 
cific make has been included as this 
would be merely a copy of some serv- 
ice manual text. Rather, the emphasis 
here is on techniques and operating 
principles common to nearly all 
makes. The serviceman furnished with 
this basic knowledge is able not only 
to locate and correct faults quickly in 
an inoperative iron, but also is spared 
much preliminary reading when he 
does use a specific service manual. 

Even readers with some experience 
in this work may find the eight-step 
testing plan described herein to be a 
timesaver. In actual practice this 
method, used both for estimating and 
final proving, enables an experienced 
man to perform minor repairs—such as 
replacing a cord set and/or a handle in 
about ten minutes; major repairs—ele- 
ment and/or thermostat replacement, 
also including preliminary test—about 
twenty-five minutes. Assuming that 
during the final test the serviceman 
will be working on the next job, a mix- 
ture of major and minor services will 
average approximately twenty minutes 


Kt LECTRIC irons can be serviced 


Iron Components 


Electrical components comprise a 
nichrome heating element, thermo- 
stat, cord set, and in some makes, a 
pilot lamp and its resistor. For the 
benefit of servicemen who are just en- 


tering this field of appliance repairing, 
two of these subassemblies warrant a 
brief explanation of their operating 
principles. 

Operation of the thermostat most 
commonly used is relatively simple. 
A bimetallic blade fastened at one end 
bends proportionately as the tempera- 
ture of the soleplate rises and this mo- 
tion is used to open the switch of the 
thermostat. As the temperature falls, 
the bimetallic blade begins its return 
toward its original position and the 
switch closes again. When the control 
knob is turned toward a higher tem- 
perature, the distance which the bi- 
metallic blade must travel to open the 
switch is increased; when  tumed 
toward a lower temperature, the dis- 
tance is decreased. Of course, how 
this is accomplished may vary with 
different manufacturers but the prin- 
ciple is essentially the same. 

There may be still in service a few 
models with a fixed thermostat, or 
some with no thermostat at all, but 
these are now rarely seen. 

Low voltage pilot lamps, used by 
some manufacturers, to indicate when 
the iron is heating, are connected in 
parallel with a resistor, while the re- 
sistor is connected in series with the 
heating element. 

Mechanical parts include the sole- 
plate, pressure plate, cover, heel rest 
or other type of stand, handle, and 
strain relief for securing the cord set 
in the terminal enclosure. The first 
and in some makes, the first two parts 
—may be combined with the heating 
element to form a unit. In other 
makes, the element may be cast into 
the soleplate in which case the pres 
sure plate is not used. 

Steam Iron parts include, in addi 
tion to the foregoing, a steam chamber 
and its appurtenances. Be sure to read 
the instructions relating to steam irons 
under the subtitle, Repairing, before 
disassembling one of these models. 


Testing 


An eight-step testing plan, using the 
series tester described in the previous 
installment, begins with the series test 
through a 25-watt lamp to ascertain 
whether or not there is a closed circuit 
in the iron. The entire procedure, 
excluding step #8 which is done while 
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1 Using the series tester described in last month's 
, the serviceman sets the iron control knob 
at high, puts the iron on the testing stand and plugs 


issue, 


it in 


4 If there is no open circuit in the iron itself and 

the cord is sound, close the switch connecting the 
1,000-watt heater coil in parallel with the test lamp 
if the lamp does not dim there is a short circuit in 


the iron 


y 


short sections of the cord 


the Off point 


If the series test lamp lights there is a closed 
circuit. If it doesn’t, alternately push and pull on 
If the cord is broken this 
will make the test lamp flicker 


When the lamp dims during the previous test, the 
next step is to revolve the control knob from one 
extreme to the other, observing whether the lamp stays 
dim during all the On stages and that it goes off at 


3. 


setting 


If the test lamp still does not light, attach a short- 
circuiting jumper to the iron terminals to create 
a closed circuit and repeat the stress test 
lamp lights without flickering the cord is sound 


if the 


A final test, connecting the iron to a power outlet 
with indicating pilot light, will reveal if tempera- 
ture is correct during all stages and will disclose any 
intermittent grounds as the iron heats up to each 


How to Test an Iron in Ten Minutes 


the serviceman is working on another 
job, takes from two to four minutes. 
Note that the first four steps concern 
the cord set; the next three, a pre 
liminary test of the iron; and the 
eighth, a final and exacting test of the 
complete assembly. Proceed in the 
following manner 
1. Set the control knob at the high- 
est temperature, connect the iron cord 
to the series test receptacle, and put 
the iron on the testing stand where it 
is to remain throughout the operation. 
If the cord set is not intact, attach a 
quick connecting test cord and omit 
steps #3 and #4. 
2. Obviously there is a closed cir 
cuit if the series lamp lights. If it 
does not, or if it flickers, an open cir- 
cuit or a loose connection is indicated. 
Stress-test the cord set by alter 
natingly pushing and pulling on short 
sections of it throughout its entire 
length and at the terminals. This 
action will isolate the point of break- 
age, if any, by causing the test lamp to 
flicker when the cord is so handled 
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If the cord set is faulty, attach a test 
cord for the remainder of the process 
and omit step #4. 

4. If the test lamp still does not 
light, attach a short-circuiting jumper 
to the terminals of the iron to create 
a closed circuit at that end of the cord 
set and repeat the stress-test as shown 
in step #3. If the series lamp lights 
without flickering, the soundness of 
the cord set has been proved. Remove 
the short-circuiting jumper before go 
ing to the next step. 

5. Assuming that the iron now has 
a good cord set, either its own or a test 
cord, and the control knob is still in 
the On position—if the series lamp 
does not light, an open circuit is 
present in the iron and the element 
and thermostat must be tested sepa 
rately with the prods. If the series 
lamp does light, continue as follows 

6. Close the switch on the tester 
which conects the 1000-watt heater 
coil in parallel with the 25-watt test 
lamp. If the lamp does not dim to 
about half its normal brilliance, a short 
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circuit is indicated within the iron 
and the element and thermostat must 
be tested separately. If the lamp does 
go dim, proceed as follows: 

7. Revolve the control knob from 
one extreme to the other, observing 
whether or not the test lamp stays 
half-bright through all the On stages, 
and that it goes off at the Off point. 
l'ranspose the polarity of the circuit 
by reversing the attachment plug in 
the series test receptacle and again 
revolve the control knob from one ex 
treme to the other. All during this 
step, watch the ground indicating 
lamp on the tester to be certain that it 
stays out. If it does light, a ground is 
indicated and the fault must be 
located and corrected before proceed 
ing further. 

8. The iron is now ready for the 
final test, provided the preceding tests 
have established that there is a closed 
circuit in the iron; but no short cir 
cuits, loose connections, nor grounds 
With equipment described in an 
earlier installment, this test will dis 


close not only whether the tempera- 
ture is correct through several settings 
of the thermostat, but also it will in- 
dicate any intermittent grounds. It 
must be remembered that such 
grounds can occur as the temperature 
rises which would not show when the 
iron was tested cold, for the thermo 
stat parts move as the iron heats and 
any misalignment or distortion of 
these parts could result in a ground 
at a higher temperature. Bear in mind 
that a grounded appliance subjects the 
user to a serious accident hazard and 
for this reason no effort should be 
spared to make certain that no grounds 
exist at any temperature, 

Disconnect the iron from the series 
test receptac le and connect it to the 
power outlet which has been equipped 
with an indicating pilot lamp. Set the 
control knob at Rayon and allow the 
iron to heat while you are beginning 
the next job. Meanwhile, glance occa- 
ionally toward the pilot lamp and the 
temperature meter to insure against 

(Continued on page 113) 





Because Emerson's repairs all mokes of refrigerators and hos 
a 25-man department to do it, service men get into a lot of 
homes, come back with plenty of leads for salesmen-——who close 


30 percent of sales in homes 





Free parking tickets to nearby lot in crowded 3 
Decatur are given to anyone who asks, but 

the person’s name is recorded so the store can 

send them another and invite them to return. 


If you have 40 competitors in a town of 68,000 people, 





But have an exclusive franchise, 


A Main St. store and a factory-district store, 


A lead-creating service department, 


And, like the Emerson Piano House of Decatur, Ill., 


can afford to maintain a list price policy, maybe... 


998 Refrigerators 


HEN the Emerson Piano 

House moved 598 refrigerators 

last year in Decatur, Ill., they 
set some sort of a record for a town 
with 40 competing dealers and only 
67,801 inhabitants. 

This amounts to approximately 34 
percent of the town's total volume on 
refrigerators made by NEMA mem- 
bers. 

Behind the record—which the store 
says was achieved without price cut- 
ting and by emphasis on top-of-the- 
line models—were these helpful factors: 

1, Emerson’s has an exclusive Frig 
idaire franchise—not only for Decatur, 
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By TOM F. BLACKBURN 


but also for the surrounding county 
As a result, the store doesn’t have to 
worry about competitive sniping and 
enjoys margins long enough so sales- 
men can afford to sit customers down 
for a thorough and convincing sales 
presentation, 

2. Because Emerson’s services all 
makes and models of refrigerators its 
25 servicemen get into a high propor- 
tion of Decatur homes and can tip off 
the sales department to likely pros- 
pects. Result; 30 percent of retail sales 
are closed in the home. 

3. Two stores reach two different 
markets, In addition to its main store, 


where salesmen wear conservative 
clothes, and which stays open only one 
night a week, Emerson’s operates a fac- 
tory district “lunch-bucket’ outlet with 
sportshirted salesmen which is open 
every night until nine. This store 
alone did a 1954 business of $192,000, 
accounted for 40 percent of the firm’s 
new refrigerator sales, 99 percent of 
the used boxes. 

4. Since it does a good volume in 
pianos and organs, Emerson’s is not 
wholly dependent on appliances for 
a. can therefore afford to stick to 
ist prices despite price-cut pressure 
and competition. 
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Each spring the store offers free small gifts 
to anyone who comes in, then asks resulting 
traffic to fill out census cards showing what 
appliances they own. 


You, Too, Can Selt 
a Year 


Converting its advantages into sales 

and high-end sales at that—is a job 
that Emerson’s does eminently well. 
Although service men get into a lot of 
Decatur homes, they don’t find many 
non-repairable boxes that result in easy 
sales. But follow-up salesmen are good 
enough so that fully 80 percent of the 
refrigerators traded in are in operating 
coulaian (even though 70 percent of 
the company’s total refrigerator sales 
are replacements). They are good 
enough, too, to build a refrigerator 
volume composed 42 percent of units 
of 10 cubic feet and over. They do 
that by emphasizing new features like 
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These 


Are the 
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1 Skull practice keeps sharp, personable salesmen efficient enough to take advantage of store’s exclusive fran- 
chise and long margins. It helps especially in teaching them to make full and convincing sales presentations 
to refrigerator prospects. 


For the die-hard discount shopper the store main- 
tains a stock of last year’s models, frankly admits 


that they are last year’s, 
success in selling them 


automatic defrosting and by quoting 
prices on a monthly basis. The average 
person, they reason, can buy a high 
end model because he can afford $25 
down and $14 a month for 24 months. 
So it’s not surprising that their aver 
age refrigerator sale amounts to $380. 

Promotionally, the store gives its 
salesmen the most important kind of 
help-prospect names. Each spring 
owner W. Curtis Busher gives away 
little premiums (like small bottles of 
cologne) to anvone who comes in 
That brings traffic. Once in the store, 
the premium seekers learn that if they 
will fill out a census of their appli- 
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selling to its clientele 


ances they will become eligible for 
bigger prizes. This supplies salesmen 
with a list of homes, the appliances 
owned and their age. From this list a 
salesman can keep busy all summer 

More names are added by the year 
round practice of dispensing free tick 
ets to parking space to anyone who 
asks for them. Once a prospect has 
asked for one ticket, his name is re- 
corded so the store can send him a 
second free ticket and invite his re- 
turn. 

Physically, the store is just as help- 
ful. Separate rooms, each holding seven 
refrigerators, give salesmen an oppor- 
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s Emerson s Makes SALES 


Salesmen wear sport shirts, 
put emphasis on time payments. 
most used refrigerator sales, 40 percent of new units 


Lunch-bucket store in factory district tailors its i) 








Outlet accounts for 


tunity to make an uninterrupted and 
complete presentation to a comfortably 
seated prospect. In summer the physi 
cal advantage of the private rooms 
becomes even more obvious. They 
are air conditioned to a lower tem- 
perature than the store itself and are 
therefore more inviting. 

The same kind of detailed sales 
thinking is applied to used refriger- 
ators, was largely responsible for 1954 
sales of 300 used boxes—a volume of 
$21,646 and an average retail price of 
$72. Used refrigerator displays at the 
“lunch bucket store” on Eldorado St 
are clean and spotless, Old merchan- 











to return a profit on each sale 





Refrigerators are displayed in small rooms where 
salesmen have air-conditioned privacy and can 
seat prospect in comfort for complete sales story. 





Used refrigerators are spray-painted and guaran 
teed. Displays are always clean and neat and the 
old boxes make an impressive showing 


Prices are set 
and do 


is sterilized (and a card in each 
says 80), Odorless, and carries a 
new coat of paint. Hermetically sealed 
boxes carry a one-year guarantee, Othe: 
used refrigerators carry a 90-day war 
ranty, fully refundable if applied 
against the price of a new unit emer 
son’s junks the trade-in orphans, 
(Apex, Plymouth, etc.) gives no 
trade-in allowance at all on “sulphur” 
gas models, and regasses or replaces 
the compressors on “dead” hermeti 
cally sealed units. Last year the firm 
replaced 17 compressors out of 65 
such dead units, still managed to 
make a profit on each sale. End 


dise 
box 
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Delayed Follow-up 
Sells Water Heaters 








SOME TIME ofter an appliance sale, Richard Wyka picks 
water heater prospect out of file and makes an appointment. 


One out of every five major appliances sold by Ed Trelease of Johnson City, 


N. Y., is a water heater, because every appliance customer is eventually 
re-contacted—after a suitable and deliberate delay—for a water heater sale 


NE thing Ed Trelease made a 
C) point m doing right from the 
start of his appliance business 

was to check the hot water facilities 
of every customer, Then he followed 
up each water heater prospect with a 
well-planned sales ol se 9 

As a result, electric water heaters 
accounted for 21 of the approximately 
100 white appliances sold by FE. L, 
Trelease & Son of Johnson City, N. Y.., 
between the firm's inception in April 
and the end of 1954. Trelease hopes 
to do much more business in 1955 
but he still expects electric water 
heaters to provide 20 percent of his 
white goods sales 

“We've found three main points 
in making the follow-up effective,” 
says ‘Trelease, “The first, the home 
really has to have a need for the heater 
Second, there has to be a time lag 
between the initial contact and th 
follow-up. Third, the final sales pres 
entation must be made in the home, 
must be made with all the facts, fig 
ures and papers ready, and must be 
made with all the interested parties 
on hand.” 


Prospects Come Easy 


Finding homes that need water 
heaters is fairly easy notes 
Many are still using non-automatic 
devices like bucket-a-day coal heaters, 
boiler sidearms and furnace coils 
Others have old automatic heater 
which are undersized for current use 
or are starting to give trouble. And 
many are heating water with bottled 
gas although Trelease’s figures show 
that night-rate electricity is cheaper 
One or two questions suffice to tell 


| re ke AM 
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I'release which of his customers have 
equipment of these types. 

The reason for the time lag of sev- 
eral weeks or even months, Trelease 
says, is that his customers like to buy 
one appliance at a time and get it at 
least partially paid for before buying 
another. All of them have some type 
of hot water equipment and don’t feel 
an automatic = is an immediate 
necessity. Even when the customer 
has bought a washing machine or a 
complete kitchen, Trelease finds it’s 
best to show a water heater on the 
floor, tell a little about it, and put 
the name in the prospect file. 

The importance of a really thorough 
final sales presentation is backed up 
by Trelease’s salesman, Richard Wyka, 
who makes the follow-up calls. 

“In most of our other appliances, 
telling our story briefly and well to 
many prospects brings the best re- 
sults,”” Wyka says. “But in water heat- 
ers it’s different. Instead of visiting 
several homes in an evening we find 
it pays to concentrate on the one best 
prospect. We get the whole family 
together and make -it a group affair. 
We're ready with all the facts on ca- 
pacities, power costs, installation cost, 
guarantee, service—even the gallonage 
required by different makes of laun- 
dry appliances. We close most deals 
on the spot and even those who want 
to ‘think it over’ usually call the or 
der in later,” 

When making an appointment for 
a sales call, Wyka makes sure that 
the husband, wife and other adult 
members of the household will be at 
home. On his visit, he starts by look 


ing at the water heating equipment 





in the cellar, then talks over laundry 
and dishwashing practices with the 
housewife. 


A Family Matter 


Next Wyka gets as many members 
of the family as possible to sit down 
with him and work out the capacity 
of the heater needed. He lists the 
bathroom and kitchen fixtures, all 
the water-using appliances, and the 
number of people in the — From 
manufacturer-supplied tables he adds 
up the daily hot water demand, and 
he isn’t annoyed when youngsters 
boast about the number of baths they 
take each week. 

Once he has the daily use figure, 
Wyka can tell the family the capacity 
heater they need, it’s cost, how much 
the installation will cost and what 
the monthly power bill will be. He 
can wrap these figures up into one 
overall monthly cost, or give separate 
figures for electricity and heater pay 
ments. Deducting the current cost of 
oil or bottled gas often brings these 
figures down to even more attractive 
levels. With the group having made 
a “family affair” of figuring the ca- 
yacity, they usually buy without undue 
hesitation. The fact that well-known 
makes, Hotpoint and ‘Toastmaster, are 
offered, makes for a quick decision. 

In the Johnson City area, where 
night power rates are very low, an 
§2-gallon heater with a 3,000 watt 
coil is adequate for most families up 
to four persons. For five or six it takes 
a 120-gallon heater with a larger coil 
I'release’s prices start at $189 for the 
§2-gallon heater and go up with the 


size of the tank and heating element. 
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Installation costs $15 to $30, and elec- 
tric water heating adds $3 to $4 per 
month to the average power bill. 
When the customer insists on an 
exact estimate of installation cost in 
advance, Wyka figures the job him- 
self. In many cases, however, he fig- 
ures the installation at a flat $30, then 
refunds a portion of this amount if 
the time and materials add up to less. 
Trelease’s own mechanic handles the 
bulk of installations, since on this 
type of job local plumbing authorities 
require only that the finished work 
pass inspection. An electrician must 
be hired to bring in the 220-volt line. 


Advertising Helps 


To stimulate water heater business, 
Trelease has mentioned them in an 
occasional ad, stuffed envelopes with 
manufacturers’ pamphlets, and offered 
electric housewares as gifts to house- 
wives whose tips on neighbors result 
in sales. But the majority of sales have 
come from follow-up sales calls. 

“That’s actually one of the advan 
tages of pushing water heaters,” Tre 
lease says. “It’s creative selling, so we 
don’t face the same kind of price 
competition as we do in the television 
business for example, where people 
shop from store to store. 

“Another extra profit factor in 
water heaters is that there are no 
trade-ins, nor is there much service 
after the original installation. We also 
feel that water heaters are plus sales 
that we wouldn’t ordinarily make if we 
just kept one on the floor and waited 
for people to ask to buy it. We'll be 
following up our water heater pros- 
pects harder than ever this year.” 
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WHEN he arrives, Wyka has everything, including pamphlets, specifications, THE VISIT storts with an inspection of present water heating equipment, 
cost figures, use tables, and plenty of time to spend on the sale gives Wyka an opportunity to point out disadvantages of old-fashioned methods 


a 





ls Lee 





WITH the housewife, Wyka lists all the family’s water using appliances, SALE really begins with whole family assembled. After 


charts and tables 
listens to her describe washing routine, figures out tank size needed have helped show hot water needs, Wyka sells the 


new heater 





AFTER installation Wyko returns to check, determine if $30 charge was EACH water heater sale starts when a customer buys any appliance, because 
too much and—very frequently—refunds part of the cost this is when Ed Trelease determines if customer needs a new water heater 


End 
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was quite a party—the 50th 


I 
I birthday - staged by Price’s 


in Norfolk in March 

That much is clear from a glance 
at the pictures on these pages 

Equally obvious is the fact that a 
xomotion of this scope cost owner 
fer Price heavily in time and 
money. 

Was it worth it? “Hell, yes,” says 
Price, but his reasons for feeling that 
way are not the obvious ones 


What Did He Do 


It’s impossible to completely un 
derstand Price’s thinking on this 
point without first having some idea 
of the scope of the promotion itself 
and making some attempt to figure 
out just how much it cost. 

The birthday party was a two 
we a affair. Most spectacular was 
*rice’s purchase of 59 Nash Ramblers 
and the return of 47 of these to Nor 
folk (from a Wisconsin factory) in 
a motorcade. The other aspect of 
the promotion was a two-day birthday 
marty at the City Arena. Both the 
Motorcade and the Birthday Party it 
self were ambitious ventures The 
pictures on the following pages give 
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some indication of just how ambitious 
the entire program was. (For an 
earlier report on the promotion, see 
“Price Cuts A Cake,” EM, April 
1955, page 222) 

What Did It Cost 


No one will ever be able to a put 
a dollars and cents value on the cost 
of the birthday party. Outright costs 
(advertising, rent in the City Arena, 
refreshments, and the cost of the 47 
car Motorcade from Wisconsin to 
Norfolk) ran to about $20,000. Price 
himself will pay less than half of this, 
recovering the balance from manu- 
facturers who participated in the 
show. 

But that’s only the beginning. The 
figure does not cover the extra cost 
to manufacturers who supplied talent 
(Vaughan Monroe for RCA, Rox 
anne for Sylvania, singer Judy John 
son for Maytag) or special displays. 
In addition, manufacturers supplied 
know-how in the form of publicity 
men, display experts, etc. 

Nor can you put a price-tag on 
the time which went into the party. 
The idea occurred to Price last July, 
began to really occupy his thoughts in 





PRICE'S 


BIG PARTY 
Was It Worth It? 


@Cash expenditures alone ran up to $20,000 
and there’s no way of putting a dollar value 
on the time he and his men devoted to his 
store’s 50th birthday party 


®But 20,000 people showed up to join in the 
fun and the whole town was talking about 
Price’s latest promotion for days before and 


days after the event 


® Was it worth the trouble? Definitely yes, says 
Price, who has some unusual reasons for feel- 
ing that way, now that it’s all over 


By TED WEBER, JR. 


October, and took all his time (and 
all the time of Price’s Ed Capps) 
from February on. ‘Toward the end 
everyone in the Price organization 
was pre-occupied with the promotion. 
It took a good part of his sales force to 
drive the 47 gold and white Ramblers 
back from Wisconsin and for two 
days after that almost every Price 
employee was on hand at the City 
Arena. 


Did it Pay Off? 


Business in Norfolk slumped badly 
in March, says Price, and, in a slow 
market, even the birthday shenanigans 
couldn’t produce startling sales results. 
Price thinks the momentum of the 
“party” helped his sales force do as 
well as could be expected in the cir- 


cumstances, well enough to push 
March business ahead of the same 
month a year ago. 

But Price hadn’t gone into the 


promotion with any short-range ob- 
jectives and last month, looking back 
on the “party”, he wasn’t willing to 
evaluate it with any such immediate 
yardstick as direct sales. The cele 
bration had been of some help in 
the weeks that followed but Price 
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was basing his final decision on 
longer-range considerations. 

Here’s why Price himself is satisfied 
with the results: 

1) “To begin with,” says Price, 
“we went into this thing because it 
looked like a good idea. That’s what 
we thought at the time and we still 
fee] that way. We knew we couldn't 
prove that the idea was good, any 
more than we can sometimes prove 
that we should run a particular ad 
in the paper. But it’s our conviction 
that the ad is necessary at the time 
and it was—and still is—our convic 
tion that the birthday party was 
‘right’ ”’. 

2) “We built our stature in the 
community beyond our wildest hopes 
Important people in the city are still 
talking about it and still telling us 
how impressed they were with the 
scope of the birthday program. This 
matter of ‘standing’ in a community 
is an intangible item, but an im 
portant one to an independent deal 
er’s operation.” 

3) “We're sure that in the future, 
our salesmen are going to have a little 
easier time of getting in the prospect’s 

(Continued on page 116) 
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The Party Started in Wisconsin 







LINED UP in yard of American Motors’ Kenosha plant are 45 of Price's specially 
ordered fleet of 59 Nash Ramblers. Each car with the exception of one belonging 


to Price credit man was painted distinctive gold and white with decal on door. 
Credit man chose a less obvious finish for obvious reasons. 
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JUST BEFORE the motorcade got underway Price presented replica of Norfolk’s 200 
year old silver mace to Kenosha city manager Richard Custer, Looking on are two 
Norfolk policemen and Price salesman George Leigh, Jr 
sergeant at arms, Ceremony was repeated at stops enroute home to Norfolk 


, dressed as a colonial 
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ON ITS WAY, the Price caravan gets a sheriff's escort as it leaves Kenosha UNSCHEDULED STOP was made by southern half of caravan when Ohio River 
plant. Group remained intact for first day, then split into two with one group flood waters forced them to abandon scheduled route and turn to backroads 
hitting Kokomo, Cincinnati, Charleston and Huntington. Others returned via 


Accompanying this group was 25-foot trailer full of azaleas which were displayed 
Fort Wayne and Mansfield. The caravan reunited at Richmond at stops enroute. 


While in Norfolk, Workmen Added the Finishing Touches 





SCALE MODEL of Arena floor was used as a guide in planning the exhibits and 
yn 


ON AFTERNOON before arrival of the motorcade the City Arena looked like 


this as work crews began moving in exhibits and setting up for the entertainment 


xid to workmen in moving in the appliances for the show 
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During the Two-Day Party Something Was Always Going On... 


TV SHOWS like this one which officially opened the two-day show oat the City PRIZES included mink scarves for winners and “Beat the Clock” games for 
Arena drew big crowds. Roxanne releases one of 50 balloons, each of which losers, Local TV emcee Jeff Dane quizzes a Norfolk housewife on songs popular 
contained a $50 gift certificate in 1905, the year in which Price’s was founded 


RADIO AND TV pickups trom inside the auditorium DISPLAYS of appliances and radio-TV lines carried FREE REFRESHMENTS of ice cream and cookies were 
focused attention on visiting stars, gave residents a by Price's occupied most of main floor, drew attention 


distributed at an improvised snack bar in the balcony 
chance to watch a TV show being telecast of crowd when there was a lull in entertainment 


of the Arena 


ENTERTAINMENT included appecrances by national stars like Monroe, Roxanne GAMES like this dart-throwing contest drew big crowds who had chance to win 
and singer Judy Johnson ond appearances of local groups like Bob Williams and merchandise prizes. Major guessing game offered a Kelvinator ‘‘Foodarama”’ 
his “Cumberland Mountain Boys” to customer who correctly estimated number of repair parts in a huge jar 
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... And Even Visiting Brass Pitched In to Help 





PITCH FROM A MAN WHO KNOWS all about the Foodarama is delivered by 


former Kelvinator general sales manager Dan Packard as a Norfolk housewife pays 





e attention 


PITCH FROM A PROFESSIONAL is delivered by RCA Victor's Vaughn Monroe 


as visiting fireman Mort Farr lends an ear 


PITCH FROM TV PERSONALITY Roxanne drew crowds to the Sylvania exhibit 
mn the foor of the Norfolk City Arena. Presence of TV stars helped draw traffic 
to exhibits 


“a 


THE NATIONS 
NUMBER ONE 


 BRAND-WAME APPLIANCE 
_ DEALER ror 1954 | 


BRASS ON THE BALCONY size up the crowd for Price. From left to right are PITCH FROM AN OLD-FASHIONED lady is delivered at the Maytag booth which 


Roy Bradt of Maytag. B. A. Chapman of Kelvinator, Packard, James Herbert of portrayed the development of the home laundry, Other manufacturers also showed 


Motorola, Farr, Arthur Currie of Sylvania, Price and George Wilkins of Magnavox early products End 
9 9g 
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ONE STOP AT THE STORE... 


.. . Is all that a housewife has to make when she buys a 


GC VF I just had this kitchen ar 
ranged like I wanted it, I'd be 
the happiest woman in the 

world,” says the housewife to her 

self. “That refrigerator should be 
closer to the door. There should be 
more work spaces between the sink 
and the range. Those cabinets ought 
to be lowered and there should be 
more of them. And to top it all off, 

I've got the wrong kind of linoleum 

on the floor.” 

That night, she talks it over with her 
husband. He's willing if it will make 
the little woman happy, go ahead and 
see what can be done. So the next 
morning she walks into the headquar 
ters of Modern Youngstown Kitchen 
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kitchen at Modern Youngstown Kitchen Engineers 


Engineers in Birmingham, Ala., and 
talks to one of the Griffis brothers. 
From that time on, her worries are 
over. 

Before the day is over, Floyd Griffis, 
sales manager and designer for the 
company, calls back on her. He wants 
to know what she is thinking about, 
what her own ideas are about a re- 
modeled kitchen, what walls or arches 
she wants moved and what appliances 
she'd like fitted in. As she talks, Griffis 
is busy with pencil and paper. For all 
she knows, he might be doodling 
squares and circles but in reality he is 
mentally attacking her problem. He 
listens attentively and asks an occa 
sional question and measures a few 


spaces carefully, but the pencil is in 
continuous motion. 


Result Is A Surprise 


When she has finished telling him 
what kind of kitchen she wants, Grifhs 
shows her a rough, freehand drawing 
of what she has just described. The 
housewife is a little surprised. She 
hasn’t expected anything like this. 
Perhaps the placement of the cabinets 
is just a bit off and the freezer should 
be a little more to the right but the 
drawing is just about what she had in 
mind. 

Floyd Griffis thanks her and makes 
an appointment for the following 
night, so that he can talk to both the 
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housewife and her husband. When 
he calls for his second interview he 
presents the couple with a complete 
freehand drawing, in color, of the re- 
modeled kitchen, a working drawing 
of it, and a complete itemized esti- 
mate of what the cost will be to effect 
the change, including plumbing 
charges, carpentry work and all re- 
modeling. 

The husband signs the contract 
which Griffis produces and in from 
five days to two weeks time, his wife 
is happily working away in the kind of 
kitchen she has been dreaming about. 

The whole procedure, from start to 
finish, sounds like an unusually smooth 
operation. But back of the procedure 
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THE SAME DAY Griffis calls back on the housewife in MEASUREMENTS are taken at this same visit and Griffis uses this time to point out the best ar- 
her own home where he discusses her ideas and desires. rangements for various appliances and ways to cut costs. 
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AT OFFICE Griffis prepares drawings and picture of new THEN Griffis workmen move in and start remodeling. The company has its own full-time carpen- 
3 kitchen, both of which he shows to husband and wife ters and electricians, contractual arrangements with plumbers. 
the next night. 


THE COMPLETED JOB, in which even the decorations and linoleum have been 
supplied by Griffis, is proudly demonstrated to him by the housewife 


is one of the soundest programs of : « 
modern kitchen merchandising it has Ah: b 
been possible to develop. XY F 

“We have been helping kitchen == 
planners make their dreams come true 
for the last decade,” says L. J. Griffis, 
Jr., president of the company. “That 
is the special goal of our kitchen cre- 
ation department, which was set up to 
meet just such a demand.” 


, a 


Selling Routine Established 


The Grifhs program of selling 
kitchens follows a well established 
routine. It is based primarily on the 
ibility of Floyd Griffis to visualize and 
make complete sketches of the de- 

(Continued on page 120) 





This experiment in collect- 
ing used appliances and 
turning them over to Good- 
will Industries may point 
the way to a successful... 


New Approach 
to Small Appliance 
Sales 


SICK woman in dis 
A tress, or a crippled individual 
wins instant sympathy and a 
helping hand from other people. That 
feeling, ‘“There but for the grace of 
God go I,” is almost universal 
Fairly widely known are the Good 
will Industries, an organization cre 
ited to give employment to handi 
capped persons. Fifty years old, with 
101 factories scattered from Maine to 
California, its 350 retail 
poorer districts sell an annual volume 
of nearly $14 million in clothing, fur 


baby, a 


stores in 


niture and household goods. Each 
moming a group of workers on 
crutches, in wheel chairs and cabs 


comes to work 

Their job is to put in salable con 
dition the appliances, the furniture 
ind the clothing given to them. The 
money made from sales goes to give 
employment to these handicapped per 
sons 
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HELP YOURSELF...AND 
A HANDICAPPED WORKER 


Any used electrical appliance is worth 
$2.00 on the purchase of any of these 
worksavers by Manning-Bowman. 


We dealers are collecting used appliances for 
Goodwill Industries of Chicago. Your used ap- 
pliance will be donated to Goodwill in your name. 
Goodwill Industries of Chicago is a non-sectarian, 
non-profit organization and an approved agency 
of the Community Fund. Goodwill hires the 
physically, mentally, and emotionally handi- 
capped and helps them learn new skills and im- 





Se... bring in your # 


appliance today for credit on these worksavers by Manning-Bowman 



















prove old skills. The Goodwill aim is to teach 
these people a trade or vocation—to rebuild their 
confidence and abilities—to help them return to 
private industry as self-sustaining, useful citizens. 

Your used electrical appliance will be repaired 
and renewed by handicapped workers and sold 
through Goodwill Industries Stores—at low prices 
that Goodwill customers can afford. 





APPLIANCES and other items turned over to Goodwill Industries are repaired 
by old and handicapped people who have no other employment 


The sight of the aged, the blind, 
the palsied and the arthritic working 
away tugs at all heartstrings 

People have demonstrated repeat- 
edly that they will go out of their way 
to give a break to folk less fortunate 
than they are. That this public sym 
pathy offers a valuable vehicle for 
promotion tic-ups has been demon 
strated recently by Manning-Bowman, 
and will be used by others when the 
situation is better known. 

While Goodwill Industries get ap 
pliances for nothing, they have a high 
cost in making pick-ups. It costs $1.55 
per stop, and all too many bundles 
turn out to be worthless commercially 
No longer are refrigerators accepted, 
is too many are dead and cost for 
new hermetically sealed units cannot 
be recovered in resale. Radio con 
“off limits” as there is 
no longer any market for them. Over- 

Continued on page 124) 


soles are also 





REFURBISHED ITEMS ore sold in Goodwill’s 350 stores to people who can’t 


afford to buy new ones 


Money from their sale goes to help handicapped. 
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as a service man sees it... 


Ernest Duncan is 
service manager for 
Chapman & Wilhelm Co., 
Charlotte, N.C. The 
following is a report 
which he recently 
submitted to 

the principals of 

his company. 





a 


“there is nothing finer than a 


'STROMBERG-CARLSON” 
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What Makes This TV Service Firm 


So 


HEN a rancher out in the 
desert community of Ajo, Ari 
zona, burned out the picture 
tube of his television set a few months 
ago, he put in a desperation call to 
Phoenix, more than I00 miles away. 

A couple of hours later, a green 
Piper Tri-Pacer airplane buzzed low 
over the ranch and sat down on the 
roadway leading to the ranch house. 
Two hours later, the rancher’s set 
was giving a clear, sharp picture, and 
the aircraft was on its way back to 
Phoenix. The charge? A straight 
$5.50 an hour. 

This flying television service air- 
craft was sent from Whitey’s Radio 
& Television Co., Phoenix, operated 
by Whitey Brayer, and it exemplifies 
the major investments in equipment 
and out-of-the-ordinary methods 
which have built Brayer’s volume from 
$20,000 a year in 1949 to $650,000 
in 1954. The presence of the air- 
craft on Whitey’s list of depreciable 
investments also illustrates the Brayer 
theory that a service organization sec- 
ond to none is the best device with 
which to “meet saturation head-on.” 

Not that saturation is much of a 
problem yet. From his big concrete 
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Successful ? 


Super service and major investments—such as service by 
plane and an $8,000 closed-circuit station—have built 
volume at Whitey’s Radio & Television Co., Phoenix, from 
$20,000 to $650,000 in just six years and long range plans 
will keep it there when sales fall off 


block showroom and service building 
on McDowell Avenue in central 
Phoenix, Brayer’s six salesmen sold 
a TV volume in 1954 which was off 
only five percent from 1953 figures. 
At the same time, however, the serv- 
ice volume curve showed an increase 
of 15 percent and Brayer believes that 
his service organization is set up so 
that when sales slump service will 
more than compensate. 


Service First 


“We pitch service first and last 
and did so for more than a year even 
before television actually came to 
Phoenix,” says Brayer. “I began busi- 
ness with the slogan, ‘Buy Where 
Television Is Not A Sideline’. We 
expected and got a lot of sales vol- 
ume, but service is going to be our 
bread and butter in the future.” 

Among the service assets which 
Whitey’s Television lists are such 
unique investments as an $8,000 
closed circuit television broadcasting 
system which broadcasts to sets within 
the building; a fleet of 11 all-white, 
radio-equipped service trucks, a com- 
plete color TV laboratory, all set up 


and ready to swing into action when 


1955 


color becomes a reality in the Phoenix 
area; portable antennas which can 
solve any reception problems likely 
to be encountered; and, of course, 
the aircraft already mentioned, 

Brayer has never considered himself 
a salesman, but rather a “mechanic 
who sells a lot of television”. Inter- 
ested in radio from college days, he 
went into the radio repair business in 
1946, shortly after release from serv- 
ice. His first store was a combined 
radio-and-record showroom, plus a 
well-equipped repair shop, which now 
makes up one-quarter of the big 
Whitey’s Television building on Me- 
Dowell Avenue. With his wife, Gay, 
Brayer built a profitable radio repair 
business in what was then almost a 
suburb of the desert metropolis. By 
1949, his repair volume had grown 
to $20,000 a year. Whitey had first 
introduced himself to the public 
emceeing a daily record show broad- 
cast from the store, which helped to 
get his name established. 


In TV Before TV 


In early 1950, with television still 
a far-off promise so far as Phoenix 
was concerned, Brayer demonstrated 


his initiative and willingness to in 
vest large sums in gambling on the 
future. He decided around Christmas 
of 1949 to begin testing antennas and 
possible reception in the Phoenix 
vicinity, preparatory to opening a tele- 
vision service department. Brayer got 
a lot of help on technical problems, 
but built his first test antennas en- 
tirely with his own funds, His first test 
antenna, a 20-foot-high tower, plus a 
set imported from Los Angeles, paid 
off in unexpected dividends when it 
almost immediately picked up ‘TV 
programs from as far away as Hous- 
ton, Texas, and Memphis, Tennessee. 
Wise in the ways of journalism, Brayer 
photographed the channel identifica 
tion of each station appearing on his 
screen, and the news fe page one of 
Phoenix newspapers and a little later, 
when Brayer enjoyed a full-hour pro 
= from Channel 5 in Seattle, 
ashington, Time magazine picked 
up the story. 
“We found that Phoenix was in a 
skip sector, which made it possible to 
ick up stations al) over the country,” 
rayer said. “The principal value, 


of course, was valuable publicity for 
myself and the conviction that TV 


MORE mp 
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TV SERVICE (continued) 


Whitey 's Radio and 

TV is Successful oe 

Because PC gp uLance 
Mhiteyp. 


1902 £ M*Oowe!! 





IT USES a ‘TV ambulance” for rush jobs on 
television repairs, even has city 
permission to use word “‘ambulance’’, gets good 


publicity from the gimmick 





IT MAINTAINS se of the best equipped service shops in the state, representing a $5,000 IT BROADCASTS over a closed circuit system 
inive 


stment in color TV service equipment alone, employs a total of 30 service so that technicians can repair 


men to handle volume sets during hours when regular stations are off the air. 


~ 
IT FLIES service technicians in its own plane to TV owners in outlying IT PROVIDES a weekly public service broadcast to set owners on the 
areas hi ' 


charges them only the regular $5.50 an hour and builds problems and use of television. Brayer uses this ex- 


unusual good will ploded set to demonstrate problems 
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would be ideal in the city, despite a 
lot of pessimism over the mountain 
ranges and many elevations involved.” 


Mister TV 


By the beginning of 1951, Brayer 
had already become “Mr. TV” to 
the Phoenix public, although he was 
still only operating his comparatively 
small radio sales and service shop. As 
the first TV stations went up in 
Phoenix, Brayer was ready. He Silt 
a 60x35 foot addition on the build- 
ing and converted it to a showroom, 
lined up three top nationally-adver- 
tised television lines, and sold a vol- 
ume of $350,000 the first year. Since 
then, the Brayer building has been 
enlarged three times, now measures 
125x100 feet. 

Brayer’s first big gamble equipment- 
wise came almost immediately after 
the addition was completed. Hiring 
his first crew ot experienced television 
repairmen, he began “pitching service 
from the outset”. The salesroom was 
clicking along merrily, every day bring- 
ing new television prospects, all uni 
formly worried about service considera- 
tions. Brayer counteracted this by 
simply selling a 90-day service war- 
ranty with every set, and taking his 
set-buyers “on tour” of the service 
department which he had built in the 
space originally occupied by the ra 
dio department. 

“The town went crazy over tele 
ision,” Brayer said, “which we had 
expected. Our set sales were 10 times 
what we had anticipated, and to me 
every one which went out on delivery 
idded to a profitable future service 
market. Consequently, we gauged the 
expansion of the service department 
on the sales volume, and began adding 
trucks and extra men proportionately. 
By the end of 1951, with the first 
30,000 sets or so sold in the city, we 
had three all-white service trucks, six 
repairmen on the job, and were selling 
90-day service warranties with 98 per 


cent of our new sets, a practice which 
we have continued ever since.” 

lroubling Brayer during the early 
stages of the service build-up was one 
serious lack. This was the fact that 
none of the four Phoenix stations was 
on the air before one o'clock in the 
afternoon, which, of course, meant 
that there was no test pattern avail- 
able to service mechanics during the 
morning hours. So Brayer installed 
his own T'V “broadcast station’’. This 
was built at an investment of $8,000 
right in Brayer’s own office, and is 
there for one purpose only—which 
is to broadcast a test pattern perfectly 
suitable for television repair work from 
7:00 in the morning until 1:00 P.M. 
each afternoon. A slide projector 
throws a sharp, clear standard TV 
slide on a Telechrome picture gen- 
erator, which is then modulated, am- 
plified and broadcast to all sets which 
are turned on for repair operations 
anywhere in the building. Thus, for 
$8,000, Brayer “bought an extra half 
day’s working time per day”, and at 
this writing his is still the only firm 
which can make a full, guaranteed 
repair on a Phoenix television set be- 
fore 1:00 o'clock. 

The transmitter, understandably, 
won Brayer another barrage of pub- 
licity, and was directly responsible 
for selling more than 600 additional 
sets during the first “boom 
which the company enjoyed. 


Sell, Sell, Sell 


year” 


The sales staff now included six 
men, the number still on the job, 
all of whom were convinced by Brayer 
of the wisdom of “selling service”. 
“What we did was to sell our sales- 
men on selling service,” Brayer says. 
“Even during the first year, we were 
well aware that the fantastic volume 
which we were selling wouldn't last 
and that over the long haul, it would 
be service volume which would spell 
permanancy.”’ 


It was only natural that approxi 
mately a year later Brayer’s fame as a 
I'V expert would bring an invitation 
from station KPHO to conduct a 
“television clinic of the air’. Now 
in his fourth year, Brayer found time 
to stage “Whitey’s TV Clinic” every 
Friday evening for 15 minutes. On 
the program, Brayer answers ques- 
tions of TV owners which are written 
in to him personally or telephoned 
in to the station. 


Visual Training 


His visual training aid is an in- 
genious “exploded” set, mounted on 
a pegboard panel, in which every tube, 
every condenser and all connections 
are in full view, circuits neatly traced, 
and the picture tube operating on 
top. This carefully detailed set, 
which Brayer built personally, spend- 
ing some $25 in the process, is as 
familiar a video feature to Phoenix 
resident as the stations’ identification 
panel itself. On “Whitey’s Tele- 
vision Clinic’, Brayer uses no com- 
mercials, devoting every minute to 
answering questions and giving prac- 
tical information. However, when 
he mentioned the value of a lightning 
arrester on outside antennas a few 
months ago, every store in the city 
immediately sold out within the next 
24 hours. The program has earned 
a high Hooper rating even in com 
petition with class A national cable 
shows, and has been of immense prac 
tical value to the city’s TV owners. 
"he program got its high degree of 
listenership on the basis of vast pub 
lic appreciation, inasmuch as Brayer 
dwells upon such elements as keep 
ing sets free from Arizona’s penetrat 
ing dust, tuning for maximum picture 
under various conditions, details on 
how the set operates, the best choice 
of antennas for locations, ete, “Of 
course, it helps my competitors,” 
Brayer says. “But we hold to the 
theory that anything which helps the 


industry serves to help the individual 
as well.” 


High Par for Mechanics 


As volume grew in both the sales 
and service departments, Brayer added 
new men, advertising im west coast 
newspapers, as well as Arizona publi- 
cations to attract them. All me 
chanics work only a 44-hour week, 
are among the highest paid in the 
nation and enjoy a lot of benefits 
which Brayer uses as attractions for 
top class men, ‘The service crew 
jumped from six men to 12, then to 
20. Whitey’s Television currently 
has 48 employees, 30 of them in the 
service departments and broken down 
into separate divisions for television 
repair, radio repair, television delivery, 
plus an antenna crew responsible only 
for the engineering and installation of 
outside antennas. The truck fleet, 
during the finw’s development period, 
has grown to 11 vehicles, all done in 


gleaming white and including, as 
probably the most important eye 
catching asset, a white Chevvrolet 


panel delivery, with lettering on the 


side emblazoning the words ‘Tele 
vision Ambulance For Sick TV 
Sets”. This “hot shot” unit is avail 


able for sudden emergencies, and has 
been given official police certification 
as to employment of the word “am- 
bulance’”’. 


Two-Way Radio 


Only during the last eight months 
has Whitey made use of an indepen 
dent UHF radio system, representing 
another $11,000 expenditure, but 
which has immediately justified  it- 
self in increasing the number of calls 
per day made by his service mechanics 
from an average of 10 to 15, ‘“Two 
way radio has been a step which we 
should have taken long ago,”’ Braye: 
said “With this communication 
there is no static problem, we can 

(Continued on page 125 





IT BUILDS 


outside antenna sales 
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service personnel morale and job satisfaction with a recreation 
room, free coffee, commissions on sales producing leads and 


1955 


IT CONTROLS 


the position of all trucks. 


its outside servicing operations with two dispatchers who 
keep contact by two-way radio and maintain on a map 
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THE MAN FROM 


Whintpoot 


HELPS YOU IMPROVE 
SERVICE WHILE CUTTING 
SERVICE COSTS 


Another Whirlpool Service plus! This man is a service expert . . . one 
of 15 Whirlpool regional service specialists located throughout the 
country working as members of the Whirlpool coordinated field- 
factory service organization. His job .. . to assist Whirlpool servicemen 
in providing better, faster, more profitable service. 






















He helps Whirlpool dealers and their service personnel eliminate 
costly and unnecessary service call-backs . . . suggests ways to do ser- 
vice jobs faster and more efficiently . . . conducts dealer service person- 
nel meetings and training sessions ... works personally with dealer 
service teams providing the up-to-date technical advice servicemen 
need for quality service work. And backing him up is an integrated 
team of service and parts experts . .. including the huge Whirlpool 
parts depot that has Genuine Whirlpool Replacement Parts, to origi- 
nal specifications, IN STOCK and quickly available at all times. 


Take advantage of Whirlpool’s complete service facilities. Addi- 
tional information on Whirlpool field service, service aids and Genu- 
ine Parts can be obtained from your Whirlpool distributor or A.P.J.A. 
parts jobber. Contact him today, 


* e& e®.6hOCOe 
service division 
WHIRLPOOL CORPORATION «¢ 5+. Joseph, Michigan 


Clyde, Ohio ¢ LaPorte, Indiana 
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your town recognize adequate wiring 
as a battle in which they have a vital 
stake; when they see that tomorrow’s 
sales volume just can’t be hung on 
today’s wires; when they start build- 
ing their own tools and raising their 
own voice, then we can say truthfully 
‘the dealers are joining in.’”’ 

In Baltimore, the Consolidated Gas 
Electric Light & Power Co. started 
its adequate wiring program early last 
year. Basically, it was a plan whereby 
the company would finance wiring at 
a small interest rate tied in with the 
regular range and water heater cam- 
paign. It provides that the consumer 
may add additional wiring up to $500 
and payment is made directly to the 
utility 

H. F. Carr, manager, residential 
sales promotion, says that his com 
pany’s experience, “indicated that it 
stimulated business even though we 
did not get a very large portion of the 
wiring finance business. Dealers tell us 
that the wiring features of the cam- 
paign awakened customers to the ex 
tent that in many instances they have 
sold a range or water heater plus wir- 
ing and will now sell additional ap- 
pliances without any more rewiring be- 
ing needed.” 

Executive manager of the Electric 


Association of Kansas City (Mo.), 
John S. McDermott, comments, 
“Frankly, we're a little bit disap- 


pointed at the dealer reaction so far.” 
The Kansas City plan is fairly new 
and McDermott wonders if the deal- 
ers are “waiting for the air condition- 
ing season and perhaps more 
results from our current campaign.” 

A couple of visitors named “Carol” 
and “Edna” from the Caribbean last 
fall, slowed down the activities of the 
Connecticut Light & Power Co., Ber- 
lin, Conn., when they cut a wide 
swath of terror and _ devastation 
through New England. But Charles 
A. Byron, residential sales manager for 
the utility, is hopeful of the program’s 
success this year. 

He went after dealer cooperation by 
conducting a survey of a sample two 
percent of residential customers based 
on the age of their homes and the 
number of appliances they had. In 
houses built before 1945, only 24.5 
percent had electric ranges compared 
to 58.2 percent of the homes built 
since that year. 

Equally significant were the findings 
on water heaters and clothes dryers. 
In the older houses, 15.7 percent had 
electric water heaters and 2.6 percent 
had dryers. In the newer group, 29.4 
percent had heaters while 6.3 percent 
had dryers. 

Byron deduces from the study that 
“improved wiring helps dealers get 
better appliance sales and utilities get 
many more kilowatt sales.”’ 


New Home Market 


The new home market is perhaps 
easier to sell on adequate wiring for 
there is less need to sell the home 
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owner on its value. Either the 
builder incorporates a good wiring 
system in the houses he builds and 
then uses wiring as a plus sales fac 
tor, or he pre-sells the idea to the 
home buyer who is having his home 
constructed according to his own spe 
cifications. In the latter case, the 
buyer is usually inclined to accept the 
word of his builder-contractor. 

Some 90% of the homes built in 
this country have wiring specified by 
the merchant builder and, since he 
recently got a boost by the NAHB 
adoption of a voluntary service en 
trance standard, he’s pretty apt to be 
wiring conscious. In those areas where 
the builder faces specific problems in 
connection with financing and sale 
of homes, the industry has, for the 
most part, worked with builders to 
secure better wiring installations. 

In many cases today, the additional 
cost of first rate wiring becomes a part 
of the mortgage commitment. In 
Chicago, Philadelphia, Detroit, Mil 
waukee, Los Angeles and other impor 
tant areas, the whole electric industry 
is working with the builders to get 
FHA approval for full valuation for 
adequate wiring. 

The Chicago Electric Association 
worked out a procedure with the local 
FHA office that provides for builders 
to get full credit for better wiring 
when the builder plans are stamped 
with the Certified Wiring seal. 

In Philadelphia, the electric com 
pany has a wiring specification form 
which, when attached to the FHA 
form, gets the same recognition. ‘The 
Detroit Electric Association and other 
groups have worked with FHA field 
offices to get builders full valuation for 
use of 100 amp. service entrance 
equipment. 

This work has gained so much at- 
tention that an industry committee 
is currently preparing recommenda- 
tions for a revised electrical section 
of the FHA minimum property re 
quirements—and at FHA’s request. 


Builders Must Be Sold 


Activities of this type omy the 
framework for working with the FHA 
But the industry must net stop there, 
experts warn. The customer, the 
architect, the builder must still be sold 
on the need for adequate wiring. And 
in this task the appliance dealer can 
play fully as important role as the 
other members of the electrical indus 
try. 
As an added selling 
builders and contractors are emphatic 
about its value. When they talk to 
a prospective buyer they stress all the 
advantages—safety, convenience, efh 
ciency—and stress the long-range value 
for the home owner whose load is 
expected to increase. Builders report 
that buyers are frequently aware of 
wiring needs, mostly as the result of 
editorial material that appears in gen- 
eral consumer and home service maga- 
zines. End 
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in freezer sales! 














---and here’s why e AND the big Ben-Hur Special—you can win 

, the trip of your life for you and your wife... 
reat en eens cele, from Bermuda, Europe, Hawal Mexico, Mami 
Management Course in buying and freezing name it...and you can win it! Merchandise 


) 
foods, guaranteed to show them howa Ben-Hur prizes, too! 


och ete BEN-HUR 
Amevicas Fines Freeper 


-»onow AMERICA’S FASTEST SELLER 


Get on the road to real profits with Ben-Hur. The coupon 
will bring full details. 





e® The Ben-Hur line includes chest and upright 
models for every size family, every size home, 
every size budget. There's no limit to Ben-Hur 
sales potential! 














e FREE gifts for your Ben-Hur customers—na- TEE has hoe ee amas) 7 
tionally-advertised traffic appliances that appeal | BEN-HUR Manufacturing Co. - i 

to every homemaker...and bring prospects Milwaukee 12, Wisconsin P | 

into your store. ; 

Those profits sound good. Rush the Ben-Hur Story. i 

! 

, | | 

@ Ben-Hur's advertising and promotion is Name............+. i 
— to reach your prospects in your market ! 
. and brings them to your store. . Address 

I i 

City nee Zone State i 

! 
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Look at this man. He’s telling a neighbor why he’s so pleased with his 
motor driven appliances. He—a satisfied customer—is just about the 
best salesman a product can have! One big reason for his satisfaction— 
even though he may not know it—is the Packard Electric motors that 
power his appliances. 


Packard fractional horsepower electric motors have been making satis- 
fied customers for 38 years—because a Packard motor does its job 
longer, quieter, with less maintenance cost. The appliance maker who 
standardizes on Packard Electric motors gives his product that extra 
touch of dependability that builds sales. 


Packard Electric Division, 
General Motors, 
Warren, Ohio 
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Everlasting shopper appeal 
with built-in COLOR 





Drab store fronts today do not pay! Attract customers with colorful 
Kawneer Zourite (porcelain-enameled or alumilited aluminum). 

It is a facing material that resists chipping, cracking and fading, 
providing years and years of shopper appeal. Use it as a sign 

backing, and as a covering for columns, pilasters, bulkheads, soffits and 
pylons. Plan now to remodel your store front with practically 

no interference to normal operations using Kawneer Zourite, doors, 
store-front metal and sun-control products. See your Kawneer Kawneer Aluminum 
dealer or write for booklet, “How to Modernize Your Store Front?’ Zourite Facing 


in ten attractive colors 

* Velvet Block Harvest Brown 
* Alumilite Spring Green 

Kawneer * Alumilite Gray Sunset Red 


* Academy Blue Winter White 





General Offices 


* Marine Blue Flame Orange 
ie a a MicHtiIGaAWN 
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Davy Crockett will have kids ropin’ and 
draggin’ their folks into Norge dealers’ stores! 


One of these Davy Crockett tents 
goes with every Norge appliance 
sold! It’s a rootin’ tootin’ sales 
closer — FREE to the kids when 
Mom or Dad buy a new Norge 
appliance! 


And this is just one of the smashing 
Norge promotions coming up to 
help Norge dealers cash in on the 
2nd Big Payoff! 
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AND THERE’S MORE— 


It's NEW NORGE ANNIVERSARY TIME with Norge 
Anniversary Models clear across the board! Yessir— models 
with long margins your competition can’t even come close 
to! And they’re all backed up by New Norge’s Cotinty-by- 


County Power Program of hard, house-to-house selling ads! 


MODEL G-10365S 





DON'T SHOOT YOURSELF 


if you missed out on Norge’s 
Ist BIG PAYOFF! 





The Norge T.W.O. Profit Sharing Plan is the talk of the 
industry. If you missed the first Big Payoff totaling approx- 
imately $1,000,000.00—see your Norge distributor right 
away. There’s still time to join T.W.O. and get in on the 
2nd Big Payoff. Start building up that extra 2% profit on 





your Norge sales right away. MODEL AW-410 MODEL CW-217 


more -Imuch more -trom N 0 » (j F Bi 


NORGE SALES CORPORATION, SUBSIDIARY OF BORG-WARNER CORPORATION, MERCHANDISE MART PLAZA, CHICAGO 54, ILL. - CANADA: ADDISON'S LTD, TORONTO 
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In Chicago, 
it takes 2— 


to carry the load 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 


unduplicated coverage, one must 
be the... 


CHICAGO 


Sa) SUN-TIMES 


211 W. Wacker Dr., Chicago + 250 Park Ave., New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY; SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 
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Everybody’s in the Wiring Act 





get people to use our services. This 
way, we get them on our books for 
nothing. When we get something free 
of course we approve it”, 


Advertising 


As soon as possible, Rosenthal got 
an intensive advertising program go- 
ing. Paid for by the utility, a special 
10-week plan used full page and frac- 
tional pages in the newspapers, in- 
cluding suburban and rural papers. 

Television and radio spot announce- 
ments followed plus exterior bus 
cards. Then 102,000 utility electric 
rewire bill imprints were run off. 

Two points were emphasized in the 
advertising: nine out of 10 homes 
today have inadequate wiring for 
modern needs and there is now an 
easy way to finance rewiring. Readers 
and listeners were urged to send to 
the Electrical Council for a free book- 
let outlining the plan. 

Then the Council sent a booklet 
explaining the plan to all persons in 
the electrical industry. Dealers and 
contractors were supplied with win- 
dow banners and quantities of the free 
booklet. 

The procedure detailed in the book- 
let provided for the customer to call 
in a contractor for a free estimate. 
When the price for the work was 
agreed on between the two, the cus 
tomer completed the application for 
loan form and the note. The con 
tractor sent these to the bank chosen 
by the customer and, when the loan 
got approval, the bank notified the 
contractor who then did the work. 

In all, the Council received over 
2,500 inquiries from seven states. All 
inquiries were divided up among con- 
tractors to use as prospective leads. 
When the leads were followed, seven 
out of eight proved to be immediate 
prospects for rewiring jobs. 

At the end of 10 weeks, contractors 
reported 209 jobs wr for a 
total of $49,868 that they believed 
were the direct result of the campaign. 
Of these, about one third were han- 
dled through bank loans and the bal- 
ance were paid for in cash. Many 
contractors expressed surprise that cus- 
tomers wanted to pay cash when they 
found that the job wouldn’t cost more 
than $200 to $300. 


What the Dealers Think 


The initial campaign was in the 
spring of 1954. At that time many 
dealers were frankly skeptical—not of 
the success of the program but of 
the wisdom of dealer participation. 
They've changed their minds. 

A new adequate wiring program was 
kicked off late in February of this 
year and it has the full support of 
most of the Omaha dealers. Here’s 
how one big downtown dealer co- 
operates. 

The Sol Lewis Company, run by 
four Lewis brothers, does a big busi- 
ness in air conditioners, electric ranges, 
dryers and other high wattage equip- 
ment. Roland Lewis says “We know 
we can’t sell in a house that hasn’t the 
wiring to handle the load, If we sell 
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the appliance first and then let the 
customer find out he needs wiring, 
we've backed into a pretty unpleasant 
situation. At the very least, the cus- 
tomer will think we’re dishonest or un- 
ethical and become our worst adver- 
tisement. So we face the problem 
squarely,” 

Lewis salesmen, when selling equip- 
ment, ask if the house is adequately 
wired to handle the load. Some peo- 
ple, says Roland Lewis, don’t know 
and the house has to be checked. 

If it is inadequately wired, the cus- 
tomer can frequently be convinced by 
showing them that the difference in 
cost of electric equipment against gas 
will cover the cost of rewiring. 

Air conditioning is different because 
it adds to the original cost, says Lewis. 
He thinks that the time to sell wiring 
is prior to the air conditioning season 
and tries to show people that if they 
have a rewiring job done for an air 
conditioning unit, the house will be 
equipped to add additional appliances 
later without extra cost of wiring. 

If the job is a simple one, the utility 
representative can make the estimate 
and the customer gets whatever con- 
tractor he wants. If the job is some- 
what involved, a contractor is called 
in to make the estimate. 

The Lewis company will finance the 
appliance and rewiring in one note if 
the customer prefers it that way. Rol- 
land Lewis says his repossession rate 
has been about .01 percent averaged 
over the past ten years so he is rarely 
worried about credit. 

The sale of appliances isn’t actually 
closed until the rewiring job is ap 
proved and cleared. Lewis thinks that 
very few if any sales are lost as the re- 
sult of people failing to buy because 
of the cost of new wiring. 


Local Comments 


“We think our plan is a good one. 
If we knew of a better way of doing 
it we'd do it,” said Dewey G. Baker, 
assistant to the general manager of the 
utility company. Baker thinks the key 
to success is getting the customer ask- 
ing for wiring. “If we pre-condition 
them, we’re bound to be successful.” 

Dan A. Kelly, appliance manager 
of General Electric Supply Company, 
says, “This is the best thing we've 
done. If we'd started it 25 years ago 
as we should have, we wouldn’t face 
this problem today.” He too, agrees 
with Baker that the most important 
phase of the program has been to take 
it to the consumer through advertis- 
ing, publicity and promotion. 

The Omaha fire chief ad which fea- 
tured a picture and statement from 
Omaha’s chief of the Fire Depart- 
ment, was a daring departure in ade- 
quate wiring programs for it brought 
in the elements of safety and fear. 
The headline of the ad quoted Chief 
Fields saying “I'd like to tell you 
about a fire hazard you may be living 
with right now . . . we call it inade- 
quate wiring.” 

Rosenthal sums it up this way, 
“With everybody working with us and 
for us, we can’t lose.” End 
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THE NEW FASCO 2047 
ELECTRICALLY REVERSIBLE! 


Push "IN" button to 
bring in outside air. 
“OUT” button re- 
verses fan, removes 
stale indoor air. 
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PUSH-BUTTON CONTROL! 
3 SPEEDS 


A touch of a button 
controls direction of 
air flow and 3 fan 
speeds. Modern, 
easy, a great selling 
feature! 








Sy SAFETY GUARDED 
A 24 BACK AND FRONT 





Finger proof guards 
give complete pro- 
tection, Guards snap 
, out for easy cleaning. 
Equipped with carrying handle and 

soft rubber feet for portability. 











Accessory Swivel 20” Portable Fan 


Floor Stands available ted 


in 








for use with 


y 
wind anel. 
all Portable Fans. ede 


America’s Outstanding 
Fan Buy 
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| Fasco offers you 


a complete NEW line of 
Portables & Oscillators 


NEW models—NEW styling— 
NEW performance in portables 
that can be used in windows... 
floor fans . . . oscillators . . . fans 
on wheels . . . pedestal fans... 
all quality built by FASCO, the 
famous name in fans! Here’s a 
complete fan line you can sell with 
pride and profit. FASCO gives 
you a style and a price to please 
every customer, with deluxe mod- 
els guaranteed 5 years. Make it a 
BIG year with FASCO! 


Write TODAY for catalog and 
full information on the NEW 
FASCO line. Dept. 1255. 








FASCO Model 2069 FASCO Models 
WheelaBreeze. 1246 and 1746 
Portable Fans. 
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FASCO Model 167 
16” Oscillator—3 Speeds 


FASCO Model 56 
12” Floor Fan — 
3 Speeds 


/ 
FASCO Model 127 [1 
12” Oscillator 





FASCO Models 
124 and 103 
. 12” « 10% Oseliiator 











FASCO Model 169 
16” Pedestal Oscillator 
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counter and window display ideas and 
materials to tie-in with this May 7 


Saturday Evening Post advertisement. 
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DEMONSTRATE 


the Telechron clock-timer to sell more clock-radios. 
Show customers how the Telechron clock-timer turns 
appliances on or off... wakes them to music . . . sings 
them to sleep, then turns itself off. Send for copies 
of the full-color May 7 Telechron clock-radio timer 
Post ad for 50 different demonstration ideas. 














Telech ron timers 
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lock-radio sales ! 
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New full-color spread in 
The Saturday Evening Post shows 50 different 





re SO _. 830, .ovix ways customers can use a clock-radio 
a @ * va {" ; w i " 

a, a ia} spring and summer. 
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DISPLAY 


clock-radios and the Telechron clock-radio timer 
tent cards and streamer together in windows and de 
partments to attract customers, and to remind them 
of the 50 ways they could use a clock-radio. Write 
for free dealer display package today, ask us for de- 
tailed information on Telechron clock-radio timer 
itinerant window and departmental displays. Tele- 
chron Timers and Motors, Clock & Timer Dept., 
General Electric Company, 115 Homer Ave., Ash- 
land, Massachusetts. 


make sales easy--automatically 
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Sensational New “VWSTA-LITE” 
~ Ignition 


wey. A 


“AMERICA’S FINEST 
GAS RANGE” 


This remarkable new ignition system, developed by ROPER in co- 
operation with A.G.A., provides a far superior type of automatic 
lighting for top burners, oven and broiler. Just a tiny bead of gas 
flame does the job... instantly and effectively. Fuel consumption 
is appreciably lowered. Range cooking top stays absolutely cool. 


Here is an important new feature to present to 
your prospects. It will clinch many a sale for YOU. 














(oletieetioe 


Geo. D. Roper Corporation, Rockford, Illinois 


Qualified retailers are invited to write for full 
information on exclusive ROPER franchise. 


Company Name 
individual's Name 
Street Address 


City 


WATCH FOR ROPER’S EXTENSIVE 
CONSUMER MAGAZINE ADVERTISING 
IN CURRENT ISSUES OF... 


Selling Color TV 


CONTINUED FROM PAGE 77 


has been varied. Sales have been slow 
and the hopes for any appreciable vol 
ume hinges on more programming. 
Most of the present sales have been 
made to restaurants and other such 
public places. Some of the dealers 
servicing these accounts (on black and 
white) have been able to close the 
sale. Others have been stalled because, 
“They want a special price.” 

But consumer sales show signs of a 
pick-up. One dealer reported a couple 
were interested after the Peter Pan 
show—saying they owned a 12-inch 
black and white set and had been wait 
ing until color was good enough. A 
‘Troy, Ohio, dealer reported that he 
had two prospects interested in buy 
ing color. “But they want delivery in 
the fall,” he said. “Waiting for more 
programs.” Others report similar sit- 
uations. And many of them agree that 
price is not the stumbling block most 
feared. 

The dealer’s approach to sales are as 


COP BBP PPP PP PPP PPP PDD 


“High pressure salesmanship is sell- 
ing somebody something that they 
need, but selling it against their will 


George Johnston, Minneapolis dealer 


PBB DDD PDP DP PPP PPP PPP Dt 


varied as his results. TV parties are 
used and special invitations, cither 
printed or by phone, are best for pro 
ducing “qualified prospects.” Home 
demos of color sets are scheduled for 
the coming fall. And color has helped 
sell black and white sets, plus appli 
ances. One dealer, showing color to 
100 people in an evening, sold two 
black and white sets, a washer, a dryer 
and a refrigerator. All were directly 
traceable to the color showing. 

But the tendency is toward smaller, 
more personal showings in the future 
Dealers are searching for more “really 
interested prospects,” and not “just 
the lookers.” It is a highly specialized 
job of selling 


Signs of the Future 


Like his dealers, the future of color 
holds no fears for distributor Moore 
Despite the lack of color programs, 
he is convinced things are going well 
“I think it’s good as it is,” he says 
“We're not into a set movement 
period yet. It’s exposure we need.” 

Backing his optimism with more 
than hope, Moore is currently enlarg 
ing his warehousing facilities. When 
the expansion program is finished 
(Moore also carries the Norge line in 
white goods), he figures he may need 
it for color inventory. 

“Dutch” Moore is convinced color 
is here to stay. “With more color pro 
grams,” says Moore, “we could sell all 
the color sets we could get.”’ And he 
thinks the TV dealers could sell all 
the manufacturers could make—at to 
day’s prices End 
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Tough, pliable cover. 
Strong, loose-leaf 
construction 


Price $2.00 


-oylvania Technical 
Manual 


—the most complete, up-to-date, 
tube reference available 


@ Streamline, loose-leaf format makes it easy 
to use. 


@ Supplement service keeps you up-to-date 
month by month. 


The new 10th edition of Sylvania’s Technical Manual 
has been brought up to date completely to include the 
latest receiving tubes, picture tubes, and special-purpose 
tubes. More pages, more tubes, more features; yet 
because of its versatile format it’s still the handiest, 
comprehensive manual to use. 





Manual owners receive newly released tube data in 
loose-leaf form regularly so it can be inserted in the 
manual, 





Your copy of the 10th edition of the Sylvania Tech- 
nical Data Book is available at your Sylvania Distributor 
—or you can act right now and mail the coupon below. 


























— 
s | 
‘ Department E 19 N 
; Sylvania Electric Products Inc, 
; 1100 Main Street, Buffalo 9, New York 
’ (© check () money order for $2.00 is enclosed. Please send the 
: 10th Edition of Sylvania Technical Data. 
; Name = wn — 
SYLVANIA ELECTRIC PRODUCTS INC. ‘ 
1740 Broadway, New York 19, N. Y. 1 Address — 
In Canada: Syloania Electric (Canada) Lid. : . 
University Tower Bidg., St. Catherine Street, Montreal, P. Q. . City Zone State 
H ade 
. 


LIGHTING * RADIO « ELECTRONICS TELEVISION «© ATOMIC ENERGY 
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NEw Admiral 





1. Full: Width Freezer Chest 
2, Full Width Froxen Storage Drawer 
3. 2 ke —y Trays (1 Plas-Tray, 
1 Ejector 

4, & Fale Width Houvy Duty Shelves 
5. Lerge 21.5 qf. Full Width Crisper 
6. Automatic Interior Light 

7. Dial-Temp Cold Control 

. j “Pan-Type. Bottom 

9. “Colder To-The-eer’ Devi 
10. 3 Deep Capacity Door Shelves 
11, Positive Door-Stop 
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Additional Features in 
Model C1070 as 
Compared to DA960 





Admiral 


Model D745 
7.3 cu. ft. 


Deluxe Refrigerator 











17 Deep-Ca 


18. Tarnish Proof 
19. New Exterior 
20. More 


12. New Sty Tone” Titanium 
13, Bonutiiel | Gador-ton* 

Porcelain Interior jor Fini 
+A. High Gloss White Dulux Exterior Finish 
15, Recessed Toe Space 
1 forte ee 
17. All-Stee! iciency Insulation 
18, Extra-Thick High Eff 
16, “Penny-Pincher” Power Unit (1/8 WP) 
es site fens sible Floor Levelers 

21. Written 5-Vear Protection Policy 
22. Underwriters’ Laboratories Approved 


10.3 ey, fe, 
Retriger a 


@tor-Freeze, 

: Combination Refrigeratoy Freezer 
Full 10.3 Cu. ft. Net Capacity 

3. Huge Sub Zer 


6. Super Speed Freezing S 

Bottom F reezing Surfac 

7 Tarnish-Proof Canyon ¢ 

8. Frozen Dessert ang Sto 
9. No Defrosting Ever 


10 Exclusive Automatic “Moi 
1] Exclusive Ma 


helf and 
€ Plate 


Opper ice Trays 
Tage Pan 


Strol” 


Bic Ray Lam 
12 Humid-Coig Fo ; 


od Compartment 


13 Exclusive Vacuum Sealed Cabinet 


14 Aluminum “Glide Out” Shelves 
15. Two Porcelain Crispers 
16 King-Size Dairy ¢ 


hest (with 
removable Egg Ra , 


SIMPLIFIES 
builds customer © 


Now your salesmen can give the complete 
story on Admiral step-up features! 


ts — ) Basic Feature card, illustrated at left, goes on top 
of Admiral D745. This lists the features that are 
available in the Leader Model D745. Then, Step- 
Up Easel Charts point out, model by model, 
the additional features for each step-up. These 
charts, placed on top of each model, encourage 
step-up selling by your salesmen—step-up buying 
by your customers! Get your set of 7 easel cards 
now from your Admiral distributor! 








The name Admiral helps you sell 
TELEVISION * RADIOS + APPLIANCES 














* 





Chs, Butter 
and Snack Compartment) 


. Pacity Door Shelves with 
eversible Bottle Guards 


Keeper, 


Canyon Copper Door Trim 
Styling Custom Trim 
Powerfy! (1/6 HP ys 1/8 HP) 


Additional Features in 
Model C1181 as 
Compared to C1070 


3 Additiona| Ejector ice C 
4. Additiona| “Gli 
5 


ube Tray 
de-Out’”’ Shelf 
Additionai Deep-Capacity 


. Doo 
6 Touch-0-Magie” Door Op tens 





en 
7. Full Chrome Base z 
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STEP-UP PLAN 





G 
REFRIGERATOR SELLIN 


_ confidence... helps 








Additional Features in 
Model D959 as 
Compared to D745 




















Additional Features in 
Model CU13120 as 
Compared to C1181 
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you TRADE-UP! 
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Model D959 




















2. 14 Ibs. Additional Frozen Food Storage 
3. Over 3 Sq. ft. More Shelf Area 

4. “Loading Sheif” Double Wali 

Freezer Door 

5. Adjustable “Climate Controj”’ Deflector 
6. Tarnish Proof Can 
7. Larger Crisper ( 
8. Butter Keeper 









1. Push Button Aut 
2 Adjustable Shelf 
3, Drop-Type Shelf 

4. Two Extra-Large Crispers 






in 

Additional Features 
Model DA960 as 
Compared to D959 
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Admira] 
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2. 39 Ibs Additional Frozen Food Storage 
3. 6 sq. tt Additionaj Shelf Area 
4 “Up-Side-Down”’ Design 
5 Additional Super Speed 
Freezer Shelf 
6. Two Sub-Zero Freezer Inner 
Door Shelves 
7. “Glide Out” Frozen Storage Basket 
8 Additional Humid-Coig Compartment 
Shelf 
9. Deluxe Front Trim On Crispers 
10 Choice of Exterior Colors 
1] Additional Capacity (1/5 HP ys 1/6) 












‘onal Shelf Area 
Door for Freeze, 









(2-Door Design) 
4. Sub Zero Freezer Inner Door Shelf 
5 Additional “Glide-Out” Shelf 


All 4 Shelves Glide Out 
6. Additional "To 


Opener 
7. Deluxe Front Trim On Crispers 
8 Additional Power Unit (1/5 HP ys 1/6) 
9. Choice of Exterior Colors 

































Additional Features in 
Model CT1381 as 
Compared to C1181 


uch-0 Magic” Door 
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Slim (Micro) Tube says: 
They’ve got 

to be thin 

to give 

quick response 





You have what your customers want 
.. » faster response at every turn of 
the switch—up or down... when 
you sell ranges equipped with... 


Surface 


Units 


More leading makes of electric 
ranges are equipped with Micro- 
tubes than any other unit... for 
reasons like these... 


FASTER HEAT-UP . . . slim tube is hot 


in seconds. 


QUICKER RESPONSE . . . thin, sturdy 
tube has only Ys the mass to heat 
up or cool down, in response to any 
change in switch position. 


MORE HEATING SURFACE .. . flat- 
top, close-spaced coils provide max- 
imum contact with cooking utensils; 
built-in coil support keeps them per- 
manently flat, in uniform allover 
heat pattern. 


Ask for Microtube-equipped ranges. 
You get these extra selling points 
which increase sales; result in quicker 
turnover, more profits. 

For complete information on 
Chromalox Microtube Surface Units, 
write us direct. 


A-€406 


Edwin L. Wiegand Company 
7525 Thomas Boulevard 
Pittsburgh 8, Pa. 


The trend is toward 
slim, flat-top 


) j) . a ) 


~ 


CHROMALOX 
Checlhiic Cooking 


al ils Beat & 
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4 Adaptors plus 2 Microtubes 


service 98% of all range openings. 
Order from a Chromalox Distributor. If 
you don't know a Chromalox Distributor, 
contact one of these... 


CHROMALOX 


DIRECT FACTORY REPRESENTATIVES 
ATLANTA 6, GEORGIA 

C. B. Rogers and Associates 

1000 Peachtree Street, N.E.—Elgin 1733 
BALA-CYNWYD, PENNSYLVANIA 

J. V. Calhoun Company, 349 Montgomery Avenue 

Greenwood 3-4477-78-79-80 (Philadelphia Exchange) 
BALTIMORE 18, MARYLAND 

Paul V. Renoff Company 

333 East 25th Street—Hopkins 7-3280 - 7-3281 
BLOOMFIELD, NEW JERSEY 

M. B. Rosevear Company, Inc. 

Two Broad Street —Bloomfield 2-8600-8604 

New York City: Worth 4-4258, 4-4278 
BOSTON 11, MASSACHUSETTS 

Leo C. Peikus and Company 

683 Atlantic Avenue—Liberty 2-1970 and 2-1946 
BUFFA’.O 2, NEW YORK 

Niagara Electric Sales Company 

505 Delaware Avenue Summer 4000 
CHAT ANOOGA 2, TENNESSEE 

Harold Miles and Associates 

424 Georgia Avenue— Phone 5-3862 
CHARLOTTE 2, NORTH CAROLINA | 

Ranson, Wallace & Co., 116% East Fourth Street 

Edison 4-4244—Franklin 5-1044 | 
CHICAGO 6, ILLINOIS 

Fred |. Tourtelot Co., 407 South Dearborn Street 

Harrison 7-5507, 7-5508, 7-5509 
CINCINNATI 8, OHIO 

William F. Smysor Company 

1046 Delta Avenue—Trinity 0605 } 
CLEVELAND 13, OHIO | 

Anderson-Bolds, inc 

2012 West 25th Street 
DALLAS 26, TEXAS 

L. R. Ward Company 

3009-11 Canton Street—Riverside 6279 
DENVER 11, COLORADO 

Richards & Associates 

2415 15th Street—Glendale 5-3651 
DES MOINES 14, |OWA 

Midwest Equipment Company of lowa 

842 Fifth Avenue-—Des Moines 3-1203 
DETROIT 38, MICHIGAN 

Carman Adams, Inc. 

15760 James Couzens Highway 
HOUSTON 3, TEXAS | 

L. R. Ward Company 





Prospect 1-7112 


University 3-9100 


1814 Texas Avenue —Blackstone 0356 

INDIANAPOLIS 4, INDIANA 
Couchman-Conant, Inc 
627-631 Architects & Builders Bidg 

KANSAS CITY 6, MISSOURI 
F Moore Company 
106 East 14th Street—Victor 3306 

LOS ANGELES 11, CALIFORNIA 
Montgomery Brothers 
2113 South San Pedro Street—Richmond 7-9401 

MIDDLETOWN, CONNECTICUT 
Dittman and Greer, inc 
33 Pleasant Street Diamond 6-9606 

MILWAUKEE 3, WISCONSIN 
Gordon Hatch Company 
531 West Wisconsin Avenue—Broadway 1-302] 

MINNEAPOLIS 4, MINNESOTA 
Voico Company 
831 South Sixth Street—Geneva 3373 

NEW YORK CITY, NEW YORK 
See Bloomfield, New Jersey 

OMAHA 2, NEBRASKA 
Midwest Equipment Company of Omaha 
1614 izard Street —Atlantic 7600-7601 

PHILADELPHIA, PENNSYLVANIA 
See Bala-Cynwyd, Pennsylvama 
(Suburb of Philadelphia) 

PITTSBURGH 6, PENNSYLVANIA 
Woessner-McKnight Co., 1310 Highland Building 
115 South Highland Avenue —Emerson 1-2900 

PORTLAND 8, OREGON 
Montgomery Brothers 
1815 Northwest Northrup Street Beacon 4197 

ROCHESTER 4, NEW YORK 
Niagara Electric Sales Company 
133 South Clinton Avenue Hamilton 5166 

ST. LOUIS 1, MISSOURI 
C. B. Fall Company 
317 North Lith Street—Chestnut 1-2433 

SAN FRANCISCO 3, CALIFORNIA 
Montgomery Brothers 
1122 Howard Street Underhill 1-3527 

SEATTLE 4, WASHINGTON 
Montgomery Brothers 
911 Western Avenue —Seneca 3270 

SYRACUSE 6, NEW YORK 
Rob-Smith Company 
2507 James Street Syracuse 73-2748 

WICHITA, KANSAS 
F. D. Moore Company, Room 211 Derby Building 
352 North Broadway Amherst 2-5647 


Melrose 5-5313 
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excessive overheating, using the tem- 
perature tolerance chart below as a 
guide. (If a tolerance chart for the 
make under test is at hand, use that 
instead.) Also remember that the 
ground indicating lamp should not 
light throughout this test. 

Since this final test is to determine 
whether the iron shuts off and comes 
on automatically at several points on 
the scale, do not move the control 
knob to the next higher stage until 
the iron has shut off and come on 
automatically at least once. This point 
cannot be overemphasized, for it 
should be made quite clear that if you 
even touch the control knob while 
the thermostat is autornatically off, 
you help the thermostat complete a 
part of its function. In other words, 
you not only want to know that the 
power is turned off within the limits 
of a particular setting, but also that 
it is restored within those limits. 

Now if the test so far has revealed 
that the iron maintains a temperature 
suitable for rayon, move the control 
knob up to Wool and check this stage. 
Finally, advance the knob to Linen. 
If these three stages are reasonable 
accurate, you may assume that the in- 
termediate points are in proportion. 

The following tolerance chart will 
serve for general use and whenever the 
chart for a specific make is not avail- 
able. 


Temperature Tolerances 


Rayon 175—225° 
Silk 225—350° 
Wool 325—450° 
Cotton 425—550° 
Linen 525—600° 
Repairing 


Heating Elements should be re- 
placed if they are burned out, 
grounded, or otherwise faulty. No 
patching should be attempted. 

Thermostats may be adjusted up or 
down the entire scale if they are pro 
vided with a regulating device. For 
example, if a thermostat is sound in 
every other respect and the heat test 
reveals the temperature is, say, 120° 
too high in every stage tested, it fol- 
lows that an adjustment is advisable. 
Under no circumstances, however, at 
tempt to adjust a thermostat which 
has no provision for adjustment—re- 
place it. 

Thermostats must be replaced if 
they operate erratically, if grounded, 
if the switch points are inclined to 
stick, or if they are faulty in any other 
particular. 

Replacing Thermostats or Ele- 
ments. When replacing these inter- 
nal parts, do not fail to provide safe 
clearance between the current-carry 
ing parts, and between these and 
other metal parts to insure against 
short circuits and grounds. Test for 
short circuits and grounds before and 
after installing the cover. 

Control Knobs are positioned by 
setting the control shaft to the Off 
extreme—which is easily ascertained 
with the series test lamp—and then 
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installing the knob so that it points 
precisely to the Off marking. 

Cord Sets, Except for replacing the 
attachment plug, more labor is ex- 
pended in repairing a cord set than in 
replacing it. Furthermore, even more 
labor is saved if genuine cord sets are 
used in preference to either the fit-all 
variety or those assembled from bulk 
supplies in the shop. 

Genuine Cord Sets—those supplied 
by each manufacturer for his own make 
and model—are fitted with the proper 
eyelets or other terminals, together 
with the strain relief and/or cord 
guard if required. And although these 
assemblies may cost somewhat more 
than any make-do cord set, the labor 
saved offsets the difference and the 
fininshed job presents a more pro- 
fessional appearance. 

Replacement Cord Sets—whether 
fit-all or assembled in the shop—should 
equal in current-carrying capacity and 
in every other quality the cord set 
originally supplied with the iron. 

Attaching Cord Sets. Whenever a 
cord set is to be re-connected, strain 
relief must be provided at both ends 
to protect the electrical connections 
from mechanical stress. This protec- 
tion is usually accomplished by snub- 
bing the wires in a standard attach- 
ment plug, and by the use of some 
form of clamp in the terminal enclo- 
sure. The cord must be made mech- 
anically secure ahead of the electrical 
connections, 

It is also well to remember that 
because of the extreme heat inside 
the terminal enclosure no friction tape 
should be used for insulation on this 
end of the cord. (While one manufac 
turer applies a small band of friction 
tape to the outer braid of the cord as 
padding under a metal strain relief 
clamp, drying out of the tape in this 
instance, of course, can do no harm.) 
Instead of tape, asbestos string should 
be used to bind the fuzzy asbestos in- 
sulation of the separate conductors as 
well as the ragged ends of the outer 
braid of the cord. 

Here is an easy method to follow 
which will enable you to lace the end 
of the cord neatly. After the outer 
braid has been cut back the required 
length and the tip ends of the wires 
have been properly stripped, form 
this prepared end of the cord into a 
Y. Begin with the asbestos string at 
the bottom of the Y by whipping 
down the ragged ends of the outer 
braid; then—using a coarse spiral over- 
lay~—bind the fuzzy asbestos insulation 
of one separate conductor almost to 
the end of the insulation. Make two 
or three turns at this end and return, 
making a similar overlay in the oppo- 
site direction, to the bottom of the Y. 
te the process on the second 
individual conductor finishing at the 
bottom of the Y where, after making 
a turn or two, you can tie the ends of 
the asbestos string together. When 
properly done, the individual asbestos 
insulated wires will be whipped with 
a crisscross effect. 

No exposed wire nor strands of wire 
should be left in the terminal enclo- 


sure, rather, only enough wire should 
be stripped to fill the terminal so that 
the insulation butts right up to the 
binding screw. 

All connections must be tight, as 
a loose conection develops tremen- 
dous heat—enough to burn off a ter 
minal in a short time. 

Wires should never be tinned 
which are to be connected inside the 
terminal enclosure, for the temperature 
here is too close to the melting point 
of solder, Use eyelets, pressure connec- 
tors, or the same type of terminal used 
on the original cord. 

Mechanical repairs require good 
judgment and careful shanvelion. 
Handles, control knobs, terminal box 
covers, and all other parts should be 
replaced in the same manner in which 
they were originally installed by the 
manufacturer, Every part, however 
insignificant any may seem, hag its 
place and purpose, Neither add nor 
take away—and never improvise. 

For specific information, consult 
only reliable sources, such as the 
manufacturer's service manual or the 
nearest authorized service station, 

Steam Irons may be put to prelim- 
inary tests to ascertain the cause of 
failure. If only minor external re- 
pairs are needed, there is no reason why 
this service cannot be handled in the 
dealer's shop. Beyond this proceed 
with caution. There are two reasons 
for this: 

1. Some manufacturers offer an ex- 
change plan to customers whose steam 
1ons require major repairs whereby 
the customer can get a new or factory 
rebuilt steam iron (which cannot be 
told from a new one) for much less 
than the price of a new iron outright. 

2. Specific training, special tools, and 
a rather complete stock of parts should 
be acquired before attempting major 
repairs on steam irons. Inasmuch as 
only a small proportion of the irons 
received for repairs are steam models, 
and out of this small number only a 
few require major service, it would 
seem hardly worth-while to make the 
initial investment—at least until suf 
ficient volume justifies this step. 

In any case, therefore, find out from 
the nearest service station what type 
of service policy applies to a particular 
make and model, 

This farming out of major steam 
iron service does not impose a hard- 
ship on customers, for a steam iron 
is most often the second iron in a 
house, Bear in mind, too, that of those 
received, few will require major service, 

Before affixing your stamp of ap- 
proval to any job—whatever the extent 
of the service—subject it to every test 
shown under Testing and if it is not 
verfect in every respect, make it so, 

ixperience has proved that scrupu- 
lous attention to every detail is not 
only profitable, but also leads to a 
growing circle of graceful customers, 

End 





Editors Note: Part 3 in this series, 
Repairing Toasters, will appear in the 
June issue. 
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NOW IS THE TIME TO 








THIS iS ALL you NEED! +1, compact, economical “Show-'em- 


All” Display shows Go-Together Colors on actual Youngstown Kitchens 
units... 


@ Dawn Yellow wall cabinets 
@ Meridian Blue base cabinets and cabinet sink 


Add a cabinet sink in Sunset Copper, and it's all you need! 





ee 


-_ 
4 
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VOLUME SIN LE-UNIT SALES! There's volume and profit in 


single-unit sales, too! 

@ HOT! 22 cabinet sink models—in Go-Together Colors at no extra 
cost! 

@ HOT! The greatest Food Waste Disposer ever—at the lowest 
possible price. Just $79.95! 

@ HOT! 3 new Jet-Tower* Dishwashers, including two 30” models 
with biggest capacity anywhere. Work-level, undercounter, and 
electric-sink models! 


Your prospects will want them. You can get them overnight from your 
distributor! *Reg. U. 8. Pat. Off 
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5 TO 1 PREFERENCE 


TO SELL ALL THIS! You'll sell whole kitchens and more .. . 


because the customer who modernizes her kitchen goes all out! You'll 


sell... 


@ Ranges @ Refrigerators 


@ Floor coverings 


@ Major and minor appliances 


. and much, much more. There's no limit to the related sales you 
can expect to make! 





NO DEALS! NO TRADES! NO OBSOLESCENCE! ;.. 


Youngstown Kitchens, and keep your profit! 


@ You make no deals—and nobody forces you to! 


e@ You take no trade-ins! 


@ No yearly model changes to obsolete your stock! 


@ No excessive service costs—customers stay satisfied! 


@ You sell on F.H.A. terms—no money down, no recourse! 


What other business offers you all these advantages! 
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CASH_IN ON THE 


EASY TO PLAN AND INSTALL! ,, no time, your distributor 


can show you Youngstown Kitchens’ simple planning system. You'll 
construct perfect scale models with the exclusive Min-A-Kit; estimate 
quickly and simply with the kitchen measuring rule; make profes- 
sional sketches with the handy template. And installation of these 
prefabricated steel units is so easy that you can actually make over- 
the-counter sales to the do-it-yourself handyman! 


GORGEOUS NEW GO-TOGETHER COLORS! Your answer to 


today’s color trend—Go-Together Colors at no extra cost! Only Youngstown 
Kitchens has them... 


e Star White @ Dawn Yellow e Meridian Blue @ Sunset Copper 


Your prospect picks her colors—uses them alone or in any combination. 
She can’t go wrong! 


DON’T LET SOMEONE ELSE GET THIS HIGH-PROFIT BUSINESS 
FROM YOUR CUSTOMERS! 

Your market is here. It’s waiting for you. And you can begin to cash in on it by having 

a sampling of Youngstown Kitchens cabinet sinks on your floor. Get your share of this 

high-volume, full-profit business—send in the coupon today! 


SEE OUR COMPLETE-LINE KITCHEN DISPLAYS 
IN CHICAGO—Room 1119, Merchandise Mart 
IN SAN FRANCISCO—Suite 180, Merchandise Mart 


MULLINS MANUFACTURING CORPORATION «¢ WARREN, OHIO 


World’s Largest Makers of Steel Kitchens 
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4. W. Purvis, Menager of Dealer Seles 
Youngstown Kitchens, Mullins Manufacturing Corporati 
Dept. EM-555, Warren, Ohio 





Please tell me how | can get into this profitable kitchen business, 


Please have your representative call on me—no obligation. 


Wawe (Please print) 
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with range-type thermostat 
that accurately 





controls heat from 150° to 500°! 


NOW—the Number 1 waffler- 
grill is more salable than ever! 
It’s the only appliance of its 
kind with controlled heat, by 
degrees—just like an electric 
range-—from 150° to 500°. Arvin 
Lectric Cook is a Sandwich 
Toaster, Steak Grill, Double 
Griddle, and Automatic Waffler 
~the 4-in-1 appliance which is 


America’s favorite for every gift 
occasion! Cooking area equal to 
three 10-inch skillets feeds a 
crowd with hamburgers, pan- 
cakes, bacon and eggs . . . even 
crepes suzette! Converts in sec- 
onds to a fully automatic waffler 
with signal light. Waffle grids 
included. Complete $9995 


with recipe book. . 
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Arvin Lectric Cook-All 
In addition to 190 sq. in. griddle area 
with its unlimited possibilities, this 
unique appliance serves as oven, roaster, 
saucepan, casserole, and chafing dish! 4 
qts. capacity for stews, fricassees, spa- 
ghetti, or vegetables. Accurate heat 
control, 150° to 500°, $9995 
Recipe book included........ 


goes even further! 


Arvin INDUSTRIES 
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Steak Grill 
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Price’s Big Party 
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door, thanks to the publicity which 
our birthday celebration received. 
The publicity in itself was of incal- 
culable value: there were stories al- 
most daily in the two Norfolk papers 
and frequent breaks on radio and 
TV.” 

+) “Because we were able to pub 
licize Norfolk and its Azalea Court 
during our motorcade from Wiscon 
sin to Virginia, we have earned the 
appreciation of civic groups and mu 
nicipal leaders.” 

5) “Perhaps most important was 
the fact that we proved to ourselves 
that we could effectively stage a pro- 
motion of this kind. With it under 
our belt we're ready for equally am 
bitious local promotions and sales 
drives. If we had decided against 
running the birthday party the self- 
confidence of the whole organization 
might have suffered. The success of 
the party was a real morale builder.” 

Price is in earnest about that re- 
mark. At this moment his salesmen 
are hard at work on the biggest washer 
promotion the firm has ever staged. 
The goal: 1000 washer sales in May 
and June, 


Was It Worth It? 


Price’s firm answer to that question 
is the only one which really counts, 
since he is the one who footed the 
bill. 

But the cost and scope of the 
promotion raised some question 
imong observers on hand for the cele 
bration. ‘They were wondering 

whether a dealer who dominates 
1 market as thoroughly as Price does 
needs to undertake such a elaborate 
promotion 

whether the promotion didn’t 
ittract too broad an audience. Some 
persons in the crowd were obviously 
not good prospects but merely on 
hand for the free show. Others were 
Price customers of long-standing. It 
was a question as to just how many 
bona fide new prospects were among 
the 20,000 persons who jammed thx 
City Arena or among the 2000 who 
later visited one of Price’s five stores 
to leave their entry in a guessing con 
test announced at the Arena 

On this latter point, Price admit: 
that in any event of this kind there 
is an element which must be dis 
counted as prospects. But he mad 
certain (through his promotion of 
the Azalea Court) that members of 
the local Garden Club would show 
up. And they did. About 600 mem 
bers registered, and many of them 
brought friends and relatives along. 

As to whether he needed to stage 
the promotion, Price will say only 
that the affair served to heighten 
community-consciousness of the Price 
firm and there can be no ceiling on 
that 

Perhaps the best answer came from 
a dealer in another part of the coun 
try Defending the merits of the 
Price promotion he observed that 
‘even the biggest cathedrals still ring 
their bells.” End 
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make 


the 
best 
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? salesmen 





... especially people like 


HERB SHELDON 


Wherever there's a TV set in the nation’s 
No. | market, Herb finds a warm welcome 
waiting for him — just for being himself. That 
means being natural, neighborly and funny, 
as he entertains (and sells) the lady of the 
house, every weekday morning from 8:55 to 10, 
It’s a program custom-made for housewives . . . 
including a special cooking feature by 
Josephine McCarthy. And homemakers clearly 
find Herb captivating, because they keep busy 
buying the products he demonstrates 
and recommends, 

His clients keep busy, too, writing nice 
letters like this: 


“] cannot tell you how pleased we are with 

the selling job that you have been doing for 

Whirlpool. The impact of your ‘low pressure 

selling’ is one reason why Whirlpool is 

number one in the number one market,” 
David Oreck, V. P. in Charge of Sales, 
Bruno— New York, Inc. 


When you're considering media to help 
you sell the New York market, remember 
this oldest of advertising truths; People 
Make The Best Salesmen! And WRCA-TV 
has some of the warmest, most persuasive 
people in television, Like Jinx Falkenburg, 
Norman Brokenshire, Ken Banghart, 


Gene Rayburn...and like Herb Sheldon. . 
~ “y 
WRCA-TYV. 4 


In New York, sell 


more on 4 





Represented by NBC SPOT SALES 


NEW YORK @ CHICAGO e DETROIT « CLEVELAND 
WASHINGTON © SAN FRANCISCO @« LOS ANGELES 
CHARLOTTE® @« ATLANTA® @ DALLAS* 

*Bomor Lowrance Associates 
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FREE! 50 copies of this new 
Home Wiring Booklet! 


(BULK ORDERS $5.00 PER 100) 


Now... at low cost... you can tell every one of your 
homeowner-customers the vital story of 
ADEQUATE WIRING—WHAT IT IS—WHY IT’S NEEDED—HOW TO GET IT! 





Here, packed in 16 pages, are the ABC’s of the adequate 
wiring story that’s so vital to your business today. It’s told 
in a highly interesting, extremely readable manner. It’s 
plentifully illustrated with numerous cartoons. There’s been 
nothing quite like this booklet since inadequate home wiring 
became a major problem to the electrical business! 


INFORMATIVE! 
Here’s a booklet that shows your customers the real cause 
of poor appliance performance. It takes the unjust blame 
off the appliances you sell, and puts it right where it belongs 
— on inadequate, “skimpy” home wiring! 


AUTHORITATIVE! 
“The ABC of Home Wiring” was written in close col- 
laboration with the National Adequate Wiring Bureau, 
representatives of public utilities, and leading electrical 
contractors, You can be sure of the data it contains! 


LOW-COST! 
Kennecott offers you this booklet at less than cost. It’s part 
of the national advertising campaign now being sponsored 
by Kennecott—to the benefit of the entire electrical industry. 
The first 50 copies are free of cost to you. Order as many 
more as you need below cost... only $5.00 per hundred. 


Use it as an effective giveaway in your store—to tell the vital 
story of adequate wiring to all of your customers! For your 
copies, send order blank at right. 





Fabricating Subsidiaries: CHASE BRASS AND COPPER CO. 
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Has your house 
outgrown its wires? 





Appliances can 
starve to death! 





How to diagnose 
electrical ills, 








Kennecott Copper Corporation 


« KENNECOTT WIRE AND CABLE CO. 
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How wires work 
in your home. 





How much 
adequate wiring costs. 








“@ 










Adequate wiring 
is an investment! 









Kennecott Copper Corporation EL ME-555 
161 East 42nd St., 
New York 17, N. Y. 





[] Please sendme.......... Free copies of your booklet, 
“The ABC of Home Wiring."’ (up to 50) 


[) Enclosed is check for $........ payment for ........ 
copies, ‘The ABC of Home Wiring"’ at special price of 


t $5.00 per 100. (Minimum order $5.00) 
i () Please send information on Free Kennecott national ad 
SEND THIS ORDER BLANK ' reprints, poster-sized ad blowups, home wiring wall chart. 
' 
, My ee eae mnsnadhijiteihms te ai Siaiilililintae lacie 
for your copies of “The ABC of Home Wiring.” . 
First 50 copies FREE; additional copies only — serie sine ee 
$5.00 per hundred. Use the coupon now! g  Adoness sic elichleciamnei RS 
B civ ‘ ae STATE 
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It's true—65% of the freezers sold in 1953 (*as reported 
by REMA) incorporated a Tecumseh hermetic compressor! 
This overwhelming acceptance by the freezer industry 
proves the superiority of the Tecumseh hermetic. 


Lower price, better performance, greater capacity and 
lasting dependability are but a few of the reasons why the 
Teeumseh hermetic is preferred for low temperature appli- 
cations, Our engineers will be glad to show you how the 
Tecumseh hermetic can save you time and money on your 
application, 


Dealers too, will find that these facts present powerful 
sales arguments to convince customers that freezers 
equipped with a Tecumseh unit will give long, satisfactory 
service and reduce operating costs to a minimum, 


UCTS 


| TECUMSEH P 











One Stop at the Store 





CONTINUED 


sired kitchen. At the first interview, 
for example, while he is questioning 
the housewife to get her views on what 
she wants, the rough pencil sketch he 
makes convinces her that he under- 
stands what is needed, 

Between the time of the first inter- 
view and the second, when he presents 
the couple with a finished drawing in 
color and a working drawing, a confer- 
ence has been held with the service 
and repair manager, with the com- 
pany’s full-time carpenter and with 
the plumber, on the amount of work 
needed. An estimated overall cost is 
then drawn up. This figure takes into 
consideration whatever work may be 
necessary—flooring, plaster work, new 
outlets or remodeling. Figured also 
into the total is the cost of refrigera 
tor, range, cabinets, sink or other de- 
sired equipment. 

Floyd Griffis also is prepared to offer 
suggestions on the proper type and 
color of linoleum for the new kitchen, 
as well as on drapes and other decora- 
tions. He is ready to accept the re- 
sponsibility of getting samples and 
prices on these items, and if the cus- 
tomer desires, will include the lino- 
leum, drapes and decorations in the 
completed plan and cost estimate. 

“If the fnished drawing and plans 
isn’t just exactly what the customer had 
in mind, we do it over again,” says 
Floyd Griffis. “We always go out of 
our way to help save on the total cost 
by figuring out ways to cut corners and 
to conserve on remodeling cost. We 
will also help the customer work out 
financing, if he desires it.” 


Customer Not Obligated 


On the housewife’s part, there is no 
obligation until she has signed the 
contract for the remodeling job. 
Griffis’ drawings, specifications and 
cost estimates are all done without 
charge or obligation. At the time the 
contract is signed, Griffis reminds the 
customer that Modern Youngstown 
Kitchen Engineers always states in its 


FROM PAGE 89 























advertising: “No job complete until 
you are satished”, and he repeats the 
guarantee. 

In order to carry out the company’s 
program of offering the remodeling 
job as a package deal, Griffis employs 
his own carpenter and electricians, 
and has a contractual tie-up with local 
plumbers. The entire organization is 
thus efficiently geared for teamwork 
to produce the satisfactory result. Prof- 
its on carpentry and wiring work are 
held to a minimum, according to 
Griffis, since the company depends on 
these factors only to maintain the 
sale of kitchen equipment. 

“Sometimes the customer buys his 
kitchen a piece at a time as he can 
afford it,” Griffis says. “He will have 
the original drawing of the complete 
kitchen as a goal toward which to 
work and will start with the purchase 
of a new sink, choosing the features 
he wants, where he wants them. Then 
later, he adds new cabinets, a refrig 
erator and range. Still later comes the 
water heater or freezer or whatever 
clse he desires. 

Liberal credit terms and assistance 
in financing is offered by Griffis. Un 
der his package deal, an excellent 
kitchen can be had by the average 
housewife, for example, on F.H.A 
terms with no down payment and 
monthly payments of less than $10 
per month. Most of the company’s 
advertising stresses this advantageous 
arrangement. 

“Our kitchen building department 
was established about ten years ago,” 
explains L. J. Griffis, Jr. “It was a 
natural result of the housewife’s de 
mand for one agency to which she 
could turn over her problems.” 

Modern Youngstown Kitchen En 
gineers handles a full line of appli- 
ances, but is known as one of Birming 
ham’s top specialists in creating new 
and remodeled kitchens. In the sale 
of complete kitchens alone, the com- 
pany does a sales volume of more 
than $150,000 annually. End 









































THE RESTAURANT CLOSES IN FIVE MINUTES.” 
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¢ iio | Ls Oe) ADVERTISING 


Here’e plenty at honey . Beal eee cee 


, advertising . . . week-ofter-week in Sunday 
' newspaper magazine sections, “Parade” and 


“American Weekly”. . . plus “Good 
Housekeeping” to help you sell the complete line. 


PROMOTIONS 
New profitable promotions to stimulate sales of 
6 first time at the January show, These ideas ore 
Here’s proof of Nesco’s leadership . . . three new products, and “honeys”. Be sure you get complete details 


Nesco appliances were introduced for the 


es 
eaaeaae”™ 


from your Nesco Distributor, 
five proven money-makers to capture the fancy of America's 


homemakers! They’re all beauties! They’re priced competitively! | M 
NEW RETAIL 
SALES HELPS 
’ Even Nesco cartons are ‘Silent Salesmen". 
there’s plenty of honey to make you money!! uate enon ae poi eile 
of direct mail, catalog pages, envelope 
stuffers and newspaper mats to help you sel! 
the complete tine, 


They're the RYTE line to sales and profits. Yes, at Nesco... 


FRY RYTE AUTOMATIC New NESCO NESCO DELUXE 
ELECTRIC DEEP FRYER ELECTRIC TEA RYTE ELECTRIC ROAST RYTE N € S CG 
The original electric deep Teatime, Mealtime, This automatic 18-qt, capacity — LEADING 
fryer. . . and still the Snacktime, Coffeetime is Nesco Roaster features all the QUALITY LINE 
favorite, coast-to-coast, an “instant success” for the famous quality and controls Nesco is outstanding in the manufacture of 
Exclusive Nesco features one who owns a new Nesco found on the super-deluxe best quality merchandise, First to produce an 
such as automatic dial Electric Tea Ryte beverage model except the clock timer. electric roaster. . . first in style and design of 
control, quick-empty maker, Full 10-cup capacity Complete with 5-pc. Eze-Clean decorated and galvanized ware ond 
“Drain-Lok", patented filter in gleaming sterling chrome porcelain cook set, recipes first in the hearts of America’s homemakers? 
well plus special safety . . crafted to match the and cord. Suggested retail 
features help for fast finest service, Brews at price $44.95, 
turnover, 4 pint or cup-a-minute rate, Complete {24am NESCO SUPER DELUXE ELECTRIC ROAST RYTE 
6 pint capacity . . . retail with cord and aluminum tea . Those who want the best choose Nesco the 
priced from $19.95. basket, Suggested retail . most famous name in roasters, This big 20-qt. 
price. . . $29.95. ~}- ' fully automatic Nesco Roaster cooks everything 
With matching tray, sugar " ig from pastry to turkey, casseroles to roasts . 
and creamer and recipe j : We complete meals! Complete with all the exclusive 
book . . . $39.95. . NESCO features such as: built-in automatic 
‘ ; ae “Dinner-watcher" clock timer, automatic Temp 
Ryte thermostat, jewel-light signal control, 
adjusto-safety-serving rack and see-thru Pyrex 
window in aluminum cover, Complete with 
5-pc, Eze-Clean procelain cook set, cord and 
recipe book, Suggested retail price, $79.95. 


ROAST RYTE 
CABINET 

So convenient with 
two spacious shelves 
and door hanger for 
Infra-Red Broiler 
Griddig, Titanium 
enamel, chrome 
handies and easy 
rolling casters. 
Suggested retail 
price $24.95, 
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NESCO SUPER DELUXE 

ROUND COOK RYTE 

Just right for parties and buffet 
service! 2°4-qt, size in gleaming 
chrome, Thermostatic control and 
automatic signal light, Complete with 
cord, chrome cover and recipes, 
Suggested retail price $20.95, 


New NESCO ELECTRIC SAUCE PAN New NESCO ELECTRIC FRY PAN NESCO SUPER DELUXE 
Nothing like it on the market! There's a big market for the new Nesco OVAL COOK RYTE 
Big . . . holds 4 qts. and it's Silicone Automatic Electric Fry Pan with Big. . . 6-qt, capacity. . . holds 2 
surfaced so food won't stick. Exclusive exclusive Nescontrol Dial that gives chickens or 12-Ib, roast, Perfect for 
Nescontrol dial sets the cooking accurate cooking temperature and buffets and picnics, Titanium enamel 
temperature to proper degree and with exclusive Silicone surface that with polished aluminum cover, 
built-in thermostat keeps it there for prevents sticking and burning. The thermostat control and automatic signa 
best results, Finished in polished Nesco Fry Ryte Fry Pan is extra big light, Complete with bake rack, 
mirror aluminum . . . just right for . + » just right for family or party cord and recipe book, Suggested 
table-top cooking and serving. table-top service. Complete with cord retail price $29.95. 
Complete with cord and recipe book and recipe book. . . $24.95 retail, 

$34.9 | retail, With cover, $27.95. 


Order from your NESCO distributor. 


© 1955 NESCO, EXECUTIVE OFFICES, MILWAUKEE 1, WIS, 


You are always RYTE....with NESCO 
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introducing the 
new ranges by 





all-new, colorful, brilliantly designed 


All-new from top to bottom, the fabulous new Caloric gas ranges are the 
most exciting, desirable and saleable in more than half a century of Caloric 
progress. And they offer dealers the greatest opportunity for substantial profits. 

These sensational ranges represent a revolutionary new concept... 
maximum cooking capacity in minimum over-all dimensions 

Here’s new flexibility. In just three basic sizes, 24”, 36", and 40”, the new 
Caloric ranges provide an almost infinite variety of combinations. The 
housewife can choose an oven to suit her needs . . . either 13” “ Pastry’’ oven, 
16” full-size oven, or 20” “‘Harvest’’ oven. She can have two ovens in one 
range or a high-level broiler with rotisserie. She can have automatic con- 
trols, oven indicator light, “‘matchless’’ performance, four burners or six, 
divided or cluster top-burner arrangement. 

Here’s the new look in ranges. With new backguard, new angled control 
panel, freshly styled door panels, the new Caloric ranges have a distinctive 
and unusual profile 


The tasteful use of color . the brilliant years-ahead styling of Peter 
Miiller-Munk Associates... the great new features... the sturdy long- 
lived construction . . . all these add up to one thing: You'll be years ahead 


with Caloric! 


For complete information, contact your Caloric representative or write 
direct to Caloric Appliance Corporation, Topton, Pa 


with these revolutionary new features 















ROTO-RAY BARBE. ULTRA-RAY HI. TWOOVENS... INDIRECT BACK. IN-A-LINE TIMER... ANGLED CONTROL 
QUER ... This new rotis BROILER ... The high A modern Caloric kitchen GUARD COLORED Vertical marker shows at a PANEL... Easier to see 


serie gives barbecue broil- level broiler that eliminates convenience, the two-oven LIGHTING . . . Dramatic glance how much cooking easier to use. And the 
ing in your own home. No unnecessary stooping It’s range is a real “‘must’’ for color effects to match your time remains. Can be set modern control knobs are 
expensive extra cquipment the ultimate in quick, ra- many housewives kitchen decorating scheme for a minute or an hour recessed, can’t be bumped 
Motor-driven spit turns diant, infra-red cooking Lighting available in frosty or jogged 

meat slowly and smoothly blue, minty green, rosy 


pink, cool white 
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PALM SPRINGS 


New 40” range. Shown here with automatic oven timer, extra-large 
“Harvest” oven, and Roto-Ray Barbequer. Model CPW A4AX. 


( 























SEA ISLE 


range. Shown here with automatic 
oven timer, 20” “Harvest”? oven and full-size 


broiler. Model CP A2AX. 





New 24’ 











WHITE SANDS 


New 36” range. Shown here with automatic oven timer 


Iwo 
ovens: full-size oven 


Model CPD A3AX 


and “Pastry’’ oven 


a Caloric Appliance Corp 
you'll be years ahead with | Dept. EM 
° a lopton, Pa 
the great new Caloric ranges | I would like information on your new 1955 master 
| line of fine ranges 
Name 
| Address 


City, 


CALORIC APPLIANCE 


CORPORATION, TOPTON, 


PA. 


hee Zone__ State 
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this is 
No. 3 


of a series 





Why it’s profitable to be a Fairbanks-Morse dealer! 


Products easier to sell because of quality! 
Since 1830, Fairbanks-Morse has maintained the highest quality 
in all its products. As a result, these products perform better, 
last longer and require minimum repairs and parts replacements. 

Fairbanks-Morse backs its dealers when they sell on the basis 
of quality. The quality and workmanship of all Fairbanks-Morse 
consumer products are fully guaranteed! 


Get facts firsthand! 


It costs you nothing but a few minutes’ time to learn why more 
than 5,000 businessmen now sell Fairbanks-Morse products. 
Drop us a line on your company letterhead today. Fairbanks, 
Morse & Co., 600 S. Michigan Avenue, Chicago 5, Ill. 


FAIRBANKS-MORSE 


More Profit Builders 


tw 


> 


* ¢ +3 Se 


the most workable, dealer-cpproved 
cooperative local advertising plan 
you've ever used; 

continuous national advertising since 
1656; 

effective eye-stopping, point-of- 
purchase displays, etc.; 

movie trailers, T-V spots, radio scripts; 
complete lines——enable you to meet 





any petiti satisfy any cust 3 
ample margin of profit; no overloading; 
gu UY inst defects in materials 





and workmanship; 

superior factory service—your custom- 
ers’ problems are ours; 

assurance of fast delivery of repair 
parts from necrest of 42 factory 
branches; 

you'll sell quality products—the kind 
that find a market even in leaner years! 


@ name worth remembering when you want the best 





WATER SYSTEMS © GENERATING SETS © MOWERS «© MAGNETOS © PUMPS «© MOTORS «+ SCALES © DIESEL LOCOMOTIVES AND ENGINES 
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New Approach to 
Small Appliance Sales 


CONTINUED FROM PAGE 90 


stuffed furniture and pianos are also 
gently refused. 

Of the appliances brought in, 50 
percent can be sold “‘as is’’ after being 
cleaned up. Men are kept busy repair- 
ing the balance. Only five percent of 
the appliance pick-ups are junked. 

Appliances sold the public are fre- 
quently chipped, scuffed, and 
scratched, but they will work, which 
is what the low income level shoppers 
insist on. 


Limits to the Situation 


The recent Manning Bowman pro 
motion in Chicago, linked with Good- 
will, offered a $2 trade-in on any old 
traffic appliance with the purchase of 
a new one. The used item was given 
to Goodwill. However, the promotion 
was handicapped by lack of publicit, 
and the fact that list prices were 
quoted. (Almost 100 percent of Chi 
cago’s trafic appliances are being sold 
at a discount.) 

Publicity was handled by sending 
stories to retailers who in turn wer 
asked to plant them in community 
newspapers. Inasmuch as most of thes« 
dealers were advertisers, the commun 
ity newspapers promptly put the bit 
on them for advertising on the sub 
ject, something the dealers would not 
agree to, 

Roger Hathorne, hard-bitten pub 
licity man for Goodwill Industries, 
points out that too great a strain must 
not be put on public sympathy in com 
mercial tie-ups. While the averag: 
man wishes the handicapped well, and 
will give them a break, he also wants 
to get his money’s worth. Current 
prices should be quoted on merchan 
dise, and not ioe bie a physical effort 
demanded. While women in general 
have heard of the Goodwill effort, 
there should always be a placard in 
the dealer's place of business outlining 
what a promotion of this type is all 
about. 


Uses for Old Appliances 


There is a growing belief in Chicago 
that it is smart politics to turn over 
some trade-ins for public use, and to 
date the schools have been the usual 
beneficiary. Polk Brothers have sup 
plied the Manley High School, the 
School of the Ozarks and even States 
ville Prison with used merchandise for 
lessons in repairing. 

Second approach has been the idea 
of giving trade-ins to charitable organi 
zations to relieve these agencies of 
some of the burden of collections. 

Knowing that if the used merchan 
dise is out of the house the custome: 
will be more likely to make new pur 
chases, some firms have tried to make 
arrangements with Goodwill Indus 
tries to pick up the old furniture and 
appliances and save themselves trouble 

What Goodwill wants to pick up 
are small pieces with a real resale 
value, and eventually they may get 
results if the dealer makes the pick-up 
first End 
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WRITE FOR 


FREE DISPLAY MATERIALS 


2 Big Window Streamers. These big 44” high 
x 14” wide banners bearing the daisy sym- 
bol and the campaign theme will quickly 
identify your store with the national promo- 
tion, Use them in window and department 
displays. 


Merchandise Tags. Bear a 2-color daisy symbol 
and the campaign theme. Attach tags to air 
conditioners in floor and window displays. 
These 2” x 5” tags are available in packages 
ot 50, 


Symbol Reproduction Proof. This 12” x 18” 
sheet shows how to reproduce the official 
daisy symbol in black and white and in 2 
colors for use in newspaper advertising, di- 
rect mail, car cards, point-of-sale material, 
television, window displays, 24-sheet posters, 
magazine ads and house organs, 
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UNITED 


AMERICAN BRIDGE +» AMERICAN STEEL & WIRE and CYCLONE FENCE - COLUMBIA-GENEVA STEEL + CONSOLIDATED WESTERN STEEL + GERRARD STEEL STRAPPING + NATIONAL TUBE + OIL WELL SUPPLY + TENWESSEE COAL & IRON + UNITED STATES STEEL PRODUCTS 
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will help you 


I's the symbol of United States Steel's 
national air-conditioning promotion 


This fresh-as-a-daisy promotion is certain to make your air condi- 
tioner sales blossom, The campaign breaks with 4-color advertise- 
ments in Life and Time magazines (June 20 and June 13), These ads, 
featuring the daisy symbol and the production theme—“Turn on 
Spring... all year ‘round,”—will tell readers how to make their homes, 
stores and offices havens from heat. On the coast-to-coast television 
show, The U. S. Steel Hour, Mary Kay and Johnny will sell air 


conditioning to millions of viewers. 


Ondlor dinplauy matorials wow | 


WRITE TO: 
Robert C. Myers 
Director, Market Development Division 
UNITED STATES STEEL 
525 William Penn Place, Pittsburgh 30, Pa. 


STATES STEEL 


UWITED STATES STEEL SUPPLY . . . Divisions of UMITED STATES STEEL CORPORATION, PITTSBURGH + UNITED STATES STEEL HOMES, INC, + UNION SUPPLY COMPANY + UWITED STATES STEEL EXPORT COMPANY + UNIVERSAL ATLAS CEMENT COMPANY 


FAGE 125 


PAGE 


This new “Kitchen 
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HIS YEAR, along with a new “Kitchen of Tomorrow,” Frigid on 
een "W - "6 on @ 
aire is showing an exciting new “Kitchen of Today” at the i) 


General Motors’ Motorama. 


Dramatic and beautiful, yet completely practical, this combi- 
nation kitchen and laundry-utility area is filled with the new 
1955 Frigidaire products. This kitchen is specially designed for 
indoor-outdoor living . . . and to create exciting new interest in 
the new and improved products offered by Frigidaire Dealers. 

Far more than just an attention-getter, the Frigidaire “Kitchen 
of Today” is a trend-setter of unique new ideas and skillful 
planning for easier working — all made possible through the new 
Frigidaire products, And you, as a Frigidaire Dealer, are the man 


who can turn these ideas into reality in new and existing homes. 
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of Today Is 


COOKING CENTER 


" 














MAY, 1955—ELECTRICAL MERCHANDISING 









a working wonderland of 
1955 Frigidaire Appliances 


[1] Frigidaire’s new Imperial Wall Oven has the 

same capacity, the same automatic Cook-Master 
Controls, the same cooking and convenience features 
of Frigidaire’s finest ranges. Exclusive French Door 
design adds to convenience ; ideal for small kitchens. 





separate food freezer . 





of things to save steps 
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Frigidaire’s revolutionary new Cold-Pantry . . . 


a completely separate refrigerator, with ex: lusive 
Picture Window Hydrator, combined with a huge 
. ideally situated in the center 





New Frigidaire Dishwasher has exclusive Turbo- 


2 New Frigidaire Fold-Back Surface Units are 3 
J easily installed on any work surface for counter- _ Spray washing action located between the racks, 
top cooking —fold back to free counter for other uses, Gets dishes, glassware, even pots and pans sanitary 
washes, double-rinses, and dries 


with Radiantube heat. 


Each section has one 6” unit and one 8” unit. Stainless clean, Pre-rinses 
steel finish with plastic trim, 





6 Frigidaire Thrifty Twin Room Con- 
ditioner provides dehumidified, 


cool, refreshing comfort whenever kitchen 
temperatures rise, 


Famous Frigidaire Imperial Laundry Pair . . . automatic Live- 
Water Washer and matching Filtra-matic Dryer. The finest 
laundry products money can buy for the cleanest clothes ever seen. 
Both washer and dryer have Lifetime Porcelain rust protection on 


Frigidaire 


cabinets, tub and drum, inside and out. Dryer needs no costly venting. 
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Series motor ports 
fer fleer polisher; 
te feed mixers and ether 
bh. hala Ai 





vr 





Lightweirht universal moter 
fer portable devices requirin 
© self-ventilated, high-spee 
motor, 


enema 





THey' ae PO 


PAGE 128 





os 


Compactly designed turbine 
provides dependable opera- 
tion for canister-type vacuum 





When it's a Lamb Electric motored 
appliance you can tell about 
excellent performance, about de- 
pendability, quiet operation and 
outstanding appearance... 

because the motor is specially 
designed for the product. These 
are some of the features which 
characterize all appliances 
equipped with Lamb Electric 
Motors, and are among the rea- 
sons why leading dealers the 
country over like to handle them. 


The Lamb Electric Company 
Kent, Ohio 


In Caneda; lamb Electric —Division of 
Sangamo Company lid. —Leaside, Ontario 


f 
gsi PROOUCTs 


What Makes This TV Firm Successful? 


_ CONTINUED 





reach our vehicles 45 miles away, and 
since the system goes through the 
store PBX exchange, we can check 
credit ratings on the spot, relay spe- 
cial instructions to servicemen who 
run into difficult problems, and of 
course, route the trucks from repair 
appointment to appointment with a 
minimum amount of time and mile- 
age waste.” 

Operating the largest radio repair 
shop in the southwestern states, 
Brayer has, of course, no problem in 
maintaining his two-way radio system, 
and has offered it to civil defense au- 
thorities for aid in controlling traffic 
and relaying messages in the event 
of attack emergencies. 

The two-way radio system brought 
into being a central dispatch office, 
which functions in connection with 
a huge map of the city hung on the 
wall, Bright red flag pins represent 
the location of every truck, for ex- 

ditious scheduling. Another of 
Vhitey’s engineering “gimmicks” 
which proves of constant aid in 
smooth repair operations, is the pres- 
ence of three operating television sets, 
21-inch models, on a shelf opposite 
the dispatcher’s desk. The programs 
of the three Phoenix TV stations are 
kept on at all times, so that the dis- 
patcher in taking a service call from 
a customer, can inform her at a 
glance whether the trouble which 
generated the call is within the set, 
or line trouble at the station itself. 
Two full-time dispatchers are required 
to handle the needs of a on omer 
sales and service volume in excess of 
$650,000 per year. They can contact 
Brayer by radio wherever he may be. 
On one of several air trips he has 
made to E] Paso, Texas, while pilot- 
ing the airplane, Brayer has relayed 
directions and decisions to the switch- 
board operator in his own office. 


A Chance to Earn 


Not the least important factor in 
Brayer’s sensational success in the 
service field has been his personnel 
management policies. Adapting les- 
sons learned as a commanding officer 
in military service, Brayer has not 
only departmentized his 48 employees 
rigidly, but likewise, saw to it that 
every man has the opportunity to 
earn far beyond his basic salary or 
commission. He is proud of the fact, 
for example, that the superintendent 
of the television repair department and 
his assistant have both been on the 
job for six years, starting out when 
Brayer first entered TV. 

In the sales department, for ex- 
ample, every salesman is fully “pro- 
tected.” Even if Brayer sells a TV 
set himself, the order is written 
through a salesman, who is entitled 
to his full commission. 


No Call-Back, No Pay 


“We make a deal with our sales- 
men, which we think is the best guar- 
antee toward additional prospects,” 
Brayer says. “Under the plan, before 
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he is paid the commission, the sales- 
man must make a call-back to the 
customer's home. There, he makes a 
home demonstration, usually within 
a week of the installation, checking 
over the entire set, making certain 
that the customer knows proper tune- 
up procedure, etc., then filling out a 
mimeographed ‘Salesman’s T-V Call- 
Back Report’ on which is entered the 
name of the customer, phone, ad- 
dress, the make and model of the 
television set, and a series of typical 
troubles which may be found and 
simply indicated with a checkmark. 
If the set is installed and performing 
to satisfaction, the customer signs the 
call-back sheet, which, when turned 
into the office, is the salesman’s 
voucher for his commission payment. 
We see to it that this process is re- 
ligiously followed, inasmuch as it is 
on these call-backs that the salesmen 
up their most valuable prospect 
eads.”” 

The call-back is also an important 
check on the separate delivery and 
installation crews, Brayer points out. 
All delivery men are thoroughly 
schooled in every make of television 
set handled at Whitey’s Television 
and make it a practice to teach proper 
tuning to every adult member of the 
family, whenever a new set is in 
stalled—irrespective of the amount of 
time involved. When the salesman 
makes his callback, the chances are 
that that family will be far more ex- 
pert in the use of their television set 
than the average. 


Three Month's Probation 


Service mechanics, when first ac- 
cepted on Whitey’s Radio & Tele- 
vision Company payroll undergo a 
thorough pr a check before they 
become regulars. Brayer pays each 
man a full salary for a_ two-weeks 
training period, after which follows 
three months of probation. At the 
end of the first two weeks’ refresher 
course in general television repairs, 
each man takes a written examination, 
written by Brayer, and calculated to 
smoke out any deficiencies in the 
serviceman’s knowledge. If he doesn’t 
pass the examination, he simply is 
not added to the payroll. Then, dur- 
ing the three months probationary 
period, the new serviceman gets les- 
sons in everything from truck driv- 
ing, Arizona traffic laws, to a basic 
introduction to color television. Each 
man is so thoroughly trained that he 
can operate the company’s mimeo- 
graph duplicator on which most of 
the forms used in conducting the 
sales and service operations are car- 
ried out. In that way, Brayer is cer- 
tain that every man’s time can be 
usefully employed if there should 
develop any slack in service volume. 


For Morale, Coffee and Pride 


A strong believer in morale, Brayer 
has set up a four-jug coffee-brewing 
unit in the shop, from which an 

(Continued on page 132) 
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NEW SELF-DEMONSTRATING 
FEATURES SELL THEMSELVES 


® 
Let ‘em turn the Roto-tenna handle, hear how it seeks 
out strong, clear signals. Let ‘em hold the lightweight, 
strong steel case. (AC/DC or batteries.) From $29.95." 
antenna lid, hear how far- 


away stations come in loud : 
2 and clear on the super-pow- 
ered Diplomat radio. (AC/DC GE 
f\ or batteries.) $59.95." ‘ a: 
Let ‘em hold the Pixie radio, 
feel how light it is. Let ‘em 
; hear how the world’s most 
powerful pocket radio outper- 


forms all others. Earphone jack 
for private listening. $29.95 





Let ‘em lift the Scan-0-Scope 


COMPLETE MERCHANDISING 
KIT AVAILABLE — 


ALL BUT WRITES THE ORDER 
New space-saving displays, eye-catching window banners, newspaper ods, 
“self-seller’” specification sheets— everything it takes to sell more portables 
—without more work. Better see your Motorola distributor today ! 


Prices and ®pecifien- 
tiene eubject te 
shenge without 
notes, Batterion ex- 
tra on all neta. * Prices 
wlahtly higher Mouth 
aod Weer 


World's largest exclusive electronics manufacturer + Chicago 51, IIlinois + Toronto 4, Canada 
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wipes new...always! nothing but 


: 
a”: 
= 


nothing 
nothing but 





Won't scratch b« e it can’t scratct JeEnuine 


y glass. tused yht 


i nothing | 


Porcelain enamel stays new for years, adds extra 
value to any household appliance. That’s why more 
and more “Porcelain” is being used—both inside 
and out—on such things as washers and driers, re- 
frigerators and home freezers, room conditioners, 
dehumidifiers, incinerators, and numerous other 
products going into the home. 





a 


Won't rust because it can’t rust! Porcelain ename' And the many natural advantages of Porcelain 

/ oe retime protection for metas > ( se its ° 2 4 4 

an prerenrrot netals because it enamel are being aggressively ‘“‘sold” to appliance 
" " rt folate ett tiel iLti jl amelamel tl . . 

) permanent! ce. ‘Sant possibly blister or pe buyers—your customers—by this new campaign 

i ValeL we.» 4146 Me Lelit) ele any elgelely ? 


appearing every other week in The Saturday 
Evening Post. 


SELL UP! SELL 
behind this 





Won't discolor because it can’t di 


‘ olors 


ae | ) = a Ad No. 6, appearing in 
+ ens es , | : ae | oe MAY 21 issue 
| Chaiseeiny * nat ” 


PORCELAIN ENAMEL | 
FERRO CORPORATION 





‘A BETTER BUY 


EGouictiGg & 


PAGE 130 , T955—ELECTRICAL MERCHANDISING 


Pe ee O 


Developers of 





nothing but porcelain. 


porcelain wipes new...always! 
but porcelain 
@. porcelain 


* * 
Ali stain because it can’t stain Genuine Por 
celain ename 16 permanent as it beautiful. If 
elie! Alege Pam alelane elelgell alela. Telellate Wialehal sii oie me eh’ 
alelthicisleliemelale. lL aelimmelite| detergent 


Ad No. 5, appearing in 
MAY 7 issue 





Won't burn or scorch because it can’t! Genuine 
Porcelain enamel is like glass, fused right into the 
metal. It's immune to heat, wear and corrosion. That's 


wh y you tind it used on the finest ele) ellie lala ok 


PORCELAIN! 


powerful support appearing 


every other week in the 





Won't scratch because it's glass. It can’t scratch! 
Genuine Porcelain enamel never wears through. You 


can scrub it, write on it, try to burn it elale Mare viallale) 


nappens Look for it on your next 

alel Ei clalelic mele) sillelalas 

OU ippliar Gi : bry 
PORCELAIN ERAMEL 


FERRO CORPORATION z , 


ABETTER SUY"’ 


CORPORATION ia a eg 
today’s finer Porcelain enamels ee ii Ts € QS ie lf ag 
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MORE SALES 


EXTRA PROFITS 


WITH THIS BENDIX-FRIEZ 
AUTOMATIC CONTROL FOR 


DEHUMIDIFIERS! 


(COMPANION MODEL 
AVAILABLE FOR USE 
WITH HUMIDIFIERS) 


FA 


| 
3 


fae 
> 


r 
wdued 
el 


4 


Teer 


TE 


. | 


Not a timer! This humidistat makes any 
electric dehumidifier automatic. It actually 
measures humidity ... turns on dehumidi- 
fier only when needed. 


That’s right—you'll sell more dehumidifiers if you 
tie-in each sale with this Bendix-Friez* Humidistat. 
And you'll make extra profits, too! For with this unique 
control, you can sell automatic dehumidification. It’s 
trouble-free, accurate and easy to install. Just hang 
the Humidistat on the wall. Plug it into the wall outlet 
and reconnect the dehumidifier. Then set and forget it. 
Saves wear and power by preventing needless operation. 


Write teday fer complete information. Bendix-Friez, 1471 Taylor Avenve, 
Baltimore 4, Maryland 


“Fries” Bendix 


NSTRUMENT DIVISION 
SALTIMORE 4, MO 
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*Reg. U.S. 
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Export Salen: Bendix international Division, 205 E. 42nd St., New York 17, N.Y., U.S.A. 









What Makes This TV Firm Successful? 





average of 100 free cups of coffee per 
day are served to his men. He 
also equipped a “lounge room” in 
the center of the building, which has 
tables, magazine racks, a refrigerator, 
soft drink vending machine, etc., for 
all employees to relax during hourly 
breaks and lunchtime. As pointed 
out earlier, every service mechanic is 
dressed in white, and in addition, in 
the interest of appearance, Brayer has 
installed a formerly coin-operated shoe 
shine machine for black and brown 
shoes, which is ready to go into action 
whenever a button is pressed. “The 
old military theory of spit and polish 
means a lot in competitive service op- 
erations,” he indicated. “The me- 
chanic who is wearing a spotless uni- 
form, whose shoes are well shined, 
and who drives an equally spotless, 
radio-equipped truck, simply does a 
better job than the man who pays 
no attention to these details.” 

Every serviceman is likewise a sales- 
man to the extent that he is rewarded 
for tips turned in to the sales de 
sartment. Like many managers of 
arge-scale service crews, Brayer be 
lives in “letting the salesman do the 
selling,” but also, in allowing his serv- 
ice mechanics to add to their earn 
ings. Consequently, each is furnished 
with a pad of mimeographed “sale 
prospect’ forms. Wherever there are 
sales possibilities, encountered on 
service work, the mechanic turns these 
in, a record is posted and a $5 bonus 
paid if the salesman closes the deal 
even though it may be as much as a 
year in the future. 

“We pay our servicemen a $5 com 
mission “ every outside antenna they 
sell,” Brayer says, “which we feel is 
proportionate due to the fact that 
with three local stations, the major 
percentage of the market is getting 
by on simple interior antennas. Thus, 
outside installations are plus business.” 

General employee meetings, held 
once per week, are far more in the 









































AS NEAR AS | CAN MAKE OUT 
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nature of advanced electronics classes 
than “sales meets”. Regular guests 
at Whitey’s Television are electronic 
engineers of major television manu- 
facturers, all of whom come equipped 
with oscillographs, pilot sets, etc., to 
talk the serviceman’s language. Fre- 
quently, color is the subject because, 
as pointed out above, Brayer has more 
than $5,000 worth of color television 
repair equipment already installed and 
ready to go to work. 


Free Advice 


Homeowners in the Phoenix area 
are regularly dumbfounded when the 
dispatcher, or a serviceman on the 
telephone from Whitey’s Television 
informs them how to correct set diff- 
culties without sending a serviceman 
out. This is a policy which Brayer 
has emphasized for the past three 
years, on the theory that the good- 
will developed through such customer 
surprise is worth more than the profit 
to be earned from a service call. A 
huge file of records on every customer 
who has ever been serviced, is valu- 
able in this connection. One of the 
most vital assets in avoiding extra 
service calls in this way has been the 
fact that on every installation, every 
repair call, etc., the line voltage for 
the house is thoroughly checked and 
entered on the record. A mimeo 
graphed letter on a Whitey’s Radio 
& Television Company letterhead goes 
out after every line voltage check, 
which informs the television set owner 
that on a specific date, making a serv 
ice call, the line voltage supplying the 
television set was found to be 
indicating whether it is too high or 
too low for proper operation of the 
television set. When a complaining 
customer telephones, the trouble can 
often be traced immediately to a 
fluctuating line voltage and a call to 


the power company will put her back 
to normal without a call from a serv- 
(Continued on page 136) 
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TV for big-volume appliance sales 


TODAY starring Dave Garroway 
Hi O M E starring Arlene Francis 
TON IGHT starring Steve Allen 


T-H-T is big-time network television! And home 
appliance retailers feel its impact at their cash 
registers. That’s why 1-H-T gets letters like this 
one from Dale B. Shields, Housewares-Electrics 
Buyer at The Hecht Company, leading depart- 
ment store of Washington, D. C.: 


“There is no question that this type of adver- 
tising is currently the most effective from the 
standpoint of bringing home to the consumer 
product-acceptability and product-knowledge, 
and we find that these products (home appli- 
ances advertised on TODAY-HOME-TONIGHT ) 
are practically pre-sold before the shopper gets 
to the store.” i etfs cai Bi ‘ie pene 
T-H-? moves home appliances off retailers’ floors 
in volume, because T-H-T means 


e the stars themselves do the selling 

@ point of purchase support by nac’s “big star” 
merchandising 

For home appliance advertisers, 1-4-T means 

unlimited flexibility...can be used as needed. 
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And 1--T also means huge Class A audiences 
(15,800,000 different viewers over a 4-week 
period) at rock-bottom Class C rates —with ex- 
tra discounts easily earned. Beginning May 30, 
T-H-T offers advertisers additional savings with 
its Summer Incentive Plan. 


TODAY-HOME-TONIGHT, .. the important new way 
to put the excitement, prestige and sales impact 
of BIG network-television programming to work 
selling home appliances. 


EXCITING THINGS ARE HAPPENING ON 


Television 


a service of eA) 


Home Appliance Advertisers: To find out how flexibly and 
economically you can buy T-H-T, separately or in combinetion, 
no matter what the size of your ad budget is, call your NBC 
Representative, or write to T-H-T, NBC, 30 Rockefeller Plaza, 
New York 20, N. Y 





Join up! It's easier to sell Whitlpool than sell against it! 
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gives you exclusive, sales-clinching 


Here’s how Suds-Miser 


the patented, built-in, fully-automatic res crt hl the 
. 4P and hot water 
suds saving feature women demand =e 


There’s nothing else like Suds-Miser. It is a Whirlpool exclusive . 





and it’s patented! It’s an integral part of the Whirlpool washer .. . 





built-in and fully automatic. Suds-Miser saves over half the cost of Fully automat; 5 
hot €, Suds-Mise 
soap and hot water. aundry rater from washes une 
: UD for gs “wmer into 
load is Washed. Storage after firse 


And women want and buy this washday economy. An independ- 
ent, nation-wide survey reveals that Suds-Miser is most wanted... 

and the reason for buying .. . by a margin of 7 to 3 over any other 

washer feature! 





Bes Aes ‘ Durj : 
Although imitations may come and go, none equal the proven de- in an storage time, Sibi sas 
. d bili ficiency. ec ,¢ d sales . ‘Ss d Mise b of th ly al€r settles to the a soi! 
pendability, efficiency, economy and sales power of Suds-Miser by ¢ laundry tub. 1 1 bottom 


nah © ° : i. Cll suspe Wa hus, NO soi} j 
Whirlpool. It is truly the greatest economy feature in automatic Pended in water, ‘ashy 


washing and one of the great sales advantages enjoyed by each 
Whirlpool dealer, 


WHIRLPOOL CORPORATION « St. Joseph, Michigan 
Clyde, Ohio e LaPorte, Indiana 


IN CANADA: John Inglis Co., Limited, Toronto, Ontarie 





be fene. 
repeated again and 


The World's Largest Manufacturer of Washers, Dryers and Ilroners 
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by this famous 


heat-resistant alloy 


You've been hearing about Magic Chef's striking sales 


is made possible 


feature “Magic-Lite’—and you'll be hearing a lot more. 


For this exclusive pilot light makes the gas 
range 75% cooler, and 75% more economical. It makes 
possible a pilot light so small it's almost invisible.. 


-gas 


consumption is only 50 BTU instead of 200 BTU 


for the usual pilot light. 


To stabilize this tiny flame—to keep it steady 


and reliable against sudden drafts of air—a single strand 
of Nichrome wire, thinner than an ordinary straight 
pin, is shaped in a loop over the flame. After testing 
many metals, Magic Chef chose Nichrome because, in 
the words of their engineers, ‘“Nichrome is the only alloy 
we found which will give the lifetime resistance to 


heat and corrosion the part must have”. 


And truly a terrific test of endurance this is! 
The wire loop remains red-het 24 hours a day. 


a year,,.year after year. 


Up to now Nichrome has been seen most often 


.. 365 days 


on your sales floor as the heating element in electric 


appliances—now this famous alloy is going to 


help you sell gas ranges too, Either way, you'll find the 
name “Nichrome” gives you a plus value unexcelled at 


the point of sale. When you say “equipped with Nichrome’”’, 
you win quick consumer acceptance—sell more 


customers and keep them sold. 








Here's a - USE for 





NICHROME 


Nichrome V ond NICHFOME ore monvioctured only by 


Driver-Harris Company 
HARRISON, NEW JERSEY 


~ 
ms” BRANCHES: Chicago, Detroit, Cleveland, Lovisville, Los Angeles, San Francisco 


in Canada: The 8. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 
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iceman. Naturally, this plan is most 
valuable in eliminating expensive call- 
backs where a set acts up within a 
few days after a Whitey’s repair me- 
chanic has been on the job. Asking 
the customer to call the power com- 
pany for an adjustment is naturally 
ar more economical than sending out 
a serviceman for a non-revenue call. 


Automatic Tube Check 


Another factor which builds a lot 
of goodwill for the Arizona firm is 
the fact that a tube check is auto- 
matically made on every service call, 
no matter what the basis of the 
trouble might be. A 6x4 inch rubber 
stamp, which lists tubes from | to 25, 
classified into columns for type, con- 
dition, manufacturer and circuit, is 
stamped on the back of the regular 
service record, and thus, Whitey’s 
Television can meet any complaint 
from a customer who feels that her 
tubes were overlooked. 

“We have increased our paper 
work 35 percent in order to cut down 


PPB IPP DP PP PPP PP PPP PDI 


A successful electrical appliance 
dealer is a man who treats sieee 
with the same respect he treats 
customers. 


OP BB DDD II DDD PPD DIDI 


on non-revenue call-backs’, Brayer 
points out. “This means more load 
on the office, but is substantially 
cheaper than dispatching a truck to 
the site.” 


Two Warranties Per Set 


Likewise, Brayer has taken the un 
usual attitude of giving not only one, 
but two warranties with every new 
set sold. His own mimeographed, 
90-day warranty covers labor only, 
pointing out that parts are covered 
under the manufacturer's parts war 
ranty. The sheet guarantees replace 
ment of any defective parts within 
90 days, and is personally signed with 
the make of the set, model and serial 
number at the time the set is deliv 
ered to the customer. This double 
guarantee has had a lot to do with 
holding sales up surprisingly well after 
three years of ‘T'V in the Arizona capi 
tol. 

Despite the fact that service volume 
has doubled and doubled again in the 
past three years, TV sales volume 
still exceeded service revenue in the 
closing months of 1954 to reach $650, 
000. By the end of October, total 
volume in the sales department had 
dropped only 5 percent, while serv 
ice volume, to no-one’s surprise at all 
had climbed 15 percent. There wil! 
be a time, in the not too-distant fu 
ture, when sales will be a comparative 
drop in the bucket, Brayer acknowl] 
edges, but by that time his phenom 
enally efficient service organiaztion 
will be making his proft. End 
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PLENTY OF ADD-ON SALES 


with new CAPITOL Color-Planned kitchens 


| 




















: 


From “COLORED PLANNED 
KITCHENS BY CAPITOL" 


One of 14 House & Garden color kitchens 
by interior designer Lee Childress illus- 
trated in Capitol’s brand new 20-page 
kitchen design manual that shows how 
to use color to sell more Capitol Kitchens, 
Send for your free copy today. 








Capitol’s new powerful merchandising plan will help you sell 
more of every type of kitchen equipment. Here’s how: 
1. Capitol’s unique 20-page, full-color kitchen design manual 
showing 14 House & Garden color-coordinated kitchens will 
spark buying action with easy-to-adapt layouts and color 
schemes. 2. Capitol’s national advertising will direct home- 
makers to Capitol dealers for complete floor plans and full 
details on all equipment shown in the design manual. 3. Capitol 
dealers will have detailed scale drawings of floor plans of all 
kitchens illustrated and a complete list of major appliances, 
floor coverings, wall finishes, countertops .. . all specified as 
to manufacturer's style and color. Every item is standard. Result: 
Capitol’s whole merchandising plan makes it easy for you to add 
plenty of profit-making tie-ins to your Capitol kitchen sales! 


WRITE NOW FOR FULL DETAILS on how Capitol Color- 
Planned Kitchens pay off in big profit potentials. Or use handy coupon. 


AS 
KITCHENS 


608 East First Avenue Roselle, New Jersey 


"*CABINETS OF STEEL FOR LASTING APPEAL’ 
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ALL-NEW CAPITOL DESIGN BACKED 
BY GREATEST NATIONAL AD PROGRAM 


Dramatic full-color pages in American Home, Better 
Homes & Gardens, Home Modernizing, House & Garden, 
House Beautiful, Living for Young Homemakers, Small 
Homes Guide feature quality that sells easier and stays 
sold. New colors. All new design. Rounded contours, 
self-aligning doors, sit-down sinks, specialty cabinets for 
built-in ovens, ranges, mixers, fans. All steel, Can't rot, 
warp or stick. 


POPULAR HOUSE & GARDEN COLORS TOO! Only Capitol 
offers H & G colors in fabulous color-flecked finishes. 
Choice of six solids, six color-flecked and white. All color 
coordinated with quality furnishings that use the H & G 
color system. Guarantees color acceptance . . . takes full 
advantage of today’s trend to color. 


CAPITOL KITCHENS 
608 EAST FIRST AVE., ROSELLE, N. J, 


Please send complete information about new CAPITOL 
Color-Planned Kitchens including o FREE copy of your 
new kitchen design manual, 


lama () Distributor () Dealer C) Builder 
ET 


STREET & NO._ 
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Aluminum fan blades as well as evaporator ond d bli 
are examples of aluminum features in many leading makes of room air 








diti s. Alumi louvers, cabinets, aluminum foil filters and 


aluminum motor parts are also featured in air conditioning units. 


Plenty of aluminum here! The upright home freezer features aluminum 
freezer plates, liners, inner door panels and other smaller parts. The 
chest type freezer has aluminum food baskets plus many additional 
aluminum features. 


The Fabulous Sol Polk says: 


Smart Merchandisers at Polk Brothers point out aluminum 
features in appliances . . . point up their sales. 


Walk into the big, modern Polk Brothers stores. You'll 
quickly see why Polk Brothers is the World’s largest inde- 


pendent appliance dealer, You'll see a complete selection of 


nationally advertised name appliances . .. new 1955 models 
delivered in carload lots daily by rail, truck and plane. You'll 
find fair prices, king-sized trade-in allowances, Polk ‘‘Cus- 
tomized Credit,’ fast bonded delivery service. And you'll 
find factory trained salesmen ready to point out the alu- 
minum features in appliances. 

Mr. Sol Polk, President, says, ‘Appliance manufacturers 
are doing a wonderful job in turning out quality appliances 
and many of these manufacturers are using more and more 
aluminum in their products. Aluminum is the magic word 
in appliance selling and our salesmen are quick to take 
adyantage of aluminum’s advantages in appliance sales.”’ 


HOW ALUMINUM HELPS SELL APPLIANCES 
Some of the aluminum advantages used to point up sales 





Look for more and more aluminum in leading avtomatic washers and 
dryers in doors, trim panels and hidden parts as well. 
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at Polk Brothers are the following: Aluminum coils in room 
coolers, aluminum evaporators in refrigerators and aluminum 
liners and cold plates in freezers assure rapid heat transfer. 
Aluminum parts in mixers, waffle irons, sandwich grills, deep 
fat fryers and irons are light, attractive, rustproof, non-toxic 
and easy to clean. Aluminum rotors, stator windings and 
housings of electric motors as well as aluminum wiring 
improve quality, reduce cost, maintenance and weight. Color 
anodized aluminum trim in refrigerators, washers and dryers, 
ranges and other appliances adds beauty wherever used. 


ALUMINUM ADVANTAGES AGGRESSIVELY 
MERCHANDISED TO CONSUMERS 


National magazine and network T'V advertising by Reynolds 
Metals Company is constantly reminding customers to look 
for aluminum in the appliances they buy. Smart merchan- 
disers like Polk Brothers are putting this support to work for 
them right at the point of sale where dealer profits are made. 
Reynolds Metals Company, P.O. Box 1800-AJ, Louisville 1, 
Kentucky. 


Aluminum shelves, liners, evaporators, ice trays, storage racks, pans and 
other components are important features of leading refrigerators. 
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Electric housewares, too, sell faster thanks to aluminum's natural beauty, You'll find aluminum in light housings, escutcheons, bezels, minute timers, 
light weight and durability. Color anodized aluminum coffee mokers clocks, broilers, cooker wells, insert pans and trivets in leading ranges. 
hove tr d eye appeal. Woffle grills, electric fry pans, deep Replaceable aluminum foil oven liners are a new soles-oppecling 
fryers and countless other items feature aluminum parts. feature in popular models. 








MP Tolk Bros. 


WORLDS LARGEST Comten 
B of Metene! Brands 


= 








Too big for the camera! Yes, Polk Brothers 
new store at 85th and Cottage Grove, Chi- 
cago, has 60,000 square feet of floor space 
all on one floor, 1955 marks Polk Brothers 
20th year in Chicago. 


This seal, already recognized by many of your customers, 


is used by mony pockaged goods manufacturers to tell 
consumers thot their products are quality protected with 
Reynolds Wrap Aluminum Packaging. ; 


This seal, too, is now being displayed on appliances you 


sell. It lets your customers know which products offer the MODERN DESIGN HAS ALUMINUM tN MINO 
quality of Reynolds Aluminum. 
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Netroit Jewel 34° 


the “easiest-to-sell”’ range of all 








HERE’S WHY: 


11'S EASY ON THE EYES — Lines are clean and modern... 
easy to keep clean, too. 









IT'S EASY TO DEMONSTRATE — Sensational features like the FEATURES GALORE... 

optional Top-Center Griddle, huge oven, waist-high 

broiler practically sell themselves. @ Titanium porcelain finish e@ Electric clock and 4-hour 
11'S EASY TO COOK ON — The Detroit Jewel 39” cooks H “Kook top b e 

cation sneaks Gammenationliy . . . and pertuiiel timer @ Simmer-Kook top burners Large Fiberglas 
IT’S EASY TO USE — Extra-large oven can handle the largest insulated oven @ Waist-high broiler @ Fluorescent lamp 
roaster with ease, and the convenient waist-high 

broiler makes stooping yesterday's problem. plus loads more! 


It's easy to see this Detroit Jewel 39” is a star salesman... 
like the entire Detroit Jewel line. Detroit Jewel 
means business! Write for full details! 


Products of the Detroit-Michigan Stove Co. Makers of the 
Detroit 31, Michigan Famous Detroit Jewel Incinerator 





PRODUCTS 
i cemeneneeiaaeae 
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APPLIANCE 


NEWS 


NEW PRODUCTS 


KELVINATOR Air Conditioners 


Kelvinator Div., 

American Motors Corp., 

14250 Plymouth Rd., 

Detroit 32, Mich. 

Models: Kelvinator 1955 air condi 
tioner line includes 8 models from 
4 to 2 h.p., 2 equipped with auxi 
liary heating 

Selling Features: Models include 
RAC-65, 4 h. p RAC-85S, RAC 
35D and RAC-85C, 3 h.p.; RAC 
105S and RAC-105D, 1 h.p.; RAC 
I55D, 14 hp. and RAC-205D, 
2 h.p. Models RAC-S5S, 85D and 
1058 and D feature adjustable lou 
vers on cabinet front to diffuse and 
direct air; leather textured sliding 
door covers louvers when unit is 
not in use; easy-to-read controls 
and selector chart on top of cabinet. 
Models 85D and 105D have auto 
matic pushbutton controls, auto 
matic thermostat, 2-speed fan mo 
tor, and heater. 








RAC-85C fits any standard verti- 
cal casement window, with adapter 
kit; may be installed entirely in- 
side room; automatic pushbutton 
controls out of sight behind front 
door; 2-speed fan motor; adjustable 
air-directional louvers, sandalwood 
finish. 

RAC-155D and 205D for almost 
contimuous use; controls are con- 
cealed under filter access door, out 
of sight; both models have auto 
matic pushbutton controls and 
automatic thermostat; 3 air direc- 
tors can be rotated in 360 deg. 


circle for draft-free circulation. 


RAC-205D, has two 1-h.p. com- 
pressors; dual cooling systems. 

RAC-65, 4 h.p. model has same 
design and color styling as 155D 
and 205D. 


FRIGIDAIRE Built-In Kitchen 
Frigidaire Div., 

General Motors Corp., 

Dayton, Ohio 

Device: Frigidaire built-in “Kit 
chen of ‘Today’ 


Selling Features: Built-in features 
include an upright, 2-door refriger 
ator-freezer combination with 
freezer at bottom and large vege 
table storage bin on door at waist 
level; shelves and baskets in freezer 
roll out; automatic front-opening 
dishwasher built-under counter; 
window-type room air conditioner 
installed flush with wall over re 
frigerator, vented through roof; 
stainless steel double sink and dis 
poser built into divider between 
kitchen and laundry; built-in large 
oven with a pair of stainless steel 
“French type” doors; 4 surface 
cooking units that fold out of way; 
a 4wheeled serving utility cart 
with drawers and shelves and a 
maple chopping block top; shelves, 
racks, bins, storage compartments 
in undercounter cabinets roll out 
for easy access; mixer comes out of 
base cabinet and up like a type 
writer desk; blender is built into 
counter top. 


Laundry-utility area is equipped 
with automatic clothes washer, 
dryer and ironer plus a 4500-watt 
water heater under counter near 
washer; combination planning 
desk, vanity and sewing counter 
with sewing machine built into a 
drawer 
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MONITOR Washer 


Monitor Equipment Corp., 
640 W. 249th St., 
New York 71, N. Y. 


Model: Monitor 55 ‘Aerator’ 
washer with electric wringer. 
Selling Features: Electric wringer 
folds into tub in one action, oper 
ates only when operator steps on 
foot pedal at base of cabinet; heavy 
plastic work surface provided when 
wringer is folded into tub; stainless 
steel washtub; white enamel cab 
inet; occupies 16 in. floor space; 
10 Ibs. capacity; impeller, set flush 
in side of tub, operates on aerated 
water principle 

Price: $59.95, 


ae So" ae seine a § 
_ ee Sek 


WESTINGHOUSE 
Combination Washer-Dryer 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: Laundromat ‘Wash-N 
Dry” combination automatic 
washer and clothes dryer, WD-1. 
Selling Features: Combines deluxe 
features of Laundromat twins in 
a single, space-saving unit; requires 
no special plumbing—just het 
hot and cold water connections 
and drain—does not have to be 
vented for drying; during drying 
process a special condenser carries 
way lint and moisture extracted 
from clothes. 

May also be set separately for 
washing or for drying. Uses same 
tumble-action wash principle as 


ANNA A. NOONE 


regular Laundromat; single dial 
provides flexible control of wash- 
ing Operations, can be used to start, 
stop, repeat or eliminate any part 
of cycle, and in the selection of 
hot or warm water, Weigh-to-save 
door; 2 water-saver pushbuttons 
for “regular” and ‘“‘small’’ loads; 
Laundrofile built into back-splasher. 

\ 3-way dry dial gives a choice 
of 3 drying degrees: complete, for 
immediate use or storage; uniform 
damp dry, for easy ironing; and 
safe drying, for man-made fabrics. 
Condenser flushes moisture and 
lint down drain; slanting exterior 
front, counter surface top; 32 in. 
wide, 274 in, deep and 37-in, high 
overall; available in aqua or vellow. 


Price: $529.95 


LAUNDRY QUEEN Washers 


Automatic Washer Co., 
Newton, lowa. 


Models: Laundry Queen automatic 
No. 555 and wringer-washer No 
S50P. 
Selling Features: Automatic No 
555 features Hydro-Poise balanced 
tub that eliminates vibration and 
permits installation on any floor 
without bolting down; automatic 
single control dial makes it possible 
to select any step in cycle, repeat, 
or skip, as desired; stops and re 
starts at any poimt in automatic 
cycle; full-arc agitator wash action 
up to 10-min.; entire cycle includes 
a spin and spray-a-way rinse, flush 
rinse, deep fullare agitated rinse; 
2nd spray-a-way rinse, spin dry and 
automatic stop; total time 28 min- 
utes; 220 deg. agitator action pro- 
vides longer stroke; adjustable to 
permit partial loads with less water 
as well as full load; 4 h.p, motor. 
Conventional, wringer washer 
No. 550P features 10 Ib. capacity; 
l-piece white porcelain tub; 210 
deg. are long stroke agitation; fin 
ger-tip dial-a-matic controls; “s h.p 
motor; white baked enamel wrin 
ger, adjustable pressure selector; in 
stant pressure release; 6-po ithons; 


resilent rubber 2-in. rolls 
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Wage earners are your 


ARE YOU GETTING 


True Story is the service magazine read in wage 
earner tastes, and for wage earner needs. 


IF YOU ARE NOW USING YOU PAY corps, 1 ins 
Life $30,600 











Ladies’ Home Journal $20,000 





Woman's Day $15,200 





Better Homes & Gardens $17,500 








ALL 4 COMBINED $83,300 





Perhaps you'd like to see how your coverage of the 
TRUE STORY to your magazine list. Or you may be 
place of some other magazine on your list. Ask our 


* Wage earners have the most “loose money” TRUE STORY READERS 


to spend. They have: Compare these median 
Magazine 


© 62% of the nation’s “loose money” 


Leading Week! 
& 73% of all non-farm families with incomes $3,000 — $5,000 ‘oud hel Y 


Leading Store 
Young Wage Earners, with more 
up, buy more for a 


© 52% of all non-farm families with incomes over $5,000 
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best appliance market. . 





Yet, look at these startling figures... 


§ ALL YOU PAY FOR? 


' earner families. It is edited entirely to wage 





YET, YOU REACH ONLY 
170,90 = _ 


AND YOU MISS 
93.47 sriistony voms 








212,300 "vons” 


9 1.8% ints sony vom 





253,700 "roms" 


90.2% Fess srorr vomes 





165,700 "22" 


93676 arte een 





611 100 tenis 








16 4% Fess stort vomes 





wage earner market can be strengthened by adding 


amazed to see what you gain by using TRUE STORY in 


representative to work out the details for you. 


AVERAGE 10 YEARS YOUNGER 


ages of women readers: 


Median Age 
37 years 
38 years 
40 years 
36 years 





to spend, and larger families coming 
longer period of time. 
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FOR A BETTER...A DIFFERENT...MARKET 


True 
Story 



























HAMILTON Dryers 


Two Rivers, Wis. : 
Hamilton Mig. Co., 


Models: 2 new low priced dryers 


142E electric and 152G gas dryer 
Selling Features: A table top work 
surface differentiates these new pro 
motional dryers from the 5 other 
Hamilton dryers; new units feature 
a full size zime-coated steel drum; 
9 Ibs. capacity; the Hamilton 130 
min, timer; double pass lint control 
located in front of dryer; 5-minute 
heat cconomizer uses stored heat, 
cools clothes for easier handling; 
“carrier current” air circulation 
system 

Prices: Electric model $149.95; gas 
model, $179.95 








ADMIRAL Freezers 


Admiral Corp., 
3800 Cortland 5t., 
Chicago 47, Ii. 


Models: Admiral 1956 freezer line 
includes 3 uprights and 3 chest 
models 
Selling Features: Uprights feature 
squared-off flattop to match new 
Admiral refrigerators; all models 
have canyon copper finish, glacier 
tone porcelain interiors; copper 
finish, quick-freezing shelves of 
open grid construction, formed by 
triangular tubing which carries re 
frigerant; tubing provides maximum 
freezing surface with vented shelf 
design for free circulation of cold 
air throughout interior; all shelves, 
racks, baskets finished in copper 

10 cu. ft, upright, 10U 4 has 
350 Ibs. frozen food capacity, 2 
removable racks on inner me one 
for frozen food, one for juices; 4 
quick-freezing shelves in main stor 
age compartment 

Deluxe 13.8 cu. ft. model 14UD.- 
49 holds 483 Ibs; 12.4 cu. ft 
model 12UD40 holds 435 Ibs. Both 
deluxe models have refrigerated 
freezing plate in top. Inner door 
in largest upright, has 2 swing-out 
frozen food racks and 4 removable 
frozen juice racks; 5 fast freezing 
shelves in main storage compart 
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ment. Removable juice racks be 
tween top and bottom of swing-out 
shelves holds 67 cans, 2 large glide 
out storage bins at bottom of unit 
have copper finish; hold bulky pack 
ages. Model 12UD40 has 4 fast 
freezing shelves; 6 de ep capacity 
shelves in inner door 

Warning signal light on door 
glows green when freezer is operat- 
ing at proper temperature; auto 
matic built-in interior light illumi 
nates entire interior 

Chest models, 13, 17 and 20 cu. 
ft. sizes have 460, 590 and 710 Ibs 
capacities respectively; restyled to 
fit in a built-in kitchen; feature a 
Dual-Freeze compartment provid 
ing fast-freezing area, special pastry 
rack; built-in handle locks; tempera 
ture control; recessed toe space. 
Prices: Uprights, $199.95, $399.95 
and $479.95; chest models, $429.95; 
$479.95 and $549.95 





WESTINGHOUSE 
Washer & Dryer 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: Laundromat-25 automati 
washer and AD-1 matching dryer 
Selling Features: Laundromat-25 is 
only 25-in. wide; designed for us« 
in small homes and apartments; has 
8 lb. capacity; flexible control dial 
repeats or climinates any part of 
wash cycle, selects hot or warm 
water, for various fabric require 
ments; “new way to wash’ action 
flushes, lifts, turns and tumbles 
clothes 64 times a min; horizontal 
tumble action tub has vanes on 
sides 

A special built-in model will be 
available without top panel and 
with a front mounted timer control; 
casy to install; has a removable side 
panel for plumbing and electrical 
connections, permits flush installa- 
tion against wall; fits under standard 
counters. For homes where perma 
nent installation is not practical a 
special caster kit is available for $10 

Exterior design features a vertical 
front instead of the usual slanting 
front; front opening and loading 
door that opens downward with a 
look-in glass port and safety switch 
that automatically cuts off machine 
when door is open, 

AD.-1 dryer has many of the de 
luxe dryer features such as direct 
air flow drving system, handy load 


ing door with look-in glass port, 
safety cut-off when door is open 
and temperature control. 
Prices: Laundromat-25, 
AD-1, $169.95. 





COLUMBUS Polisher Cleaner 


Not. Distributors: 
Columbus-Dixon Inc., 
21 West St., 

New York 6, N. Y. 


Device: Columbus dual-purpose 
floor polisher and vacuum cleaner, 
No. 11] 

Selling Features: All-purpose, |2-in 
suction polisher and cleaner; de 
signed as an integrated unit com 
bining high speed polishing brushes 
that evenly distribute, applies wax 
or burnishes without wax, plus a 
powerful suction fan; basic motor 
unit is instantly interchangeable for 
use with vacuum cleaner accessories 
for rugs, above-the-floor dusting and 
water pickup for suction floor dry 
ing; 4 h.p. a.c.d.c. motor; twin 
6-in. brushes; brush speed, S00 
rpm; weighs 27 Ibs; adjustable han 
dle with toe operated release; dual 
wheels with rubber tires; brushes 
are easy to interchange. 

Other models in line include an 
18-in. model No. 1, and a 20-in. 
model No. 10, with 4 and 1 h.p. 
motors respectively. No. | has twin 
9.in. brushes: No. 10 has twin 10 
in. brushes. 





CARRYCOOL Room Cooler 


Utility Appliance Corp., 
Los Angeles, Calif. 


Device: Carrycool portable room 
cooler, can be plugged into any 
outlet; requires but a few seconds 
to sorte temperature-lowering 
flow of air; built-in water pump; 
12-in. fan; 2-speed motor; matching 
louvers on front and rear; can also 
be used as an exhaust fan, in winter 
doubles as a humidifier; weighs 
27 Ibs; compact—174 in. high, 17 
in. wide, 134 in. deep 





MAY, 1955—ELECTRICAL 


$229.95: 





SERVEL Refrigerators 


Servel, Inc., 
Evansville, 20, Ind. 


Models: Servel 1955. refrigerators. 
include 6 electric and 6 gas models. 
Selling Features: Electrics include 
2 Automatic Ice-Maker models 
1259C and 1059C and 4 Deluxe, 
1258C, 1058C, 956C and 955C. 

Gas models include 1] Automatic 
Ice-Maker, 1159G, 3 Deluxe, 
1158G, 856G, 855G; and 2 Space 
Wonder models 854G and 654G 

Electric Automatic - Ice - Maker 
models are 2-door combination 
freezer-refrigerators with ‘Auto 
matic Ice-Maker”’, automatic de 
frost; In-A-Door shelves, adjustable 
roll-out shelves; _ trip-save door 
handle; butter keeper, 2 poly 
styrene vegetable freshener No 
1259C has a total capacity of 11.6 
cu. ft.; 2 cu. ft. freezer No. 1059C 
has 9.5 cu. ft. capacity with 1.7 
cu. ft. freezer 

Deluxe clectrics 1258C and 
1058C are 2-door 
freezer-refrigerators without Auto 
matic Ice-Maker. No. 1258C ha 
11.6 cu. ft. capacitv and a 2 cu. ft 
freezer: No. 1058C has 9.5 cu. ft 
capacity with a 1.7 cu. ft. freezer 

No. 956C, 8.6 cu. ft. model has 
1.1 cu. ft. horizontal freezer; auto 
matic push-button defrost; In-A 
Door shelves; quick-release ice 
trays; quick-cold shelf, full-width 
polystyrene vegetable _ freshner, 
l'rip-Saver door handle; butter and 
cgg storage 

No. 955C, 8.5 cu. ft.; has 1.2 cu 
ft. horizontal freezer. 

Gas model 1159G, 2-door com- 
bination freezer-refrigerator with 
“Automatic-Ice-Maker” has 10.6» 
cu. ft. capacity. 

Deluxe gas model 1158G, 2-door 
10.6 cu. ft. freezer-refrigerator has 
automatic defrost; 4 quick-release, 
gold-tone ice trays and top features, 
including a 2 cu. ft. freezer 

Deluxe 856G and 855G have 
8.4 and 8.3 cu. ft. capacity respec 
tively with 9 cu. ft. horizontal 
freezers. No. 856G has automatic 
push button defrost and 2 poly- 
stvrene vegetable freshners; No 
855G one freshner. 

Space-Wonder models 854G 

and 654G have 8.2 cu.ft. and 6.1 
cu. ft. capacity; box-type evapora- 
tors; 2 tilt-out trays; meat storage 
bin and a polystyrene vegetable 
freshener in No. 854G; meat tray 
only in No. 654G. 
Prices: Electric models range from 
$239.95 for 955C to $549.95 for 
1259C. Gas models, from $249.95 
for 854G to $579.95 for 1159G 


combination 
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= 
‘dont se w yor SUN DAY - 


- Agia 


“You can cut it loose by following 


two easy steps: 


“SHOW THE DIFFERENCE by 
demonstrating the many improve- 
ments in gas ranges that have 
out-moded one in three present 
ranges in America’s homes. 


THE 
that makes today’s automatic gas 
range the finest cooking appliance 


“SELL 


NCHS 


says G. E. MARCUSE, 
Partner, Radio Center, New Orleans 


“You know the gas ranges you sell are the 
finest in years — but your prospects don’t 
know it. To take fullest advantage of the 
real sales opportunities today’s modern 
automatic gas ranges offer you, you need 
hard-hitting, two-fisted selling methods. 

“That’s why you have to cut loose your 
‘Sunday punch’ to be sure of getting your 
share of the BIG multi-million dollar gas 
range replacement market. 


ever available-—— using all the help 
the AGA and your range manu- 
facturers have ready to work for 
you,” 


And if you're not already using the 
15 tested ways to show and sell 
shown in the FREE BOOKLET, 
“Quickie Demos,” get your copy 
now. Ask your Gas Company or 
Range Manufacturer for informa- 
tion, or write today to: 


DIFFERENCE 


Gas Appliance Manufacturers Association, Inc. 


Domestic Gas Range Division, 60 E. 42 St., New York 


SHOW the difference 


SELL the difference 


to boost your gas range sales! 


SHOW 
the difference 
SELL 
the difference 


that makes today’s 
GAS RANGE 
the finest cooking 


device ever! Start with fully trained 


sales people. 


a 
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Use a “live” range on 
your selling floor. It's 
a sure sales-maker! 
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byak all nto. 


PROMOTIONS... 





NATIONAL ADVERTISING! 





— 


~ MARCH SALES “SNOWBALL” 


To 37 


OVER 1954 |, 


GS EUREKA moves into dominant 
position in market after market 
from coast to coast! 


EUREKA ROTO-MATIC 


The feature-packed super cleaner that has taken 
¢ Guaranteed by America by storm with its gorgeous beauty, 
\ thames: convenience, performance and low, low price! 
No canister cleaner to equal it at any price—no 
greater value in ANY type cleaner! 


Fe 





The trade-in special— 


nationally advertised at EUREKA AUTOMATIC . 
[S839 as Finest cleaner money can buy—recommended No. | Best 
hal for homes with large rugs or wall-to-wall 
Offer at $69.95 and carpeting. An established, nationally advertised ; Buy 
the old cleaner $89.95 price makes the Eureka Automatic by Americo’s 
upright a SUPER promotion winner as a leading 
“Trade-in Special” at the magic price of $69.95 authorities 
and the old cleaner. 


Across the nation, Los Angeles to Chicago to Boston—and back again, Baltimore to 
Oklahoma to San Francisco—Eureka dealers are scoring new highs in profits. Each 
month better than the month before! The reasons? That's EASY! Eurekas are recog- 
nized as America’s finest cleaners—their retail prices are nationally advertised, nationally 
accepted —their promotions are based on known quality, known value. And such pro- 
motions NEVER MISS. Eureka dealers will vouch for that. Stock Eureka... run these 
“sure fire’ super-powered promotions and you'll learn what EASY SELLING really is! 


: A 
A ¢ 
1 America’s fastest growing favorites 


in vacuum cleaners 





SUPER-POWER NATIONAL ADS 


SET 'EM UP FOR BIG VOLUME, ) We 
BIG PROFIT "BARGAIN DAYS!” é OS } 








PHONE, WIRE or WRITE... QUICK 


EUREKA WILLIAMS COMPANY =: Division of Henney Motor Company, Inc. +» BLOOMINGTON, ILLINOIS 
In Canada: ONWARD MANUFACTURING COMPANY, LTD., Kitchener, Ontario 


s 
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WILSON Freezers 


Wilson Refrigeration, Inc., 

Div. Tyler Refrigerator Corp., 
Smyrna, Del. 

Models: New and re-styled line of 
home freezers that include best fea 
tures of Harder-Vreez and Wilson 
lines 

Selling Features: New line consist 
of 2 chest models in 15 and 20 
cu, ft. sizes plus 5 upright models 
including single and double-door 
models im capacities ranging from 
15 to 35 cu. ft. All chest models 
feature ‘Tvler center plate coiling 
which concentrates cold on food 





a 


instead of freezer walls and gives 
extra protection to insulation 

Chest model BFC-150, illus 
trated, has 15.4 cu. ft. capacity; 
upright Br-150 has flush door and 
full 15.4 cu. ft. capacity 





RCA ESTATE Ranges 


RCA Estate Appliance Dept., 
Radio Corp. of America., 
Hamilton, Ohio 


Models: RCA Estate 1955 range 
line includes 7 
ranges 


electric and 9 gas 


Selling Features: ‘lwo top models 
EK 196, 40-in and E-176, 30 in. 
feature Leisure-stat, an automatic 
time and temperature monitor for 
the right rear unit-makes it pos 
sible to set range to preheat at full 
wattage for from 1 to 20-min 

then continue cooking at specified 
heat for any period up to an hour 

at end of cycle Leisure-stat turns off 
automatically; Thermo-trol built-in 
Grid-All gnddle converts to fifth 
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top burner; thermal eye contacts 
bottom of griddle or utensil, pro 
vides accurate heat control; Grid 
All is included on deluxe gas and 
electric ranges G-132 and E-196 

Styling includes white-rimmed 
control knobs; color-accent mantel 
backs—aqua grey on gas, coppertone 
on electric 

CPA gas models have “Quil 
lite’ chrome burner bowls that lift 
off burner heads, porcelain enam 
cled steel venturis 

Electric models have new high 
peed surface units with one super 
peed unit; deepwell Electri-cookers 
have tubular raisable units; all 
ranges have silicone heat sea] oven 
doors, silent drawer-glide with 
locked-in nylon runners and Dis 
posa-Bowls as standard equipment 
Prices: Krom $169.50 to $469.95 
for top models 





WESTINGHOUSE Built-in 
Refrigerators and Freezers 


Westinghouse Electric Corp., 
Mansfie!d, O. 


Device: Westinghouse built-in r 
frigerator unit BRH-80 and built-in 
freezer unit BITH-60 
Selling Features: Each unit 
equipped with separate refrigerating 
mechanisms permitting complete 
freedom in locating them in kitchen 
they can be installed side by side, 
or one above the other, or across 
the room from each other. They 
will be sold in matching pairs; de 
signed to match the built-in oven 
and surface cooking units an 
nounced earlier. 

Refrigerator has 8.3 cu. ft. ca 
pacity and features automatic de 
frosting, 2 full-area shelves; 2 quar 
ter-size shelves at reach-in height, 
additional shelves in interior door 
panel, a center for bottles and con 
tainers of all sizes including room 
for l-gal. milk containers; large 
humid area for vegetables with slid 
ing doors of translucent plastic 

Freezer unit has 6.3 cu. ft. space, 
holds 210 lbs. food; all-aluminum 
compartment with refrigerating 
coils throughout 3 walls; top shelf 
provides sharp, fast freezing plus 
ice cube tray storage; a roll-out stor 
age drawer for heavy bulky pack 
ages 
Prices: $759.95 for 2 units with 
satin chrome exterior; and $649.95 
for 2 units with white Dulux 
enamel exterior. 
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BLACK ANGUS 
Rotisserie-Broiler 


Marlun Mfg. Co., Inc., 
60-06 37th Ave., 
Woodside 7, N. Y. 


Model; Black Angus King Siz 
Holiday model rotisserie-broiler 

Selling Features: Larger oven ca 
pacity, a larger tray area; Cook-O 
Meter temperature gauge on front 
of unit indicates when proper heat 
has been attained for baking, roast 
ing or broiling. Other features in 
clude a tubular rod heating ele 


ment, recessed tray grooves, unlim- 


ited heat control; automatic timer 
and glass spatter door that doubles 
as a serving tray; triple chrome 
plated steel. Accessories include a 
wrought iron hostess cart, an auto 
matic baker, plastic cover, ther- 
mometer and rotating grill, all at 
extra cost 


Price: $79.95 


& 





EUREKA Cleaner 


Eureka Div., 
Eureka Williams Co., 
Bloomington, til. 


Model: 1955 Eureka Super Roto 
Matic canister cleaner. 
Selling Features: New “Zip-Clip” 
swivel-top for easier emptying of 
dust bag; 2 snap clips on either side 
of top replace knurled screws; po- 
sitioning pins locate top properly 
and instantly; 650-watt, § h.p. mo 
tor; improved lock on air-diffuset 
dissipates blast of exhaust air; new 
upholstery cleaning tool has float- 
ing brush; weight of cleaner only 
154 Ibs; attachments only 5} in. 

Attachments include  wall-floor 
brush, dusting brush, upholstery 
nozzle with 2-way brush; crevice 
tool; 3-D rug nozzle with floating 
brush; tool for cleaning shag rugs 
4-wheel roll-easy roto-dolly 

Paper dust bag fits inside cloth 
bag; attach-o-matic clip-on tools 


Price: $69.95 complete with tools 
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MARTHA WASHINGTON 
Built-In Ovens 


Gray & Dudley Co., 
Nashville, Tenn. 


Device: Martha Washington “Im 
perial” built-in-ovens in electric or 
gas. 

Selling Features: All models have 
see-through oven door; thermostat 
control; clock timer; air pocket de 
sign for efficient insulation; oven 
interior is 24x19x14 in; separate 
broiler compartment 24x19x8 in.; 
gas models available in non-auto 
matic or fully automatic; yellow, 
green, black, white, coppertone o1 
stainless stecl finish. 





DUNCAN HINES 
Coffeemaker 


Jet-O-Mat Inc., 

2900 Emerson Ave. S., 
Minneapolis 5, Minn. 
Model: New “Duncan 


stainless steel coffeemaker. 


Hines” 


Selling Features: In addition a new 
“flow control’’ basket; design forces 
large volumes of water through 
coffee grounds, making it possible 
to obtain same economy and efh- 
ciency in brewing 3 cups as offered 
formerly in 6, 8 and 10-cups. 

Regular features retained include 
the same styled shape, convenient 
low height, wide top opening for 
easy cleaning; new and larger water 
level markings. 


LAU Fan 


Lau Blower Co., 
Dayton, Ohio 


Model: Lau 20-in. electrically re 
versible window fan, 2OR WEI 
Selling Features: Reverses at flip of 
switch; contains “duo-flo” blade 
pitched to give efficiency for in- 
take and exhaust; 3-speeds on ex 
haust and intake move up to 2500 
cfm; 6 in. deep; fits sash-type win 
dows from 30 to 38-3} m.; surf 
green baked enamel finish with 
white fingerproof guard 

Price: $59.95 








MERCHANDISING 





A few oF the hundreds 


and hundreds of checks 
sent each month to dealers 
who earn extra profits 
selling CBS TV Sets 


under the A.D.D. plan” 


*SEE YOUR CBS-COLUMBIA DISTRIBUTOR FOR COMPLETE DETAILS. 











ae 






DUWAL Skillet-Fryer 


DuWal, inc., 
River Grove, ili. 


Device: DuWal automatic skillet 
fry-pan 

Selling Features: Can be completely 
immersed in water for washing; in 
terior surface specially treated to 
prevent food sticking; cast alumi 
num vapor-seal cover; can also be 
used to fry, French fry, roast, bake, 
stew, use as a casserole or chafing 
dish; cooking guide on handle 
shows cooking time and tempera 
ture for various foods; cook book 
included 

Price: $19.95; cover $3. additional 
available optional 





ATLAS-AIRE Fan 


Atlas Teot & Mfg. Co., 
5147 Natural Bridge Bivd., 
St. Louis 15, Me. 


Model: Atlas-Aire fan UF-16. 

Selling Features: Utility fan 164 
in. designed for circulator and win 
dow fan use; as a circulator it can 
be tilted up, down or out to any 
desired an Ne: as an exhaust it can 
be installed in standard or casement 
windows without tools; weighs 20 
Ibs; carrying handle; 3-speeds; 3500 
cfm; 4 petal, auaenielly balanced 
aluminum blades; 2-tone green 


baked enamel finish. 





ELECTRIGLAS 
Dinner Plate & Coffee Warmer 


Electrigias Corp., 

Consumers Appliance Div., 
Bergentield, N. J 

Device: “Solarmatic” dinner plate 
GC-901 and Coffee warmer GC 
905, 

Selling Features: Dinner plate is 
12-in. in diameter with 10-in. of 
radiant glass surface to keep dinner 
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warm; 80 watts; 120 volts, a.c. 
or d.c.; available with anodized 
brushed aluminum or anodized 
brushed copper finish. 

Coffee Warmer keeps any size 
coffee pot hot; has 8 convenient 
outlets to plug in as many trays, 
plates or baby dishes as needed; 
84 in. diam., 2 in. deep; 15 amps. 
ac. or d.c, brushed aluminum or 
copper. 

Prices: $9.95 each. 





G.E.-TELECHRON Clock 


G-E Telechron Inc., 
Ashland, Mass. 


Model; Room-Mate electric alarm. 
Selling Features: Large face for 
easy readability; luminous hands 
and hour dots set against black 
dial, framed by chocolate brown 
case; red sweep second hand and 
tan alarm set. Available in sets of 
4 in a free display unit. Also avail- 
able with ivory case and plain 
white or black dial. 

Price: $4.98 for brown case and 
for ivory case with black dial; $3.98 
for ivory case with white dial 





TK Surface Units 


Tuttle & Kift, Inc., 
1823 N. Monitor Ave., 
Chicago 39, Ill. 


Device: TK 1955 ‘T'V “Master” 
Monotube range replacement sur 
face units 


Selling Features: ‘Master’ Mono 
tubes use single-coil type contruc 
tion; swivel-hinged coil provides 
easy cleaning; “Catch-all” porce 
lain spillage pan may be removed 
easily and washed like a dish; pro 
vides uniform heat on surface ele 
ment; broad surface provides maxi- 
mum cooking surface; available in 
4 major ring assemblies to fit all 
electric ranges as replacement as 
semblies: 6-in. “Regular fits all 
type openings, (A, B, C) from 64 
to 74 in. inside diam. and 6-in 


om, NEW PRODUCTS 


“King-Size” units fit 73 in. to 9} in. 

8-in. “Regular” fits all type open 
ings between 84 and 94 in.; and 
8in. “King-size” fits all openings 
between 94 to 114 in. high and 
low voltages; special power house 
1450 watts and special 6-in. Frigid- 
aire units are also available. 





SIGNAL Floor Fan 
Signal Electric Div., 
King-Seeley Corp., 
Menominee, Mich. 


Model: Signal automatic floor fan 
12-2100, with 16-1220 tilt-stand. 
Selling Features: Automatic ther- 
mostatic control; molded free-flow 
grille for breeze diffuser action; dif- 
fused or direct cooling in either 
direction; electrically-reversible, 2- 
speeds each direction; air stream 
adjusts through 360 degs.; hideaway 
handle pulls up for portability for 
use as door and hassock-type unit; 
fits into window fan situations; 
neutral decorator tones decoration. 
No. 12-2100 has 12-in. blades, de- 
livers 1300 cfm; tilt-stand 16-1220 
fits all 12 and 164 in. signal window 
portable fans. 

A 164 in. blade size No. 16-2100 
also available. Delivers 3000 cfm. 


SERVEL Freezers 


Servel, Inc., 
Evansville, 20, Ind. 


Models: Servel 1955 electric 
freezer line includes 2 upright and 
2 chest models. 
Selling Features: Upright models 
VF-175 and VF-125 have 16.7 
and 12. cu. ft. respectively; Both 
models feature automatic tempera 
ture control preset at factory; 
safety signal light; Trip-Saver door 
handle with lock; In-A-Dor stor- 
ige; juice can dispenser; 4 refrigera 
ted and | adjustable shelf. VF-175 
has 2 sliding storage baskets; VF- 
125 has full-width sliding basket. 
Chest models HF-205 and HF 
155 have 20 and 15 cu. ft. capacity 
respectively; Both models have 2.6 
cu. ft. fast-freeze compartments; 
automatic temperature controls; 
safety signal light; counterbalanced 
lid with lock; juice can rack; handy- 
shelf with 5 plastic containers; 
movable storage basket. 
Prices: From $419. 95 for VF-125 to 
$529.95 for VF-175 and HF 205 





WESTINGHOUSE Freezers 


Westinghouse Electric 
Appliance Div., 
Mansfield, O. 


Models: 2 new upright food freez 
ers UFH-110 and UFH-140. 
Selling Features: UFH-110 has 114 
cu. ft. 402 Ibs. capacity; No. UFH 
140, 14 cu. ft., 490 Ibs. 

Greater inner door storage ca 
pacity places small packages of 
frozen food and cans within easy 
reach 14 cu. ft. model inner door 
holds 107 pacakages~70 cartons, 
25 cans, 12 pts. ice cream; 11 cu. ft 
holds 93 packages. Special ice cream 
keeper built into inner door com 
partment conditions ice cream for 
serving, holds 4-gal. cartons as well 
as other smaller sizes. Freez-File is 
located inside freezer above storage 
compartments; roll-out storage 
drawer permits top loading for 
large, bulky packages; pull-out shelf 
provides storage for smaller pack 
ages; automatic temperature con 
trol; dual freezing systems—a pri 
mary system provides a temperature 
15 to 20 degs. below freezing, and 
a special system that keeps re 
mainder of freezer at zero tempera 
ture; artic blue and black interior 
styling with chrome trim. 

Price: UFH-110, $439.95; UFH 
140, $499.95. 





ELECTRIGLAS 
Broiler-Rotisserie 


Electriglas Corp., 


Consumers Appliance Div., 


Bergenfield, N. J. 


Device: “Solarmatic’”’ Chef broiler 
rotisserie-barbecue, GC-900. 
Selling Features: Utilizes Solar glass 
element—heat is radiated directly at 
food to be cooked—no heat-up of 
surrounding areas; roasts a 10 Ib 
turkey, broils steak for 2; complete 
with oblong broil pan with remov 
able rack and handle, spit with 2 
clamps; adjustable timer; separate 
motor switch for rotisserie; adjust- 
able guideslides for correct pan 
placement; polished stainless steel 
finish; 1500 watts, a.c. only. 

Price: $99.95. 
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Again this year Amana is the world’s largest manufacturer of food 
freezers. This announcement is made with deep gratitude to the thousands 


of Amana Dealers who have helped create this brilliant leadership. 


The secret of Amana’s amazing popularity is product superiority right 
down the line. Superiority in engineering features, quality, craftsmanship 


and performance. 


And the tremendous success of Amana Dealers is no accident, for when 
you sell the best, your results are best... and the figures prove it. Year 
after year Amana dealers have increased their sales, and their profits... 
regardless of industry trends. In fact, many Amana dealers report that 
their profits on Amana freezers are greater than the profits of any 


other item they sell. 


~®) 


ok 


The reasons are clear. Amana arms you with the finest product and 
the finest promotions in the industry. And, adds to your success with 
a realistic price structure that allows you greater profit while offering 
your customer a highly competitive price. 


Qorrryrry 


oa 


a> 
FT ee 


There are freezer and air conditioner franchises open to alert dealers. 
Now is the time to phone, wire or write to your Amana distributor. 








emeeed Mae ee ee Backed by a Century Old Tradition of Fine Craftsmanship! 
AMANA REFRIGERATION, INC., AMANA, IOWA 
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MIRRO Coffee Service 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


Device: Gold-tone coffe CTVICE 
set, No. 2010KM 

Selling Features: Set consists of 
Mirro-Matic automatic percolator, 
tray, sugar bowl creamer finished in 
Gold-Tone alumilite; percolator has 
all features of aluminum and 
chrome Mirro-Matic models, makes 
4 to 8 cups. ‘Tray is 12 in. in diam 
with rim of highly polished gold 
alumilite; center has suede-ton 
finish, Matched sugar and creamer 
we suede-tone finish with brown 
plastic handles; 7 oz, capacity cach 
Price; Set complete, $17.95; perco 
lator only, $13.95; tray only, $2.95 
creamer set, $1.75 


YORK Air Conditioners 


York Corp., 
York, Pa. 


Models: York 1955 line of room ait 


conditioners 


Selling Features: Line includes 8 
different styles, 24 different model 
including extra capacity 14 h.p 
Yorkaire room air conditioner 
suited for installing in’ transoms 
through the wall or in window in 
stallations; hermetically sealed unit 

Price leader, a 4 h.p. model suit 
able for bedrooms, offices and other 
small rooms: cools, dehumidifes 
circulates, ventilates and filters air 
t-way grille circulates air to all parts 
of room; disposable filters 

4 h.p. model available in 2 
styles: standard for hotels, motor 
courts, bedrooms; deluxe featur 
ing drawer-type installation per 
mits minimum-maximum exten 
sions into room 

i h.p. models available in 12 
models: 2 consoles and 10 window 
units; standard window model, the 
deluxe with modulation control 
also with modulation control and 
reverse cycle heating, A 3? h.p. con 
sole-type model also available with 
modulation control or with both 
modulation control and reverse 
cycle heating 

Fight 1 h.p. models include 6 
window units and 2 consoles. Units 
include standard, deluxe with mod 
ulation control, also with modula 
tion control and reverse cycle heat 
ing; a console with modulation 
control or with both modulation 
control and reverse cycle All have 
hermetically sealed _ refrigeration 
circuits, 
Prices: From $199.95 for 4 h.p 
leader. 
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TRADE-WIND Coolers 


Trade-Wind Motortfans Inc., 
7755 Paramount Bivd., 
Rivera, Calif. 


Device: Zip-Air portable evapora 
tive coolers 

Selling Features: Contain their own 
water reservoir; can be plugged into 
any clectrical outlet; features a di 
rectional grille and 3-way switch 
which permits operating units for 
ventilation only or for complet 
cooling; grilles can be adjusted to 
direct cool air up, down or sid 
ways; available in 2 sizes: one with 
5 2 gal water capacity weich only 
33 Ibs.; and one with 7-gal. capacity 
weighing 46 Ibs. Both models have 
dual centrifugal 
chemically treated pads; steel hous 


blowers large 


ing; 2 end pan ls hinged for wate: 
filling, and an independent moto1 
driven water circulating pump 


WESTINGHOUSE Fan Timer 


Westinghouse Electric Co., 
Fan Dept., Electric Appliance Div., 
Springfield 2, Mass. 


Device: Westinghouse fan time 
Selling Features: Plugs into wall 
outlet, fan plugs into socket on 
timer and timer dial can be set for 
fan to run from | to 10-hrs, at end 
of time fan is shut off 

Price: $9.95, 





OZO PURITRON Air Purifier 


Michael Electric Co., 

New Haven, Conn. 

Model: Ovo Puritron 
electric au filter No | 20 
Selling Features: Equipped with 
germicidal sterilamp and ultra 


ke rw-cost 


violet bulb for deodorizing rooms 
ind offices; cleans 12x12 ft. area of 
pollen, dust, airborne inhalent al 
lergents; air is drawn through 
louvred opening, through activated 
glass fibers that retain foreign par 
ticles, filtered air stream then passes 
through controlled ultra-violet rays 
emitted by 2 bulbs; 110-V; auto 
matic switch; rubber legs for use on 


NEW PRODUCTS 


desks, shelves, et or separate 
bracket for use as a wall unit 

No. F-30, more powerful unit 
ivailable with brackets for window 
installation. Both models come in 
choice of pastels or white 


Price: }'-20, $29.9 





PRESTO Pressure Cooker 


National Presto Industries Inc. 
Eau Claire, Wis. 


Device: New line ot Presto cool cl 

Selling Features: I’cature a new 
pressure regulator; menu guide on 
handle; automatic air vent: auto 
matically releases air from cooker 
and retains built-in pressure; pre 

sure regulator is adjustable to ob 
tain 5, 10 or 15 Ibs. of pressur 
automatically Presto 700 available 
in 4 and 3-qt. siz 


Prices: #-qt. model, $12.95; 3-qt. 


model, $11.95 





TELECHRON Air 
Conditioner Timer 


Telechron Inc., 
Ashland, Mass. 


Device: ‘Velechron automatic ais 
conditioning timer 

Selling Features: Incorporates low 
cost timing device as component 
part; 2-day skip feature; condi 
tioner can be pre-set for on and 
off control any time within a 24 hi 
period, or manually controlled 





COLEMAN Water Heaters 


The Coleman Co., 
Wichita, 1, Kansas 


Device: New line of Coleman Vit 
Rock water heaters 





Selling Features: Master mode! ha 
new raised, drilled-port burner to 
handle all gas fuels; wailable in 
20, 30 and 40-gal. sizes; deluxe 
Super Performanc« lin has 
rounded top, concealed controls 
in automatic Unitrol “A” is equip 
ped with safety shut-off; “Blu 
Arch” burner; Super Performance 
models come in 20, 30 and 45 
gal. sizes; tank walls and tops of 
all models are lined with unbroken 
surface of rock-like material im- 
pervious to rust and corrosion; fi 
brous glass insulation between 
tank and outer casing 


BRIEFS 


re Sr 











Trade-Wind Motorfans Inc., Riv- 
cra, Calif. has introduced a light 


available with ‘Trade 
Wind ventilating hoods or as an 
Light fixture, No. 311, 
is Supplied as a complete unit with 

light sockets and switch and a 
reflector to direct light back and 
down 


ACCOCSSOTS 


ICCCSSOTYS 


YS Esme 





a 


Black & Decker announces a new 
improved version of their U-l, 4 im 
utility drill; weighs 3 Ib LISES 
helical gears in place of spur gears; 
more comfortable handle; stream 
lined design; spindle speed (2250 
rpm.) accommodates all B & D 


accessories 


“Reflectube” is the name of a new 


; ; 


pe heating unit for use in range 

dryers, air conditioners, space heat 
crs, announced by Ferro Electri 
Product Inc., Kirkland, Hil. ‘The 
new unit uses a continuou te 
reflector attached on one side of 
open-type clement to direct heat 
where it is wanted 
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AMERICA’S 


SPEED 


WASHER 


The Dexter Twin-A-Matic— 
America's FASTEST Washer— 
can be your fastest seller. 

No one likes to wash. The 
Dexter Twin-A-Matic gets the 
washing done FAST—a ‘Sig 
washing in less than an hour. 
That's what women want. 
That's why the Dexter "Twin" 


can be your big proftit-maker. 


Sell the Dexter 
wash Hour 
instead of 


wash Day 





DEXT | ee See irfield, lowa 


DIVISION 
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In California, too...up to 35% profit margin 
on popular models by Magnavox!* 


*Made possible through direct-to-dealer distribution. 
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@Mr. J. E. Sonderegger, Vice-President and General 
Manager, Booth’s Radio & Appliance Co., Bakersfield, 
California, finds Magnavox by far the most profitable line. 






"As one dealer 
the Magnavox 


to another, I can certainly recommend 
line as a real profit-—maker. 


"Magnavox's direct-—to-dealer distribution means a 
substantially longer initial margin. And there are 
additional benefits in their 2% cash-discount and 
freight-paid policy. Because Magnavox products are 
of the finest quality, yet priced very competitively, 
they offer the greatest value for the money. 
Magnavox represented 69.4% of our Radio-Phonograph- 


Television sales, and we turned our inventory 8.6 times. 
"With the Magnavox line, no ‘discounter' can 'sell 

us down the river' if a customer shops around. 

Magnavox is fair-traded and eliminates chiseling 
dealers and back-door distributor deliveries. 

"You should look into the many benefits of the 


Magnavox franchise 
it will mean 


From our experience, we know 


more profit for you." 






Sincere Murs 


The magnificent 


Magnavox 


high fidelity television * radio-phonographs 
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“Magnavox represents /, of our 
radio-phonograph-television sales 
...and turnover is 8.6 times 


RADIO & APPLIANCE ,CO. 


'?? 


1. Revolutionary in performance, style 
and value. Biggest 24” screen in com- 
pact cabinet. Concealed top controls 


2 speakers, aluminized tube, optical 
filter. “Magnarama 24,” complete with 
table, $249.50 (vhf). 


2. High Fidelity Radio-Phonograph. |! 
tube AM-FM, 10 watts audio, two 12” 
plus 5” speaker, dual styli, record stor- 
age compartment. “Concerto 310” oak 
or mahogany, $298.50. 


3. Best value 21” TV. 12” and 5” speak- 
ers, aluminized tube and optical filter, 
concealed controls, top tuning, “Video 
Theatre,” mahogany, $279.50 (vhf). 





4. High Fidelity Console at table model 
price. Phonograph with 12” and 5” 
speakers, 10 watts amplifier, attractive 
cabinet. Great new sales opportunity. 
“Magnasonic 210” at $149.50. 





Only The Magnavox Franchise Offers This Protected Profit Plan 


@ The only TV-radio line with 
vigorous enforcement of price 
maintenance where permitted by 
law. No price cutting. No discount 
house competition. 


@ Highest margins—rebate guaran- 


tee gives you complete protection 
against any price reductions. 
@ No promiscuous franchising. 


Magnavox sells fewer than 2% of 
the nation’s TV-radio dealers. 


There May Be A Franchise Available in Your Community 


@ If you want to make money selling TV and High 
Fidelity write Magnavox Electronics, Fort Wayne 4, Indiana. 
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ANDREA TV Sets 


The Andrea Radio Corp., 
27-01 Bridge Plaza No. 
Long Island City, 1, N. Y. 


Models: Andrea “Hampton” and 
“Capri” 
Selling Features: “Hampton, 2! 
in, contemporary open face console 
features sharp focus  silver-mirrot 
screen controls in front; horizontal 
Andrea “custom 21” single unit 
chassis, a 90 deg. 21 in. aluminized 
picture tube and removable, safety 
glass. Mahogany cabinet. 
“Capri”, 2l-in. modern open 
face console features same clhiassis 
in modern mahogany, open-face 
console. 
Price: Hampton”, 
“Capri”, $289.95. 


$299.95: 


MOTOROLA TV Set 


Motorola Inc., 

4545 W. Augusta Blvd., 
Chicago 51, Ill. 

Model: 
21K33 
Selling Features: Improved cascode 
tuner; ‘‘4-star’’ chassis; front con- 
trols; operates on 40 mcs; ebony 
finish 


Price: $199.95 


Improved console No. 





CBS-COLUMBIA Radio 
CBS-Columbia TV and Radio 


Receivers, 
3400 47th Ave., 
Long Island City 1, N. Y. 


Model: CBS table radio No. 5155 
56 

Selling Features: 5-tubes; plastic 
ibinet; available in ebony, ma- 

roon, ivory and sand 

Prices: $19.95 for ebony; $21.95 for 

maroon, ivory ind sand 


ELECTRICAL 


TV, & Radio, 


NEW PRODUCTS ee 


BULOVA Radio 


The Bulova Watch Co., 
Bulova Park, 
Flushing 70, N. Y. 


Model: Bulova “Fidelity” table 
radio. 

Selling Features: Super-het circuit; 
standard broadcast band; especially 
designed plug-in phono jack pet 
mits playing a record player through 
Alnico speaker and acoustically bal 
anced speaker baffles; loop antenna; 
self-contained aerial system; tuning 
dial has Civil Defense frequencies 
640 and 1240 kes; 5 colors: walnut, 
ebony, ivory, forest green, pearl 
gray. 

Price: $39.95 zone 1, $41.95 zone 2. 


Hoffman Radio Corp., 
3716 S. Hill St., 
Los Angeles, 7, Calif. 


Models: Hoffman 1955 radios in 
clude Nugget, Precedent, Sentry 
and Pacemaker. 
Selling Features: Nugget, a_per- 
sonal portable radio fits in purse or 
leather carrying case (optional); 
weighs 22 oz. including batteries; 
available in 6 colors; private line 
carset accessory available extra. 
Precedent, 5-tube personal radio 
available in 4 California colors; 5- 
tube, a.m. chassis; receives stand- 
ard broadcasts; a.c.-d.c.; lighted, 
slide-rule tuning dial; Ferrite loop 
antenna; CD markings; 4-in. PM 
speaker. 


Sentry, 5-tube clock radio also 
in choice of 4 colors; 5-tube 
chassis; clock-timer starts radio at 
preset time; buzzer sounds ]0-min 
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utes later if desired; 1100 watt ca 
pacity a.c, outlet; slumber switch: 
lighted slide-rule dial; 4-in. PM 
speaker; luminous clock dial. 
Pacemaker, 6-tube deluxe table 
radio in mahogany, oak or cherry 
wood cabinet; 3-gang condenser; 
114x6 in. console speaker; tone 
control; lighted slide-rule dial. 














DeWALD Radio 


DeWald Radio Mfg. Corp., 
35-15 37th Ave., 
Long Island City 


Device: DeWald “Symphony” am 
fm table radio. 

Selling Features; Has §-tubes in- 
cluding rectifier; dual control 
knobs combine ease of tuning with 
high sensitivity; 1 dual control for 
volume and tone, and | to com 
bine band switch and_ tuning; 
large PM speaker; easy vision dials; 
“true-fidelity” amplifier; walnut 
cabinet. 


MASCO Tape Recorder 


Mark Simpson Mfg. Co., 
32 - 28 49th St., 
Long Island City, 3, N. Y. 


Device: Masco tape recorder No 
500 

Selling Features: Single shift knob 
performs all operations; a dual 
speed track recorder; takes up to 
7 in. reels; 50 to 12,000 cps re 
sponse; 5x7 in. oval speaker 
5-watts audio output; weighs 23 
Ibs. loaded with all accessories 
which include a 7 in. reel with 600 
ft. tape, an empty take-up reel, 
ceramic microphone styled to 
match recorder; 10 ft. cable and a 
patch cord enabling user to record 
radio and TV _ programs from 
speaker of radio and or record play 
ers. Other features include 2 neon 
recording level indicators, positive 
brake action which brings tape to 
an instantaneous stop at any speed 
etc 

Price: $168.50 


V-M Phonos 


V-M Corp., 
Benton Harbor, Mich. 


Models: “Playtime” portable phono 
and “Fidelis” package hi-fi 

Selling Features: “Playtime” fea 
tures a 4-speed control for positive 
speed selection of 16, 33, 45 and 
78 rpm; heavy duty front opening 
Alnico 5 speaker; built-in 45 rmp 
spindle; die cast tone arm; dove 
grey and cranberry leatherette 


“Fidelis” now available in ebony 
or walnut features 3 speakers—a 
7x9 ft and two 4x6 mounted in a 
deep reflex tone chamber and a 
tone-o-matic loudness control; tri 
o-matic changer with diecast tone 
arm; external speaker jack, tuner 
input jack, Lazy-lite; Siesta switch 
brass or black onyx legs for use as 
consolette 
Prices: “‘Playmate’’, 
delis”, $159.95 


$29.95; “hi 


EXCELLOTONE Recorde 


Excellotone Corp., 
129 Cooper St., 
Brooklyn, N. Y. 


Device: Kxcellotone disc recorder 

Selling Features; Records and plays 

it 334 rpm; portable unit weigh: 

16 |bs., measures 9x12x9 in.; vinyl 
- 

discs, 5-in, diam. and plays for 

b hi 


Price: $169. 
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To the enterprising, progressive businessman, the new Elgin Distributor Franchise 
offers these money-making advantages: 


@ Quality water conditioning products since 1908 


@ National acceptance, backed by sound research and development 
Elon 


= 

HERE IS THE LEADER .. . the 
Elgin Softmaster, America's 
eee Wey Swewnels Woter SOME TERRITORIES ARE OPEN—WRITE TODAY FOR COMPLETE INFORMATION 
softener. Simply plug into any 

outlet—electric controller does 
all the work—avtomatically. 
Durably finished in beautiful 


white baked enamel — espe- 
cially designed for home use. 


@ A line of economical trouble-free automatic models 
@ Guaranteed customer satisfaction 

@ Written 10 year warranty and guarantee 

@ Terrific volume potential 

@ Substantial profit margin 

@ Franchised protected territories 

@ Dynamic sales promotion program 

@ Sales aids that are proven sellers 


@ Complete factory training and cooperation 


We want to attract outstanding businessmen with enough vision to see the chal- 
lenge and opportunities in this field. Elgin stands for quality—but more than that, 
we're a merchandising minded organization ready to support our local distributor with 


a dynamic sales promotion program that will produce volume and profits for him. 





HOME APPLIANCE DIVISION 


Le] ai4, 13 mie) ite) 7 vile), | 
234 N. GROVE AVE.-ELGIN, ILLINOIS 





WATER CONDITIONING PRODUCTS FOR HOME AND INDUSTRY 
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HOFFMAN Phono 


Hoffman Radio Corp., 
3716 S. Hill St., 
Los Angeles, 7, Calif. 


Model: Virtuoso chairside hi-fi 


phon 


Selling Features: Mahogany o1 


limed oak cabinet on detachable 
black wrought iron legs; 3-speed 
change! plays 78. 45 and 33-% 
rpm records; intermixes 10 and 12 
in. records; 4-pole motor; changer 
hut ff automatically after last 
record; magnetic variable reluct 


ince cartridge; dual sapphire styl 
lightweight tone arm; ‘Trio-phonic 
hi-fi audio amplifier; built-in com 
pen ited pre implific r; 50 to 15, 
O00 cps response; separate woofer 
ind tweeter pe ikers: separate bass 


ind treble tone controls 





MASCO Intercoms 


Mark Simpson Mfg. Co., Inc., 
32-28 49th St., 
Long Island City, 3, N. Y. 


Models: Masco Wireless- lalk 
E-Z Lalk” and “Electronic But 
ler” inter com systems. 
Selling Features: ‘Wireless-Talk’’ 
portable intercom plugs into ex 
isting outlets provides contact be 
tween any 2 stations without cabi 
net; weight 4 Ibs per unit; can be 
carried anywhere; maroon and 
ivor' omposition cabinet with 
collapsible handle; “dictate” posi 
tion of talk-listen switch permits 
use for baby-sitting, dictation, et 
i-Z Talk” 2-station system 
complete with 50 ft. cable; ivory 


enamel, all-metal cabinets; on-off 
powe! witch, volume control; 
eparate press-to-talk switch; “re 
mot in answer calls from dis 
tance with no switch and is “open” 
for baby-sitting, etc. 

Electronic Butler’ flush 
mounted door answering intercom 
onsist f a flush-mount master 
and portable master and a 
emote door station; all power } 
off until master talk-listen switch 

put on “talk” or “listen”; instant 
heat tul takes 2 seconds to 
put nto operation. Master 
init d in steel, contain s¢ 
lect vitch f front and reat 
door lum ontrol, talk-listen 
vitch i pilot light Portable 
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NEW PRODUCTS ow cesses 


naster comes in plywood cabinet; 
gold metallescent finish 

Prices: ‘“Wircless Talk” $95.; “I 
7. ‘Valk’, $19.90 





AUDIO-MASTER Recorders 


Audio-Master Corp., 
17 E. 45th St., 
New York City 


Models: Newly designed all-purpose 
transcription playback machines, 


AM-52 and AM-53. 


Selling Features: Both models in 
corporate a 5-tube push-pull gain 
implifier with 3 speed motors for 
534, 45 and 78 rpm speeds and 
plays records up to 174 in.; tran 
scription arms have twist crystal 
reversible cartridges fitted with 2 
permanent needles for standard, 
I.P and microgroove records, vari 
able volume and tone control and 
pilot light jewel indicating on/off 
operations. No. 52 has an 8-in. 
loudspeaker; No. 53 has a 12-in. 
loudspeaker; carrying cases have 
Dupont fabricoid bound in leather 
in green, blue, maroon and brown 
Prices: No. 52, $78.50; No. 53, 


589.50 





RMS Indoor Antenna 


Radio Merchandise Sales Inc., 
2016 Bronxdale Ave., 
Bronx, 62, N. Y. 


Device: Duoscopic indoor antenna 
No. B-29 
Selling Features: Has RMS 6-posi 
tion selector switch; an adjustabl 
ection telescoping phasing bar; 
for “fin tining’’ antenna for peak 
pe rrormance; molded 
base in which 2 high impact st 
en ball ir placed; section 
telescopi clements; Nev itip base; 
rackletone brown finish 


ound a 


Price $12.95 
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GRANCO FM Tuner 


Granco Products Inc., 
36-17 20th Ave., 
Long Island City, 5, N. Y. 


Device: Low-cost hM_ tuner No 
1-100, 

Selling Features: “Paragrid” front 
panel incorporates sliding-rule tun 
ing dial and 2 control knobs; 
built-in antenna; coaxial tuner; 
5-tubes plus selenium rectifier pro 
vides a high sensitivity of 5 micro 
volts for 20 db quiting; hum level 
70 db below | volt; maximum out 
put; a.c, operation 105-125 volt, 30 
watts; weighs 5 Ib: 





TRIO Antenna 


Trio Mfg. Co., 
Griggsville, Il. 


Device: ‘Trio “99” 
channels 2-13 


antenna for 


Selling Features: Uses two dual 
purpose active clements, cach con 
sisting of 3 half waves in phase 
on the high channels and at the 
same time, a single half wave on 
low channels, plus combination of 
3 parasitic elements on low chan 
nels and 5 on highs. Made of 
\lcoa aluminum; — preassembled 
uses ‘Trio “‘Insta-Lok’ clamps for 
quick installation 





TACO Antenna 


Technical Appliance Corp., 
Sherburne, N. Y. 


Device: ‘Taco Super Trapper 
intenna 

Selling Features; Incorporates 24 
vorking clements on high band 


hannels and working clement 


on «ow band channels; all clements 
ire in same plane; designed to ex 
tend fringe reception to reach 
weakest signals; factory assembled 
by means of a spring-loaded quick 
rig design; may be carried to point 
of installation folded and then 


Opn ned and locked 





JFD Antenna 


JFD Mfg. Co., Inc., 
6101 16th Ave., 
Brooklyn, 4, N. Y. 


Device: “Super-Star-Helix ‘TV an 
tenna 

Selling Features; New design in 
corporates Star-Helix microwave 
configuration with special front 
end modification for peaking chan 
nel 13 performance; high locked-in 
wattage; a director and delta 
matched helical section plus a shor 
tened stub at center of helix ha 
been added Star-Helix; available in 
single bay or stacked 


Price: Single bay, $35; stacked 
$72.50 





TWIN OGYRO 
Indoor Antenna 


Dynamic Electronics, New York, Inc. 
73-39 Woodhaven Bivd. 
Forest Hills, L. 1., NM. Y 


Device: ‘Twin Ogyro invisible in 
door ‘l'V antenna 

Selling Features; Uses twin dipoles 
of “Ceroc,” a specially processed 
wire; cach dipole is wound on rub 
ber moulded combination spool 
and suction cup slightly less than 
in inch high and wide; both spools 
take up no more than 2 thimbl 


Price: $] 


WELCH Fans 
Correction 


Inv the April issue, page 158, thi 
cfm rating of the “Wheel-A-Breez 
floor fan was listed as 300 clm 

Actually this fan delivers 3000 


fin 
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TRUTH | 


AUTOMATIC WASHERS 





Your Business demands that you know the answers! 


ARE “PRICE-BUILT’” WASHERS A GOOD 
INVESTMENT FOR YOU? 


No! In today’s market the average dealer who sells bar- 
gain washers, can hardly make ends meet! With small 
profits to begin with, normal operating expenses and costly 
service calls leave you nothing! That’s why Blackstone 
quality-built washers are your best bet, yet! 


IS YOUR MARGIN AS HIGH AS IT 
COULD BE? 


No other Brand gives you a higher margin than 
Blackstone! More profit on your investment leaves you 
greater opportunity for trade-in deals! 


IS THERE AN OUTSTANDING QUALITY 
FEATURE IN ANY ONE BRAND? 


Yes! “Blackstone Automatic Washers,” say the experts! 
Only Blackstone is 100% mechanically controlled with 







exclusive “AUTOTROL” timer. Eliminates the hazards 
of breakdowns due to moisture, dirt and corrosion! 


IS THERE A TUB WITH SPECIAL 
EYE-CATCHING SALES APPEAL? 


Yes! Only Blackstone has a gleaming STAINLESS 
STEEL TUB with special ribbing to provide gentle 
“wash-board” rubbing action. Remember! Women 
recognize the value of STAINLESS STEEL! 


IS THERE ONE BRAND YOU CAN PROVE IS 
“VIBRATION-FREE?” 


You bet! Show your customers how you can balance a 
nickel on the edge of a Blackstone—while in operation. 
Only Blackstone assures such functioning by floating the 
entire mechanism on 3 cushion-rubber mounts! 


IS THERE A WAY TO PROTECT YOURSELF? 


Yes! Take advantage of Blackstone’s selective Franchise 
policy! Blackstone dealers everywhere take the gamble 
out of laundry appliance selling by avoiding cut-throat 
competition and price wars that eat into your profits! 


No wonder Blackstone enjoys a reputation for the 
Finest in Washing Machines! 


Blackstone 


JAMESTOWN, NEW YORK 


AMERICA’S OLDEST MANUFACTURER OF 
HOME LAUNDRY APPLIANCES 


Automatic Dryers, lroners, 
Wringer Washers Washers Gas & Electric Portable & Console 
oo abe. Sanaa am Ma cae 2 Bl 3.9 tm 5 AR Oa 7 
— or Now git ae wer 











. ged Pas eae AG Ts 
; 5 ne SS a SE ft 


MAY, 1955—ELECTRICAL 








Complete Laundry Unit 
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TRADE REPORT 


ELECTRICAL 


APPLIANCE 
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1953 


ONE 
MILLION 


HALF 
MILLION 





AIR CONDITIONER SALES have climbed 


teadily for the past five years The 


question now: How hot in ‘55? 
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AIR CONDITIONERS 





NEWS 





R. P. HARRISON 
yh! a aS 





Early Sales Are Good; Now If... 


A manufacturer; “Tirst- quarter sales 
have been exceptionally good.” 

A distributor: “I’m really elated 
with sales.” 

A dealer: “I’ve never sold so many 
units so early.” 

hose were a few comments picked 
up across the nation last month as the 
first warm weather touched off the 
1955 air conditioner season. 

Not all of the remarks sounded like 
a spring melody, however. Loud 
moans and groans from some sections 
of the industry provided plenty of dis 
cordant notes. 

But as a bright new season dawned, 
most of the industry was feeling pretty 
good. The reasons behind this “cau 
tious Optimism” were simple: 

Much of the 1954 carry-over had 
dried up in early-season sales. Real 
distress” merchandise was getting 
hard to find, 
Dealers were buying cautiously 
generally behind the 1954 pace—but 
at a faster clip than most distributors 
and manufacturers expected. 
Customer reaction to early sales 
revealed a surprising willingness to buy 
excellent consumer acceptance of 
air conditioners. 
Everyone agreed that total sales 
in 1955 will break all previous records. 


Dwindling Inventories. ‘The key 
factor in any current enthusiasm, of 
course, stems from the fast-vanishing 
stockpiles of 1954 merchandise. The 
distribution pipelines, which were 
painfully choked up at the end of the 
1954 season, have been cleared out 
with pre-season And everyone 
in the industry is breathing easier. 

While several sources. still report 
Carry-Overs, distributors agree 
1954 stocks are “drying up fast.” One 
giant retail chain provides an example 
of the situation. After excellent suc- 
cess selling the close-out of one manu- 
facturer, this national chain wanted 
to buy more. But a_ cross-country 
search revealed: “no more for sale.” — 

The excellent response of the pub 
lic has surprised some observers, but 
it seems to be genuinely widespread. 
Che first indication of the buyers’ 
mood came from the south where the 
selling season starts early. 

In New Orleans, sales by the end of 
March topped 5,000 units 


sales. 


most 


hat com 


1955 


pares with 3,750 units sold in 
first quarter of 1954. 

E. N. Avegno, acting general sales 
manager of New Orleans Public Serv 
ice, Inc., predicts that 18,000 units 
will be sold in New Orleans this yeat 
(as compared to 13,200 in 1954). 
Expert Avegno predicted 13,000 for 
1954. 

In Miami, the year got off to a fly 
ing start with January sales hitting 
1,200—exactly 100 percent greater 
than sales in January, 1954. In Feb 
ruary, sales were up 30 percent; im 
March, sales were 25 percent above 
1954. 

In Arizona and other sections of 
the southwest, a good early season was 
reported. Omaha dealers started ad 
vertising in February this year and 
received enthusiastic response. In St 
Louis, sales for the first six weeks re 
portedly matched the volume of the 
first four months of 1954 

Chicago discounters had good luck 
with sales on 1954 units and are now 
scraping the bottom of the barrel, In 
Milwaukee, where the season is just 
starting, a dealer says early inquiries 
have been encouraging; people are 
aware of the product and susceptible 
to sales. 

In Cleveland, little pre-season ac 
tion was reported, but customers re- 
acted to “specials’”” of department 
stores and chain firms, and dealer in 
ventories were light or nonexistent. 

Philadelphia reported sales up 55 
percent during the first six wae of 
1955 and a Chamber of Commerce 
economist predicts that the boom of 
the past three years will continue 
through the current season. 


the 


Skimmed Cream? Some sources ex 
pressed concern over the success of 
early sales, however, because they felt 
1) the “cream of the market was be 
ing skimmed off” and 2) prices were 
so low they might snowball into the 
new season. 

Most distributors weren’t worried, 
however, One said, “The people 
buying that distress merchandise are 
low-income folks who wouldn’t buy 
otherwise.” Another said: “It’s a good 
thing. It’s the old ‘radiation’ effect 
For everyone who bought, six or seven 
other people get interested.” And 
everybody was agreed, that: “The '54 


stuff had to be moved someway.” 

On price, one New York distributor 
feels the situation is improving rapidly. 
“A couple of months ago, three 
quarter ton units were going for $110 
at wholesale. Right now I’m being 
offered $160 to $165. In anothes 
three weeks, it will be $175." (That 
was in early April.) 

He added that by the time the real 
scason starts, 1954 units will be gone 

or selling close enough to 1955 mer 
chandise to avoid senous price cut 
ting on the new units 

“T'o sell the '55 units, the sales 
force must explain the difference,” 
he said, “But when they do, people 
will be willing to pay the $25 to $30 
itep-up.” 


1955 Units Move. Most distribu 
tors reported that new merchandise 
was moving slower than a year ago. 
But with 1954 stockpiles dwindling 
the pace is picking up 

One manufacturer reported; “First 
quarter sales have been exceptionally 
good—at retail and at our level. I’m 
talking about this year’s models,” This 
manufacturer added, “It’s going to be 
a helluva competitive year, but they're 
going to sell.” 

Another major producer was actu 
ally back-ordered on 1955 ait 
tioners in early April 


condi 


Now the Weather. With inventory 
problems clearing up, the industry 
now has nothing to worry about 
except the weather 

One manufacturer 
a “tremendous year no matter what 
the weather is.” But most people 
seemed to agree weth the Cleveland 
distributor who said, “If it’s hot, we're 
in. If it’s cool, let's talk about some 
thing else.” 

On the subject of weather, how 
ever, an encouraging note came from 
the forecaster: Weather ‘Trends, 
Inc. of New York, an independent 
research organization, is predicting a 
warmer-than-usual summer for the 
south normal weather for most 
of the rest of the country. Only the 
far northwest is in for a cooler-than 
usual year 

If the weathermen are right, the air 
conditioner industry will hot 
scason—in more ways than one 


flatly predicted 


and 


have i 
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REVOLUTIONARY SAFETY IN 
OSCILLATING FAN DESIGN 








THE BREEZE SWINGS 


TO SWEEP 


THE ROOM 


— YET THE FAN DOESN’T MOVE! 


All the features 

of an ordinary 

oscillating fan, 
plus 


@ Childproof—accident-proof 





moving parts entirely enclosed. 


Oscillating drive mechanism eliminates gears. Jam-proof clutch. 
Fan can be tilted, locks at any angle while continuing to oscillate. 
One-knob control turns fan on or off, makes it oscillating or 
straight-blow—vanes can be stopped to send air in any direction. 
Rubber-mounted from base with Vibrex fasteners. New advanced 


design of striking beauty. 


@ Swiftly moving vanes give a gentle, continuous air flow minimiz- 


ing draft. 


Retail price, Model 7162 
Immediate delivery 


SEABREEZE —the fans 





$94°°5 s) 
that are absolutely safe 





Non-oscillating fan 
having same design fea- 
tures as oscillator. Exclu- 
sive feature — manually 
operated vanes direct air 
in any direction withour 
moving fan! 





rt 
Hh Retail price Model 7161 $19.95 





Two other Safety Fans in the Seabreeze line 


> 





Straight blow fan with 
Seabreeze exclusive 
Safety grille. May be 
used as hassock type fan 
Quiet, efficient operation 


eae 





Retail price Model 2260 $14.95 | 





Full one-year warranty on all Seabreeze fans 
Canada's foremost fan manufacturers 
Sea-Breeze Manufacturing Limited, Toronto, Ont. 


Wy 


Canadien ond U.S. 
patents applied for 
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70) SENECA STREET 


Manufactured by 


SEABREEZE-AMERICA Ltd. 


BUFFALO 10, NY 








“Operation Shower’ Reigns... 


... in June as United States Steel’s “Operation 
Wifesaver” is followed up with a promotion campaign 


for small appliances 


United States Steel is spending 
April and May saving wives. In June 
it starts concentrating on the 
brides. 

rhe current “Operation Wifesaver”’ 
campaign, designed to spur sales of 
steel kitchens, will be followed by a 
June promotion aimed at boosting 
iles of kitchenware and small appli 
aAnCCS, 

Slogan of the new campaign is 
“Shower the bride with gifts of steel.” 
Symbol of the drive will be an um- 
brella. 

The new promotion will be kicked 
off with four-color spreads in the June 
Ladies’ Home fournal and Farm 
Journal. Two sales messages by U.S. 
Steel’s television team, Mary Kay and 
Johnny will reach an audience of 
nearly 20 million on May 10 and 
May 31. 

I'he steel company will make two 
direct mailings to 1,600 department 
tores, 23,000 independent oe se 
dealers, and 5,000 jewelers. 

Operation Wifesaver. Meanwhile, 
officials reported excellent progress on 
the April and May promotion which 
is tied to the theme “Make It A Wife 


Hew 


Executives said they were especiall 
pleased with the reaction of bankers 
to the promotion. U.S. Steel reports 
that well over 300 banks in 43 states 
and Hawaii asked about 
the campaign 


tie-ins with 


Part of the banker enthusiasm 
stemmed from the success of banks 
like the Brockton (Mass.) National 
Bank with U. S. Steel's “White 


Christmas” promotion 

I'he Brockton bank arranged a dis 
play of white goods for the local ap 
pliance dealers’ association and ran 
nine full pages of ads and copy stress- 
ing the “White Christmas” theme. 
(he bank provided bumper signs and 
window banners and dealers displayed 
their appliances on the floors of the 
bank’s four branches. 

As a result of the activity, the num 
ber of appliance deals purchased rose 
27.5 percent over December, 1953 
And the first 26 davs of January, 1955, 
ran 40 percent over the previous year 

U. S. Steel believes this type of 
promotion, with tie-ins from all seg 
ments, “opens up a whole new market 
ing concept.”” ‘They are urging dealers 
to contact local banks for promotions 





Saver Make It An AlLSteel and display space in windows and 
Kitchen lobbies 
Scheduled Meetings 
PACIFIC COAST ELECTRICAL ASSN. EDISON ELECTRIC INSTITUTE 


Annual Convention 
Palace Hotel, San Francisco 


May 11-13 
PUBLIC UTILITIES ADVERTISING 
ASSN. 


Annual Convention 
Sheraton Hotel, Chicago 
May 12-13 


PORCELAIN ENAMEL INSTITUTE 


Mid-year Division Conference 
Edgewater Beach Hotel, Chicago 
May 18-20 


APPLIANCE PARTS JOBBERS ASSN. 


Service Seminar, Trade Show and 
Convention 
Cosmopolitan Hotel, Denver 


May 18-20 


NATIONAL ASSN. OF ELECTRICAL 
DISTRIBUTORS 


Annual Convention (Apparatus & sup 
ply and housewares only) 

Conrad Hilton Hotel, Chicago 

May 22-25 


APPLIANCE TECHNICAL 
CONFERENCE 


American Institute of Electrical 
Engineers 

Hollenden Hotel, Cleveland 

May 23-24 


STEEL KITCHEN CABINET MFRS. 
ASSN. 


Annual Meeting 
The Greenbrier, 
June 2-4 

s = — Ei 


White Sulphur Springs 





Twenty-Third Annual Convention 
Los Angeles 
13-16 


June 


SUMMER MARKETS 


Merchandise and Furniture Marts 


Chicago 
June 20-July | 


HOUSEWARES SHOW 
Atlantic City 
July 11-15 


AMERICAN HOME LAUNDRY MFRS. 
ASSN. 


Summer Meeting 
The Homestead, Hot Springs, Va. 
July 17-19 


WESTERN SUMMER MARKET 


Western Merchandise Mart, San 


Francisco 
July 18-22 
NATESA CONVENTION 
Chicago 


August 19-2] 


INT. ASSN. OF ELECTRICAL 


LEAGUES 
20th Annual Conference 
Toront 
October 5 8 
7 ae ae 
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NEVER AGAIN A TIME LIKE RIGHT NOW TO GET 


Cash in on the big conversion 


to bulk milk cooling...and this 
outstanding new freezer line! 


Wilson is way out ahead — with know-how based on 150,000 farm 
refrigeration installations! (bulk and can milk coolers, farm freezers) 

Dairy farmers in leading milk-producing states have tried bulk 
milk cooling—and like it! Eliminates milk cans and heavy labor; 
improves quality, volume and sanitation; cuts losses; boosts profits; 
benefits producers and dairies in many ways. 

Pioneering is over, but market is wide open. Total 12-year sales to 
fall of '53 were 7,000 bulk milk coolers; by fall of 54, 6,000 more; 
estimates for ‘55, from 12,000 to 50,000 more! And that’s only a 
start! Prospects concencrated— groups go bulk by milk routes. 

Get full story — call or write Wilson! Wilson leads with a full line, 
properly engineered for top performance, economy and dependabil- 
ity. Unique features. Unique experience, When the entire industry 
had sold only 7,000 bulk milk coolers, Wilson had sold over 20,000 
bulk and can coolers based on the same refrigeration principle! 


NEW FREEZER LINE—makes ideal combination with coolers or other ap- 
pliances for farm or city. Exclusive Center Plate Coil, other features, out- 
standing value! Twice the heritage of any other freezer line! 


America’s leading manulacturer of farm milk coolers (bulk and can) for 25 years! 


WILGON REFRIGERATION, inc., SMYRNA, DELAWARE 
Division, Tyler Refrigeration Corporation — 





INTO THIS EXCITING NEW FIELD! 


Wilson Bulk Milk Cooler—-models from 80 to 700 gallons 


4 
y 











- Wihon Home freezers-——6 popular models 


[LESCOL] stone resezens 


COSCO EEEE 
. 
- 
Wilson Refrigeration, Inc, Department EM-5, Smyrna, Delaware 
7 
oy Oe cae ae ee sd Rush information on opportunities in Wilson Bulk Milk Coolers Home 
Ww E . Freezers Can Milk Coolers 
GREAT NEW WILSON STORY! «. 
. . 
Ask for Hal Wickham, Henry Shapley, 4 NAME DISTR DEALER 
Jack Wilson or Gordon Massey. . 
. 
. ADDRESS 
. 
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Tie in with Tide’s national Tide-Automatic 
Washer advertising by buying local spot 
announcements following Tide’s top-rated 
radio and TV shows. Use the Tide Premium 
Plan promotions for increasing store traffic 

. and boosting sales. Contact your dis 


tributor or manufacturer for details 


.and ask him about the Tide Post-Sale 
Home Demonstration Plan, too...it’s your as- 


surance of maximum customer satisfaction. 








ese vtomat; : 
for full-action nat "in signed 


On TV and Radic... 


6 top-rated network shows are 
helping you sell automatic wash- 
ers! Tide-Automatic Washer com- 
mercials on these programs feature 
your brands . . . no wonder Tide is 
your best tie-in bet! 


qf 
/4 Ai - 


WASHDAY MIRACLE 


roe tne 
CLEANEST 
S POSSI 


/ 


ae 


Rae 





| The 16 brands below are being co-featured with Tide in 


hard-hitting individual newspaper and magazine ads that 
are sending prospects into your store to see and buy auto 
matic washers! 


ABC Caloric General Electric Maytag 

AMC Coronado Kelvinator One Minute 
Barton Easy Kenmore Speed Queen 
Blackstone Firestone Laundry Queen Wizard 


NOTE: Each ad features an individual brand ... yes, and each 
manufacturer gives Tide the strongest endorsement possible 


they pack a free box of Tide in every new automatic they make! 


On Your Account —CBS-TV 
Concerning Miss Marlowe —NBC-TV 
The Loretta Young Show — NBC-TV 
Perry Mason—CBS-Radio 

Our Gal Sunday —CBS-Radio 
Woman in My House — NBC-Radio 
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|| INSTALLATION OF 
co OUTDOOR VENT 
COMPLETE 





Tested and approved by leading dryer manufacturers 


Provides simpler, faster, more economical outdoor venting 


EACH FLEX-VENT KIT CONTAINS: 


A tailored length of gleaming white flexible 


ducting .. . washable and flameproof 


A weatherproof all-aluminum vent hood with 


built-in automatic damper 


Clamps, screws and easy-to-follow instructions 











COLLECTING NORGE’S million-dollar 
pay-off is R. C. Connell, vice president of 
sales. Teller Ronald Szemplinski, right, of 
the Merchandise National Bank, Chicago, 
smiles at the largest amount ever to pass 
through his window at one tim 


Norge Payoff 


More than 9,000 appliance dealers 
received nearly $1,000,000 on April 
26 as the first installment of Norge’s 
profit-sharing fund. 

President Judson §. Sayre said the 
payment represents funds accumulated 
for dealers on their Norge purchase 
since January 1. The company puts 
aside two percent of the cost of each 
ippliance in a special account for 
Cae h cde iles 


Dealers will receive ividual 
checks from the firm’s 8 listribu 
tors, Savre said Another ivment 


will be made in July for tl \pril | 
to June 30 period 


Sayre said the bonuses ma icreast 
many dealers’ net incomes as much 
is 50 percent, since the payment 
ire beyond regular profit margins. H 
said, “Our first quarter sale I 52 
percent of last year, and the bonuses 
are a return to dealers for achieving 
this increase.” 

(he dollar volume of business at 
wholesale apparently was nearly $50 
000,000, “February and March sales 


almost matched the monthly pace set 
during the record $15,000,000 Janu 
ary month,” Sayre said 

Automatic clothes dryers, at 405 
percent of last vear, were the leader 
Unit sales of automatic washers near 
tripled and those of refrigerators more 
than doubled. Ranges and conven 
tional washers showed increases rang 
ing from 200 to 250 percent of the 
1954 totals. Home freezer and wate 
heater shipments also were up consid 
erably,” he said 


Wanted: New Ideas 


Appliance dealers are being invited 
to suggest new houseware products to 
All-Luminum Products, In 

Ihe company’s first “Products for 
Tomorrow” contest will award three 
cash prizes, plus the possibility of 
royalties if the product is produced. 

Entries must be submitted on forms 
available from the Products Develop- 
ment Division, All-Luminum Prod- 
ucts, Inc. 36th & Reed Sts., Phila- 
delphia 46, Pa. Deadline for entries 
is June 30 
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This is the day of the big numbers. a 


Population, projects, markets and money are scaled 


in millions and billions that evade human perception, 
become meaningless and monotonous, 

Advertising is in scale with the times. The size and 
complexity of some current advertising programs often 
obscure their effectiveness. 

Some advertising expenditures approach the exotic.. 
A New York theatre is rented full time to provide a 
setting for one hour of advertising a week... A single 
effort to win public attention and good will, with no 
assurance of sales runs to a six-figure cost... Advertisers 
even advertise their advertising! 

The current fashion favors big audiences, media 
parcels of millions, Sometimes with too little recognition 
of reality, or arithmetic! 

The best prospects often comprise only a small 
portion of the big audience units. 

Smaller media may offer better markets. 

Size is no index of medium influence and impact. 


The best values usually come in small packages. 


A ccorpine to the April 1954 Census Bureau estimate, 
the United States has 46,893,000 households...of which 
Life with 5,312,769 circulation reaches only 11.5%, 
Ladies’ Home Journal, with 4,511,970, only 9.6%. 
Saturday Evening Post, with 4,250,940, only 9.0%. 
(All circulations Publishers’ Statements 12/31/54.) 


(continued on second page following) 
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NEW TURBU - FLEX 
WASHING ACTION 
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TWIN AUTOMATIC 
WASHER & DRYER 









































Here are 5 of the greatest advances 
ever made in automatic washing. 


THEY ARE YOUR 5 GREATEST SALES 


W POSITIVE DIRT 
£ SOIL DISCHARGE 


letely empties washer 






Comp ae ADVANTAGES WHEN YOU STOCK 
of al ees droins throvgh AND SELL THE SENSATIONAL NEW 
Dirt mevclothes come out ONE MINUTE TWINS. 

cleaner 





They offer you big volume sales 
plus bigger profits. Switch to One 

















Minute in ‘55 and scoop com- 
NEW SCIENTIFIC pol 
WATER BALANCE ti 
diusts ovt = 
rt ony insures 
smoothest operation without 






vibration 





=e 
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Shown above is Model 848 . . . part 
of the complete One Minute line of 
conventional washers. Complete 
price range that will make you 
money. 


WRITE WIRE OR CALL TODAY FOR 
COMPLETE MONEY - MAKING DE- 
TALS ON THE FAMOUS ONE 
MINUTE LINE. 


ONE MINUTE 
WASHER CO. 


Appliance Crattaman Since 1898 


Kellogg, lowa 


NEW FLUID DRIVE 


Provides continvovs trouble 
free operation No pavec 
between cycles Cushions 
wear on moving parts, Pre 
s overloading motor 
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POSTERS like these announce the seventh annual National Water Systems Mont 


May: Water Systems Month 


Shooting for over 1,000,000 sales in 1955, the 
water systems industry is opening a vast new field of 


appliance users 


May is the seventh National Water 
Systems Month. This year the indus 
try is keying its promotion to the goal 
of one million water system sales 

(he Plumbing and Heating Indus 
tries Bureau emphasizes that this i 
“profit-time for the dealer who recog 
nizes that the sale of an electric water 
ystem to the farm or non-farm rural 
family living beyond the water mains 
ets up the sale of no less than 11 
different time and work saving appli- 
ances 

New suburban “beyond-the-water 
mains’ developments and established 
farms that never had an electric water 
system present a “huge” market for 
the industry, the bureau said. 

Specifically, the industry estimates 


Hotpoint Homes 


the ‘( 
other 


it will sell to 
homes and 
construction; homes 


market new 
bevond-the-mains 
now lacking run 


ning water; new systems to replace 


obsolescent equipment; and upple 
mentary systems to meet increased 
water needs and afford greater prote 


tion against hire 
1955 is } 
said 

Ihe National Association of Do 
mestic and arm Pump Manufacturers 
has prepared 


Total potential for 


075,000 units, the bureau 


1 “hard-hitting poster 
related equipment for 
farm” which depend on 
water for maximum useful 
“The poster is designed to help 
the dealer sell up to the big ticket,” 
the bureau said. 


emphasizing 
home and 
running 


Hncss 


























TYPICAL OF THE HOUSES going up in conjunction with Hotpoint’s Golden 


Anniversary promotion is one in Hartford, 


Conn. W. J. Emigh, left, of the 


General Electric Supply Co. and builder Nathon Steinberg examine a Hotpoint 
dishwasher going into the ‘‘Living-Conditioned’’ home. Co-sponsor of the May- 


MAY 


through-June promotion is “Living For Young Homemakers’ 
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This is the day of the b1@ NUMBETS . . « (conmew 
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Even the newest giant, Readers’ Digest with more 
than 10 million domestic circulation, can go to less than 
22%, of the whole national market. 

Yet one magazine with 1,300,000 circulation affords 
the advertiser a larger share of a better market than any 
major national medium can offer, 

The magazine is SuccessFUL FARMING... which reaches 
26%, of the country’s commercial farms, and 42°, of all 
farms earning $10,000 or more annually, 

SUCCESSFUL FARMING farmers raise more than half of 


the corn and soybeans, two-fifths of the wheat, nearly 


two-thirds of the oats...and sell 57°, 


of the hogs, 38°%, of 
the cattle and calves, 37°%, sheep and lambs... 33°, of the 
poultry, 44% of the eggs, 44%, of the dairy products. 

SF farmers own more than a third of the farm tractors; 
half the grain combines, milking machines, hay balers; 
and two-thirds of the mechanical corn pickers, 

SUCCESSFUL FARMING farmers last year had an average 
income from farming alone of just under $10,000 — are 
a market worth $11 billion annually, the equivalent of 
another national suburbia. Their homes are 96°, 
electrified, Their living standards have risen steadily, 

They spend more on their homes than urban families 
in the same income bracket. 

And because SuccessruL Farmine for fifty years has 
helped them produce more, earn more, save more, 
earned their respect and confidence... it has more 
influence with its market than any general medium. 

If you make a quality product, these SF farm families 
want it, and can buy it, SuccessruL FARMING offers 
you a truly big medium and market —at a truly modest 


cost. Any office will give you more details, 


Mexeprru Pusisninc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 


Cleveland, Atlanta, San Francisco, and Los Angeles. 








THE AMAZING WARM WEATHER 
Profitable SALES LEADER 


EVERYONE CAN AFFORD! 


EATHERZONE 
PORTABLE 






EASY! 
JUST PLUG IT IN! 


ws. WEATHERZONE is not a fan, nor a freezing conditioner 
it is @ new, unique scientific discovery using noture’s 
own system of cooling. 


a ye WEATHERZONE produces cool air without health-hazard 
m™ Af a oe dratts and sudden drops in tempereture. No costly in 
~ > ~~ wh stallations, no dials to set——just plug in—Keeps your cus- 
eer basy tomers cool—while you collect hot weather profits 

WAKE BEPEESHEO 


faa FEATURES 
al \'\4 t 


aT 
el A 


once OF OTnER 
PROPENHIONAL UME 


COOLS——-in @ natural, comfortable, more healthful way 
PURIFIES AIR-—filters dust, dirt, soot and pollen. 


STURDY—Housed in 20-gauge steel cabinet, grey crackle 
finish 


NOISELESS—-DRAFTLESS—DEODORIZES 


WARRANTY 








WEATHERZONE comes with a full year warranty 
gainst hanical or electrical defects. Fully ap- 
proved by Underwriters Laboratory. 











Don't lose warm weather business 








Order now for early delivery. 


APARTMENTS. HOTELS. 











MICRO-MOISTURE CONTROLS, Inc. 
22 Jericho Turnpike Dept. EM-5 Mineola, N. Y. 





Non-Recourse Paper Pays 


A Miami bank started it as an experiment with 
one dealer; now after two successful years the service 
is being offered to all retailers 


he First National Bank of Miami 
recently 
nancing service and a low rate whol 
ile plan to a meeting of dealers in 
the Miami area 

Uhis new credit extension is the r 
ult of two years of successful experi 
menting in the retail financing field 
by the First National Bank, the larg 
est single bank 


New York City 


outlined a non-recourse fi 


operation south of 


C. M. Davidson first reported on 
the service in “One Dealer's Plan 
for Non-Recourse Financing,” in the 


September 1953 issue of ELecrricat 
Mercuanpisinc. ‘The financing was 
first offered to only one dealer, then to 
1 few other responsible retailers, and 
finally last month to all dealers in the 
rea 

John M. Sessions, vice president 
f the bank and director of the in 
tallment loan department, presented 
the details of the plan to a meeting 
of dealers in the 
Hotel 

Dealer requirements are modest: a 
00d reputation, ability to service, and 
1 reasonable 


Biscayne ‘Terrace 


financial position. ‘The 
bank’s terms are 10 percent down and 
6 months for white goods, 24 months 
for television 

Charges are nine percent per an 


num. ‘Two and one half per cent of 


the nine percent finance charges are 
placed into an aggregate reserve fund 
to offset repossession and other pos 
sible expenses. When this fund 
reaches a sufficient amount, refunds 
may be made to the dealers annually 

Ihe bank is also offering the deal 
ers a new, low-cost wholesale plan 
for dealers who find it practical to 
purchase in straight car-loads in or 
der to secure longer discounts. Upon 
paying 10 percent of the cost of the 
inventory, the retailer can finance the 
90) percent for 90 days for one pet 
cent, or on the basis of four percent 
per annum. He can renew for an 
idditional 90 days upon paying an 
idditional 10 percent on the inven 
tory and one percent interest. 

Banker these terms 
were possible because of the bank’ 
expanded activity in the field of in 
tallment lending. ‘The bank claim 
to have the lowest delinquent and 
loss ratio on installment loans in the 
entire country 

Whil the possibility that 


consume! credit is more S¢ lective ull 


Sessions said 


there is 


der non-recourse because the respon 
sibility to pay rests entirely upon the 
purchaser, the bank places the empha 
sis on the stability of the Miami area 
as the important 


cog in developing 
the plan 


Do-It-Yourself: Still Growing 


A new survey shows 72.5 percent of families 
participate; the portable drill is most popular and 8.9 
percent plan to buy more power tools this year 


Almost three out of every four fam 
joined the Do-It-Yourself 
trend, according to a recent survey of 
the readers of American magazin« 

I'he study also showed that 32.2 
percent of the families own at least 
one power tool. The portable drill is 
the most popular with 10.9 percent 
owning that unit. Almost nine per- 
cent indicated plans to buy at least 
one power tool in the next 12 months 
and another 23.6 percent expressed 
uncertainty. 

Do-It-Yourself is not limited to any 
one income group and apparently in 
creases steadily up to the $10,000-a- 
vear bracket where it drops off sharply. 
Ihe average family does 3.4 jobs a 
year 

Most popular Do-It-Yourself task is 
inside painting. Some 45.8 percent of 
the families said they had done one 
or more jobs of this type. Carpentry 
construction and repair was next most 
popular (24.5 percent) and outside 


ilies have 


MAY, 
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painting followed (24.3 percent). 

Even Appliances. ‘The report re 
vealed that 1.5 percent had tried to 
repair appliances. However, only 0.4 
percent said they plan to repair ap 
pliances in the next 12 months. 

The Spring is the most popular 
time of year to start Do-It-Yourself 
projects, the survey showed. Winter 
was the second choice. 

Next to the portable drill, the cir 
cular table saw is the most common 
power tool. The grinder, sander, jig 
saw and drill press follow in popular 
ity. Power mowers are owned by 24.8 
percent. 

Most DIY fans consider it both a 
hobby and a money saver, the report 
revealed. About 57.4 percent said it 
was both, and 35 percent said it was 
primarily a money-savet 

Magazines were the most popular 
source of information about Do-It 
Yourself projects, but 12.5 percent 
received help from retailers 
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RCA Victor announces 
giant 521 tra 


e-in special! 


Ne nn ee 


Now you can give unparalleled trade-in allowances 
on the new high-profit 21-inch"521”" console! 


Here’s the big spark for your Spring selling 
the greatest trade-in opportunity in RCA Victor 
history! It works like this: 


1—Ask your RCA Victor distributor for details 
on this giant “Spring Special’’—the biggest pro- 


motion ever put behind a single television set. 


2—He will tell you how you can give your cus- 

tomers special eye-popping trade-in allowances 

on their old small-screen sets toward the pur- 

chase of the beautiful new 21-inch RCA Victor 
52]”—a full-fledged luxury console 


3 Make sure your salesmen know all the selling 
points of the “52/.” It has RCA Victor's new 
Oversize “*All-Clear” Picture-—biggest and clear- 
est in 21-inch TV. And it has such luxury extras 
as a phono-jack and light-up tuning 

Starting March 21, this trade-in special will get 
more advertising and promotional backing than 
any other console in history. The “52/"’ offer 
will be featured on such great television shows 
as “Caesar's Hour” and the 90-minute spec- 
tacular “Producers’ Showcase’’—plus a huge 
spot TV campaign across the country. Four 


radio shows and large spot programs, as well as 
big ads in national magazines and ne wspapers, 
will also back this trade-in offer. Attractive 
window streamers and co-op ad mats are ready 
for you now. Pick up your phone and call yous 
RCA Victor distributor right ROA) 

now. Cash in on the greatest 1) 


trade-in promotion of your life! 


RCA VICTOR 


Limited time only! Ask your RCA Victor Distributor for details! 











For sales action on both 


THE CHICAGO TRIBUNE 


You increase sales action these four ways! 



























































Chicagoland's largest audience! ‘The Tribune reaches hundreds of thousands Your best prospects! When Chicagoland families get ready to buy, the Trib- 
more families than are reached by any other Chicago newspaper. Tribune une is their basic shopping guide. They turn to it because they know the 
readers account for the greater part of the appliance store purchases in Chi- Tribune brings them by far the largest selection of home merchandise offers 
cagoland, in Chicago. 













ADVERTISED 
IN THE 


























>, YA“ 
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Stronger trade impact! Your salesmen get a ready hearing when they can ji increased dealer activity! Dealers will back Tribune-advertised merchandise 


more intensively with displays and tie-in ads because they know it pays off 
in more traffic and a greater number of pre-sold prospects. 


talk about a schedule in the Tribune to the Chicago dealers on whom they 
call. Retailers know the Tribune gets greater response than any other me- 
dium you can use in this market. 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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sides of the counter... 


DELIVERS SELLING 


POWER NO 


OTHER 


MEDIUM CAN MATCH! 


SELLING power that gets maximum action on both sides of 
appliance store counters—that’s what you get when you use 
the Chicago Tribune. It is Chicago’s primary buying guide 
and the top hard lines medium with consumers, retailers and 
manufacturers. 

For proof of the ability of the Tribune to move a greater 
volume of merchandise faster, you need look no further than 
the advertising record of your own industry. Because it pro- 
duces best results for them, general advertisers of appliance 
store products invest more of their advertising budgets in 
the Tribune than in all other Chicago newspapers combined. 

You make best use of advertising in the Tribune when you 
base it on a Tribune consumer-franchise plan. Our detailed 


knowledge of the multi-billion dollar Chicago market can help 


get extra value out of every dollar you spend here for promotion. 


Dozens of advertisers have used the Tribune consumer- 
franchise plan, hand-tailored to their individual needs, to gain 
more sales and a stronger market position in Chicago. Why 


not ask a Tribune representative to give you the details? 





Percentage of expenditures of general 
advertisers of housing equipment & 
supplies and radio & television sets 
placed in each Chicago newspaper 


Year: 1954 


62.3% 
CHICAGO 
TRIBUNE 


17.9% 


CHICAGO 
DAILY NEWS 


10.2% 


CHICAGO 
AMERICAN 


9.6% 


CHICAGO 
SUN-TIMES 











Chicago Tribune 


THE WORLD*S GREATEST NEWSPAPER 


Chicago 

A. W. Dreier 

1333 Tribune Tower 
SUperior 7-0100 


New York City 
E. P. Struhsacker 
220 E. 42nd St. 
MUrray Hill 2-3033 


Detroit 


W. E. Bates 
Penobscot Bidg 
WOodward 2-8422 


San Francisco Los Angeles 
Fitzpatrick Associates 
155 Montgomery St. 


GArfield 1-7946 


Fitzpatrick Associates 
3460 Wilshire Bivd. 
DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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to 
HIT 
the 


ATTIC FAN 
MARKET 






} " is end 
REALIZING THE IMPORTANCE of the youth market to power tool selling, the 
John Oster Mfg. Co. recently staged a promotion at its Milwaukee plant tied in 
with Boy Scout merit badge tests. TV personality ‘’Bill Handy’’ opened the pro ¢ 
gram with a demonstration 


Be Prepared, and... 








; ATTIC 
names Ce EANS 
CERTIFIED RATING 


Bullseye for business! That's the score for every dealer 
who stocks Conso Windmasters . . . the lowest-priced 
high-quality fans on the market today. The turnover’s 
terrific . . . customers clamor for Conso economy. Backed — 

by A&M Certified Rating. Wire or write today for com- UNDER THE WATCHFUL EYE of sales manager Earl J. Goodfellow, these Scouts 
plete information. learn to use band saws. Fifty-eight boys won their Scout Woodworking Merit 


Badges in the all-day session. One local TV station sent a newsreel cameramen 


both local newspapers sent reporters and an editor of Boy's Life attended 






_..Do It Yourself 


CHECK THESE IMPORTANT CONSO WINDMASTER FEATURES: 


@ Underwriters Laboratory Approved @ Compact and easy 
to install, either vertically or horizontally © G.E. motor with 
thermal overload cut-off © S.K.F. Neoprene-mounted sealed- 
for-life bearing @ Quiet, counter-balanced die-cut steel 
blades @ 100% welded construction throughout @ Vibra- 
tion-proof rubber-padded frame mount ®@ Automatic spring- 
hinged belt tensioner. 


Manufacturers’ agents: Choice territories available for reliable 
agents with followings. Write immediately for information on 
the fastest-selling line in the country. 





al 
CONSOLIDATED GENERAL PR 0 FINAL TOUCHES ore put on the job under the supervision of Oster industrial arts 
’ . 
instructor Gordon Von Gonten. The company was very pleased with the prom 
2401 Nicholson P. O. Box 7425 Houston, Texas tion. Larry Kabins, advertising and sales promotion manager for Cummins Power 





Tools, said similar programs probably will be used elsewhere 
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FEATURE YOU CAN 


and 





Another HOTPOINT Evlia 
Another HOTPOINT 7/7144¢- 


A touch of the toe—and it's ready to roll! The 





new Hotpoint EYE-HI rolls out for easier 








kitchen cleaning, decorating, and for retrieving 
fallen articles. The handy toe lever also locks 
the rollers so the cabinet rests securely and 


evenly in place on the floor 


This exclusive feature, plus a refrigerator at 


eye height and a giant freezer below, make the 

BIG IDEAL-HUMIDITY REFRIGERATOR 
* Frost-Away Automatic Defrosting ¢ Dairy- 
Stor * Meat Tray ¢ 2 Hi-Humidity Vegetable 
Crispers ¢ Illuminated Cold Control «© Stor- 


More Shelf ¢ Extra Deep Aluminum Door Shelves ; 
© Refrigerator Door Safety Stop. excitement when it rolls into the market with 


G FS) \ \ hard-hitting national magazine and television 
SrtGrsery | GIANT 123-LB. TRUE FOOD FREEZER é B 
YW) / i} 


advertising. Cash in on the demand and sales 
g 


Hotpoint EYE-HI the world’s most convenient 


combination 


The Hotpoint EYE-HI will create plenty of 


Y ff ¢ Insulated Latch-T Freezer Door with 25-lb. 
, Yy ff Pressure Leake Pedal scat e Easy Loading Glide- it will build for the entire Hotpoint line. See 
v 15 APY Out Freezer Storage Basket © Freezer Door 
Shelves ¢ 3-Row Cube Trays © Separate High- 
Powered Cooling System. 


TROEPSINE Sn les Qoisouany fn Gon Spt 


RANGES © REFRIGERATORS © DISHWASHERS © DISPOSALLS” © WATER HEATERS © FOOD FREEZERS © AUTOMATIC WASHERS © CLOTHES DRYERS © AIR CONDITIONERS 


your Hotpoint Distributor today! 


HOTPOINT CO. (A Division of General Electric Company) $600 West Taylor Street, Chicage 44, ilinois 
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For Fair Traders: Sympathy... 


... but not much else in the annual report of 
the Senate Small Business Committee; Congressional 
action seen unlikely at this session 


Supporters of Fair Trade—who have 
been absorbing a lot of punishment 
clsewhere—will get sympathy but not 
much else from the annual re port of 
the Senate Small Business Committee. 

Kven though federal and state 
Fair Trade Laws are still being gen 
erally upheld in the courts—42 states 
have valid laws—the tide appears to 
have turned against Fair ‘Traders in 
the market place 

Ihe committee report is keyed to 
this, and is openly pessimistic about 
the fate of Fair Trade. Without be 
ing able to pin down precisely how 
hig discount house sales are—estimates 
from $5-billion to $25-billion a 
vear—the committee concludes that if 
their sales growth this year “even 
closely approximates” that in 1954, 


lair Trading will be about over and 
done 

Just what Congress will do in the 
current session about Fair Trade is 


hard to predict now. But the guessing 
is that nothing will be done. For one 
thing, the whole area of antitrust and 
competitive conditions is super 
charged with politics. Furthermore, 
the politicians inside both parties are 
not together on Fair Trade 

Both Attorney General Herbert 
Brownell and Federal Trade Commis 
ion Chairman Edward F. Howrey 
have endorsed repeal of the Federal 
Nair ‘Trade Laws—the Miller-Tydings 
ind McGuire Acts. 

But so far, no Republican congress 
man or senator has yet endorsed their 
view. And leading Democrats—while 
unanimous in generally criticising the 
Administration's special antitrust re 
port that plugs repeal—split on the 
Fair Trade issue. For instance, Rep. 
manuel Celler (D.-N.Y.) favors re 
peal; Sen. John J. Sparkman (D.-Ala.) 
iS against it 

While Fair critics are press 
ing for outright Federal repeal and 


Track 


Maytag’s Nine Millionth 


the discount houses continue 
at the expense of Fair Trading re 
tailers, the Small Business Report 
comes up with no real suggestions to 
he Ip out 

lhe Committee flatly says that even 
winning court cases against price cut 
ters has “proved ineftective” in halt 
ing such retail outlets. It just 
as flatly that if Fair Trade laws are 
ever to be effective, proponents must 
“do more than file suits in state 
courts,” 

In the words of the report, pro 
ponents must launch a ‘“‘full-scal 
counterattack.” Exactly what the 
Committee has in mind doesn’t show 
in the report, however. No specifics 
are supplied 

It merely says that such a drive 
would require the full backing of the 
manufacturer, his distributors and re 
tailers to “police the channeling of 
lair Priced articles” from the factory 
to the consumer. It also says whole 
must bear responsibility for 
preventing one retailer from obtaining 
“unfair advantage” over his competi 
tors and that manufacturers with Fait 
lrade programs must enforce 
or give up Fair ‘Trade contracts. 

But the report sounds a pessimistic 
note again, adding that at best this 
would be an “uphill fight,” “no easy 
victory” over cutters who sell 
such as appliances, jew 
elry and other nationally advertised 
brand items—which through 
many hands before reaching the r 
tailer. 

In short, while sympathizing with 
the plight of those who Fair Trade, 
the Committee has presented no solu 
tion for dealing with a situation in 
which price cutters are able to get 
hold of consumer items, and potential 
buyers are particularly price conscious 
ind willing to forego extra services 
offered by the regular retailer. 


growing 


Says 


salers 


them 


price 
merchandise 
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EXECUTIVES OF THE MAYTAG CO. beam happily as the 9,000,000th washer 


comes off the production line 


Roy A Bradt, left, marketing vice president, com 


ments on the gold-trimmed units to President Fred Maytag II, executive vice 


president George M. Umbreit, and Robert E. Vance, secretary 
o matching dryer were given to an employee-stockholder 
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G-E EXECUTIVES Baker, Poteat, Schroeder examine company’s newest product 


G-E’s Electronic Oven ... 


. . . Will be on the market late next year; 


officials reveal that the rapid-cooking oven is ‘just 


about ready,” display models are in the works 


General Electric Co. has a hous« 
hold electronic oven. Officials at Ap 
pliance Park, Louisville, announced 
this month that G-E will be taking 
orders for the new unit next year. 

J. R. Poteat, general manager of the 
range and water heater department, 
made the announcement during a visit 
to Louisville by Dr. W. R. G. Baker, 
vice president and general manager of 
the G-E electronics division in Syra- 
cuse, N. Y. Dr. Baker visited the Park 
to inspect a developmental sample of 
the electronic oven and observe de 
velopments. 

The new oven, which uses high 
frequency radio waves to cook food 
much more quickly than conventional 
methods, probably will not be avail 
able before the end of 1956. The com- 
pany plans to display built-in models 


during the coming year, however, 
Poteat said. 
“The electronic oven has finally 


been developed to the point where it 
makes sense for home use,” Dr. Baker 
said. “It cooks many foods faster than 
other methods. It does a better job 
of cooking some foods, and the appear- 
ance and flavor are identical to results 
obtained in conventional cooking.” 

Electronic ovens have been used 
experimentally for many years, Poteat 
explained. A few have also been used 
commercially in restaurants. But, up 
to now, they have all suffered a com- 
mon fault: The foods they cooked 
lacked the appetizing “browned” sur 
face achieved in a regular oven. 


“We have developed a way to 
‘brown’ foods while they are being 
cooked electronically,” Poteat said. 


“This removes the chief objection and 
makes the electronic oven something 
homemakers will want and can use.” 
No Price Yet. No price has been 
sect for the home electronic oven, but 
the product will cost more than con 
ventional “built-in” ovens, Poteat 
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said. While it will cook faster than 
today’s standard current 
cost for electronic oven cooking will 
be about the same as for conventional 
methods. 

Test data submitted by George W. 
Schroeder, development engineering 
manager for the range and water 
heater department, covers these re 
cent improvements: 

1) A three-pound rolled roast has 
been cooked in 15 minutes; normally 
it would take an hour and a half. A 
15-pound turkey has been cooked in 
45 minutes; normally it would take 
six hours. The performance with 
frozen meats is outstanding: an 
8-pound frozen standard rib roast has 
been cooked in an hour and a half. 
Normally, it would take the meat eight 


ovens, the 


hours to thaw and another four to 
cook. 
2) Vegetables have been cooked 


without water in the moisture con 
tained in the vegetable itself. Water 
soluble vitamins which are lost in con- 
ventional steaming or boiling appear 
to be retained in substantial quanti 
ties. 

3) Appearance and flavor of most 
foods are identical with results ob 
tained in normal cooking. The crisp 
browning of roasts and the delicate 
browning of pies have been achieved 
Inability to brown foods has been a 
serious drawback of earlier electronic 
ovens, calling for supplementary heat 
ing in a regular oven. 

Schroeder, who has been working 
on electronic cooking development for 
the past 10 years, is convinced that 
the new GF ‘ust about 
ready.” 

“Up to now, this has been som 
thing for laboratory scientists and for 
limited commercial use,”” Schroeder 
says. “Now we have it at the point 
where most of the objections for home 
use are removed.” 
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More Comfort... More Sales... 


WK 
FS 7 


@ INDIVIDUAL PANEL SWITCHES 


e AVAILABLE WITH OR WITHOUT 
THERMOSTATIC CONTROL 


REVERSIBLE 
single andtwin 
WINDOW FANS 


with the chrome plated $//£-/£F-GARD 


Kord adds Twin Reversible Window Fans as com- 
panions to the successful single models and doubles 


efficiency and comfort. 


Use them in the bedroom, kitchen, living room or 
attic . . . always refreshes quickly and efficiently. 
. both Reversible 
Window Fans are completely guarded, front and 
back, with Kord’s sturdy, all chrome-plated “SAFE- 
TEE-GUARD.” Just one of the many quality fea- 


Use them with confidence . 


tures found in these outstanding values. 
Available in 10” and 12” Blade Sizes 


WRITE FOR COMPLETE CATALOG 


Simply flip lever to reverse air flow WITHOUT 
removing ventilator from the window. Exhaust hot, 
stale air during the day, bring in cool fresh air at 
night. Adjustable to fit most any window. The 
4 pole, WEATHERPROOF Motor is completely en- 
closed — assures all-important protection against 
dust, damp air or rain, guaranteeing long, lasting 
service. Finished in beautiful gray baked enamel, 


it blends smartly with any color scheme. 


For safety, styling and efficiency Kord’s Single and 


Twin Reversible Window Fans set the pace! 
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“What's Acid Resistance’?”’ 


Most people know that stainless steel stays bright even 
when exposed to the worst of weather. But which if any of 
these acids can be used in contact with stainless steels? 
(a) Acetic acid 
(b) Carbolic acid 
(c) Nitric acid 
Answer: All of them! Armco 18-8 Stainless Steel isn’t 
damaged by these acids under almost any conditions. 
Again, which if any of these common food acids attack 
stainless steels? 
fa) Citric acid from citrus fruits 
(b) Malic acid from apples and grapes 
(c) Oleic acid from oils and fats 
Answer: None of these natural organic acids affects Armco 
Stainless Steels. 












































Keep this acid-resistance story in mind. Use it to show 
your customers that Armco Stainless Steel can’t be beat for 

















its multitude of applications, such as range burner bowls, 





broiler pans and grids, kitchen sinks, refrigerator parts, 





washing machine parts, hollowware and tableware. 

Note: Consider using these messages in your sales training 
programs. Others like them have been assembled in a folder 
entitled, “You Have to Tell to Sell.” Just fill out the coupon 


and mail it to us. 






































1135 Curtis Street, 
Middletown, Ohio 





ARMCO STEEL CORPORATION 

















Send me copies of your folder, ‘You Have to Tell to Sell."’ 
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hw ARMCO STEEL CORPORATION 


1135 CURTIS STREET, MIDDLETOWN, OHIO 


SPECIAL STEELS 


Sheffield Stee! Division * Armco Drainage & Metal Products, inc. « The Armco international Corporation 
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Automatic Changes Hands 


C. E. King wrests control of the washer company 
from Frank Breckenridge in proxy fight; new manage- 
ment sees big future in combination washer-dryer 


Within five years 75 percent of the 


dollar volume of the industry will be 
in the combination washer-drver 
field.” That was the comment of 


Charles E. King, Chicago business 
man, as he took over the Automatic 
Washer Co. of Newton, la 

King, a wholesale paper merchant, 


won control of the Iowa firm in a 


proxy fight with President Frank 
Breckenridge who headed the com 
pany since 1949, John Chamberlain, 


president of the Washer Dryer Mfg 
Co. of Chicago, will serve as the $l-a 
year president of Automatic, King an 
nounced, King, as chairman of the 
board, along with the other directors, 
will each draw $1-a-year 

The fight for control began in Jan 
uary when King began his drive with 
5,000 shares of the company’s 132,- 
000 outstanding shares of stock. King 
wrote to the approximately 640 stock 
holders criticizing the 


salary. 


management 
md charging the firm was being run 
for “those few” in control 

He charged that the company had 
a net loss of more than $150,000 since 
1948, during which time the officers 
and directors drew compensation of 
more than $400,000. 

Breckenridge reported that the com 
pany's outstanding debt had been r 
duced from $400,000 on January 1, 
1950 to only $20,000 owed current 
suppliers at the time of the stockhold 
ers meeting 

Breckenridge said the company had 
introduced three new fully automatic 
washers since 1950, completed a re 
tooling program, expanded facilities 
and developed patents. 

King’s slate of directors won over 
Breckenridge’s nominces by 
66,956 to 34.057 

Chamberlain, the 
said the 


1 vote of 


new president, 


company would try to put 


Hotpoint Display 


a tpount 


DEMONSTRATING THE FEATURES of 


the new Golden 


Anniversary Hotpoint 
automatic washer display is 
D. D. Thompson, merchandising manager 
of the home laundry section. E. J. Soren 
sen, sales planning manager, listens to 
the sales pitch 


itinerant 
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itself in a position to play a leading 
role in the combination washer-dryct 
business. ““The industry is about to 
go under a_ serious technological 
change in this field, and there is no 
reason why we will not do a substan 
tial volume of business in washer-dry 
ers,” he said 

Chamberlain's Chicago firm is en 
gaged primarily in research, develop 
ment and the sale of washing ma 
chines. He indicated that the Washer 
Dryer Mfg. Co. could handle Auto 
matic’s selling at a greatly reduced 
unit cost 


New “Wash-N-Dry” 


Westinghouse has announced a new 
combination washer and clothes dryct 
in a single standard-sized unit. 

Called the Wash-N-Dry Laundro 
mat, the unit “combines all of the dé 
luxe features of the Laundromat and 
Dryer twins in a single, space-saving 
unit,” according to J. J. Anderson, 
manager of laundry equipment. 

“It requires no special plumbing 
just the ordinary hot and cold water 
connections and drain as for any Laun 
dromat, and it does not have to b« 
vented for drying,” Anderson said 
“During the drying process, a special 
condenser carries away the lint and 
moisture extracted from the clothes.” 

The unit can be set to wash and 
spin dry clothes in one complete cycle, 
or it can be used to wash or dry alone 

The Wash-N-Dry — Laundromat, 
which sells for $529.95, will be avail 
able in Westinghouse colors, cascad 
aqua and sunshine yellow 


Jap Washer-Dryer 


A combination washer-drye1 
factured in Japan, will reach the U. 5 
market “possibly before the end of 
the year,” according to Max Hugel 
president of Brother International 
Corp. 

he washer-dryer 
new appliances the Japanes¢ 
machine manufacturer hopes to intro 


manu 


several 
sewing 


is one of 


duce in America. A home knitting 
machine will be the next product 
and this will be followed by juice 
blenders, electric fans, and steam 


irons, according to Hugel. 

Brother International was 
in May, 1954, as a_ subsidiary of 
Brother Sewing Machine Mfg. Co 
Ltd., of Japan. In the first ten 
months of operation, the firm did 
$10,000,000 worth of business in this 
country 

The Japanese company has a work 
ing model of a combination machine 
which, he said, will be in color and 
will be sold through appliance dealers 
in this country 


formed 
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glass-lined for extra years of hot water ! 
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AN BE SOLD ANYWHERE- 
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WATER AREAS 













get a Duo-THerm GAS water heater... 


Few things are os frustrating a» the het 
water you're fresh out of No matter yhat 


Giese sel unde THESE ARE-FEATURES 
ma : you CAN REALLY 


All types (including sine ond copper lined), s'te*, 
fuels. Just check these Duo-Therm features 
GAS—Non-cloggind Rodial-Jet” Burner for 
thrifty, quick heating Counter-Flow Spiral Bot 
fle puts more hea ‘ 
ELECTRIC —Fully immersed “Hot Wott” heating 
elements use every watt for more efficient heat 
ing. Super-sensitive THRIFT” Controls 


save electricity 
OlL—"Flome-in-the Flue design puts maximum 
heat into the woter, soves oll. Exclusive Ovol 
Chember Burner give? hot woter in ao hurry 
See your Duo-Therm Dealer todoy! f Ds 
ME 7,2 'R 


A 30. gation Triple Treated 
UO-THERM Aviomotic (Glows Now | sim-tined Dvo- Therm ovtomons $QO90*% 
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.. it’s his specialty 


Laurence Wray helped kiss the ice man goodbye. 
He’s ELECTRICAL MERCHANDISING’s Editor. 
Sometimes, he looks over the Hudson at a trans- 
atlantic liner from his 30th floor office and thinks. 
That’s the toughest work there is .. brainwork. 
That’s his job 


Larry sees the whole Industry picture. He recog- 
nizes the really vital subjects and gives them 
the attention and thought they deserve. He has 
always done so during his 25 years with 
ELECTRICAL MERCHANDISING, He will continue 
to do so. 


Larry’s desk marks the center of a communica- 
tions web. His staff and researchers feed him 
the raw material of their findings continuously. 
Larry is flooded with sales and distribution 
figures. He constantly evaluates reports of 
dealer and distributor interviews and moves 
by manufacturers. His finger is always on the 
appliance-radio-TV Industry’s pulse. 


His many interests make him a fine after-dinner 
conversationalist. He appreciates good music, is 
keenly interested in water colors, has focused 
a Leica for years, plays the kind of golf which 
breaks a competitor’s spirit and reads every- 
thing from Henry James to The New Yorker. 
He keeps up with the times and is in no rut... 
neither is his magazine. 


Probably no other editor has keynoted so many 
national appliance-radio-TV Association meet- 
ings. He can be depended upon to speak out and 
let the chips fall where they may. It takes 
courage but he does away with arguments with 
documented facts. That’s Larry. 


NEMA once asked him to write a book about 
selling appliances. He researched, wrote, edited 
and indexed “The Electrical Appliance Sales 
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A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, WY. 
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APPLIANCES AND TV SETS 


Handbook” and set some kind of record doing 
it. It took only three months. It’s still the only 
one of its kind. 


Since Laurence Wray became Editor he has 
made ELECTRICAL MERCHANDISING easier to 
read, He uses advanced techniques, advocates 
more good pictures and picture stories and uses 
new ideas readily. However, he only changes to 
increase readership...to get an idea off the 
page and into the reader’s mind. 


Under Larry the entire January issue was de- 
voted to marketing facts and individual market 
studies for the first time. And for the first time 
the Industry called it the “Bible.” 


Perhaps his greatest strengths are his years 
of experience, his inquiring mind and facility of 
expression. But it would never do to forget 
his warmth and his love for a good story. He 
skippers a happy ship. People like to work for 
and with him. 


Perception, talent, heart and understanding 
typify Larry Wray. Each issue reflects his 
knowledge of dealer problems. Under his guid- 
ance his staff delivers the kind of editorial per- 
formance he wants month after month, /t is the 
kind of performance which makes advertising 
most effective. 


Because of the things Larry Wray stands for 
top dealers and distributors all over America 
buy ELECTRICAL MERCHANDISING. They know 
the McCoy when they see it. They read the 
advertising like they do in no other publication. 
They get a lot out of it. So do advertisers. 


Use ELECTRICAL MERCHANDISING regularly. 
You'll get a lot out of it too. You'll find your 
advertising dollar working harder and going 
further to build distribution and cut sales costs. 


alone 
will 


cover the market alone 
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PRESIDENT FRED MAYTAG II isn’t crying 


who pounced on 





matched by distributors at the kickoff of ...... 


Million-Dollar May 


or the first time in six years the 
Maytag clan gathered at Newton, 
lowa, March 28-29, to see the kick-off 
of an event which would have thrilled 
l’ounder Maytag’s sense of derring-do. 

A million dollars is being spent by 
Maytag, in co-operation with Proctor 
& Gamble’s ‘Tide, to stage a 
month promotion in May—a “Spring 
Party.” It is designed to catch the 
attention of every man, woman and 
child in the United States with its 
message 

Boiled down to the retail level, it 
meant the dealer has the opportunity 
to attract prospects at a cost, to him, 
of 84 cents apiece. For the aim of 
this barrage of publicity is to invite 
people to come into Maytag deale: 
stores and ask for free boxes of ‘Tide 


one 


Pr. 


A dealer also will have something 
for the youngsters who came in, bags 
of marbles at $6.40 a gross, skipping 
ropes for the girls at $7.20. He and 
his salesmen will be wearing gaudy 
sport coats (cost $3.25 apiece), banded 
straw hats and spats. He will be 
urged to fill his store with potted 
blooming plants, singing canaries, and 
soft music appropriate for springtime. 
rom Maytag he will receive a poster 
picket fence for decorating his store. 
He will be asked to display Maytag’s 
two washers in color, green and cream. 
In short, his will take on an 
extraordinary atmosphere in propor 
tion to an extraordinary event. 

Two Big TV Shows. No advertis 
ing manager for appliances ever an 
nounced a bigger program—all to be 


store 


a r eye ey 


“WE'RE OFF WITH A BANG” 
and skits 


SHOOTING FOR NEW GOALS, these salesmen literally start with a bang in a bit 
of convention hi-jinks. The gaudy sport coats, canes and straw hats emphasize 
the ‘Spring Party’ theme of the promotion 


Parades, 
day meeting at Maytag’s Newton 


reads the sign on the side of a truck 


dancing chorus girls sparked the twe 


lowa, headquorters 
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APPLICATION FOR PROFIT! 


TROPIC-AIRE, INC., 5201 W. 65th Street, Chicago 38, Illinois 


Yes: Send me full information about the new line of Tropic-Aire 
Automatic Electric and Gas Water Heaters! 


NAME 





FIRM___ 








ADDRESS 








CITY : ZONE____STATE 
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Leading Retail Appliance Dealer 
Is Sold on KLIXON Protectors 


ELMIRA, N. Y.: Mr. Howard T. Schneck, Treasurer of Clair 
H. Schneck & Sons Inc., Elmira’s leading appliance store, has 
had much experience with appliances that have motors pro- 


tected with Klixon Protectors. Here’s what he has to say — 


“Klixon Motor Protectors on domestic refrigerators we 
handle are particularly desirable accessories in areas of low 


voltage. Klixon Controls are positive protection against 


motor burnouts.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 


Automatic 


METALS & CONTROLS CORPORATION 


SPENCER THERMOSTAT DIVISION 
2505 FOREST ST., ATTLEBORO, MASS. 
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shot in one month—than Ralph Nunn 
did to the six branches, six distribu 
tors, city representatives, Canadian 
groups and 255 salesmen who lis 
tened. 

The kickoff will come in a spot on 
the Proctor & Gamble Loretta Young 
television show, May 2, reaching 17 
million viewers. Maytag is buying the 
Martha Raye TV show May 10, fol 
lowed by the Sunday night Max 
Liebman spectacular May 22. ‘The 
Martha Raye show enters 29,640,000 
I'V homes, and the Max Liebman 
spectacular 29,830,000, a total of 
59,470,000 contacts. 

Added to this were 23 TV and 
radio spots, in such seriels as “Our 
Gal Sunday,” “Perry Mason,” and 
“Woman in my House,” with 40,- 
580,000 contacts. 

A four color spread will appear in 
Life May 13, and advertising is being 
run in Farm Journal, Progressive Far- 
mer and Household magazine on the 
event. 

Boost For Sales. ‘Thinking behind 
this Maytag promotion was very sim- 
ple, president Fred Maytag II ex 
plained to the crowd. Production was 
up 74 percent on automatics, 174 
percent on ranges, and 20 percent 
on dryers. ‘The promotion will put 
a Sunday punch behind retail sales. 

Logic behind advertising also was 
simple, explained advertising manager 
Nunn: 85 percent of U. 5S. women 
are accustomed to using ‘Tide and will 
go into dealer store for a free box. 
Company advertising will emphasize 
that one can save nine gallons of hot 
water per wash with a new Maytag 

To stimulate action at distributor 
level, Ford thunderbird cars and Chev- 
rolet convertibles will be presented 
to heads of distributor groups that 
make 110 percent of quota. Standing 
at time of meeting was: Newark, 744 
percent; East, 81; Northwest, 82; 
Southwest, 84; Chicago, 85; Kansas 
City, 85.1; Cincinnati, 85.9; Rich- 
mond, 90; Southwest, 94; Minneapo- 
lis, 95.9; Rocky Mountain, 109.2. 

As plus promotions, 3,500 disc 
jockeys are getting scripts and rec- 
ords, 2,500 billboards are going up, 
and best house cleaning articles in 
women’s magazines are winning prizes 


New Dealer, First Guest 


— = 


for editors. A film, “Long Live the 
Ladies,” is being shown. 

Taking part in the show, in addi 
tion to president Maytag, were vicc 
president Roy A. Bradt, Claire Ely, 
general sales manager, Ralph Nunn, 
advertising manager, George C. Owen, 
sales promotion, Gerald E. Ankeny, 
E.. A. Larsen, Bob Payne, service man 
ager, and Neal Gilliatt. 


Westinghouse Color 


Westinghouse major appliances will 
be available in two colors—sunshine 
yellow and cascade aqua—according 
to R. J. Sargent, manager of the major 
appliance division. 

Terming color “the most popular 
new trend in American kitchens to 
day,” Sargent said the new “Holiday” 
tones will be used on several models 

“Our laundry equipment, table-top 
water heater, free-standing dishwashe: 
and ranges will be finished in two 
color tones. They may be purchased 
either with cascade aqua bodies and 
sunshine yellow tops or the reverse 

Sargeant said there will be a “nomi- 
nal increase in suggested list price and 
cost of the colored appliances.” 


Contests: A Spur 


Sales contests are a popular spur 
for salesmen, according to a recent 
survey of 2,700 sales executives. Ove 
two thirds of the business firms with 
five or more salesmen use some kind 
of sales contest regularly. 

Ihe study, conducted by the Sales 
Executive Club of New York, shows 
that the contests ran for periods of 
one to three months with 57 percent 
of the companies. Contests on a sea 
sonal basis are run by 21.5 percent 
while 18 percent run them on a 
year-round basis. 

The contest themes are changed 
from year to year by 76.6 percent 
Cash, merchandise, travel prizes and 
recognition are the leading incentives 
used, and most of the firms use a 
combination. Cash is the most popu 
lar and is used by 20 percent 





THE FIRST WINNER of Westinghouse’s ‘Be My Guest” contest is W. A. Gregory, 
second from right, of Tyree’s Inc., St. Petersburg, Fla. Gregory, who has only 
been a Westinghouse dealer since January, is presented with his tickets to Europe 
by R. D. Sneed, of Westinghouse Electric Supply Co., Tampa. Left is F. B. Dewalt 
of Westinghouse Supply and right is Hall Hardin, president of Tyree’s 
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HOTTEST PROMOTIONAL ITEM 


POWER TOOLS 
"Admiral 


WORLD'S LARGEST TELEVISION MANUFACTURER 


@ Watch the “do-it-yourselfers’” come flocking 
to your store when you offer this super-value. 
The drill alone regularly retails at $24.95! It’s a 
husky, rugged 1, inch drill with deluxe features 
like these: precision gear type chuck...saw type 
handle...instant-release lock-type switch... plus 
Admiral’s exclusive, beautiful GoLp color finish. 


@ And that’s only the beginning! The give- 
away price includes a 31-piece Accessories Set 
that makes this the tool of a thousand uses... 
plus the carrying case, with transparent poly- 
styrene cover and handle. To top it off, even at 
the rock-bottom retail price of $19.95, there’s a 
good mark-up for you. Call your Admiral 
distributor or mail the coupon now. 


Use this super-special as a traffic builder for the complete line of 
Admiral SuperTools ... America’s Most Magnificent Power Tools 


AUTHORIZED OF 


; 
scl press 
POWER TOOLS 


The brightly polished Gotp colored finish 
gives Admiral SuperTools a tremendous sales Admiral CORPORATION, Accessories Division 
edge. The complete line includes '/," and 1/,” 3800 Cortland Street, Chicago 47, Illinois 

drills, power saws, sanders, polishers, drill 
stands, saw tables, compressor attachments, 
screw driver attachments...plus numerous 
home workshop kits. Put yourself in the 
power tool business with this tubular metal Name 
display stand, complete with built-in illumi- 
nated sign and illuminated Admiral wall Address 
sign...available with your starting assort- 
ment of Admiral SuperTools. Call your City 
Admiral distributor. 


Gentlemen: Please rush prices on Drill Kit T51 and 
complete catalog on Admiral SuperTools. 
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most wanted 
range accessories 






“4 QT 


i 







8. ROUND 
LAYER CAKE PAN 








C, JUICE-SAVER PIE PAN 





































SQUARE 
CAKE PAN 








E. 
LARGE 
COOKIE 
SHEET 





COMPLETE SETS OR 
INDIVIDUAL PIECES 





A. MIXING BOWL SET These laugh 





8. ROUND LAYER CAKE PAN Every 


“hard knocks give a lifetime of homemaker wants one of these easy to 
sorvice Three specifically designed 

sizes for every daily use from beating clean cake pane Large coep (" & 
an eee to mixing a cake Tapered sides 1 ) to fill a varvety of baking needs 
Can be used with electric mixers. Set Has tightly rolled round bead Illus 


of 4, $4.75 trated recipe label. $2.25 








C. JUICE-SAVER PIE PAN Kitchen D. SQUARE CAKE PAN The popular 
tested pie pan has unique rim = that , = 
cutches juice as it bubbles our of fruit . one thats just sight fer 


most cake mixes. Browns quickly and 


pies and prevents it from spattering 
range oven 


$2.25 ing pan 


lilustcaced recipe label evenly May be used as a small roast 


Illustrated recipe label. $2.50 








f. LARGE COOKIE SHEET Every kitchen needs several cookie sheets 
slide casily from emooth, hard surface Three turned edges for convenience of han 


Illustrated recipe label. $2.35 
DEPT. 1865 


WEST BEND ALUMINUM™M CO. 


i ee wiscon Sitwn 


Cookies 





dling. Perforated for hanging 





















Admiral Food Plan 


Admiral Corp. has 
new freezer-food finance plan covering 
freezer purchase and food order 

According to W. C. Johnson, vice 
pre ident of iles, the plan will be 
handled by Commercial Credit Corp 
It provides for th 
freezer purchase over 
individual food 
months 

Most food plan 
initial food order,” Johnson said. Un 
der the Admiral finance plan thi 
situation has been remedied Phe 
purchaser may obtam a continuou 
upply of food from the same source 

up to the time the freezer is 
completely paid for.” 


announced a 


financing th 
24 months and 
orders OvVCI four 


stop with th 


Food Plan Guild 


lentative plans. are being mapped 
out for a food plan guild for the Phila 
delphia area which would do an in 
titutional job educating th 
on the relative merit 
plan 

Lhe proposed guild would have | 
membership of reputable freezer-food 
plan operators to include appliance 
dealers, department stores, and food 


public 
of freezcr-food 


plan organizations 





Marketing Briefs 





¢ Servel, Inc. has announced price r 
ductions of approximately $20 per 
model on its 1955 refrigerator line 
I'he line has been shortened from a 
total of 16 models last year to 12 for 
1955, according to John H. Wall 
vice president and general manager of 
the home appliance division, 


¢ The F. EF. Meyers & Bro. Co. held 


its 100th factory sales training class in 


“Impac” Has Impact 





March. The meeting in Ashland, O., 
was attended by 41 dealers and di 

tributor representatives Nearly 4,06 

persons have attended the factory sal 

training cours¢ ince they began in 
1945 

¢ Lewyt Corp. reported sales increas 

of 43 percent during “Alex Lewyt 
Month” which ran from January 24 
through March The Jos. M. Za 
moiski Co. of Washington and Balti 
more, Wa root 
trophy for being the over-all winn 


presented with a fi 


in the contest 


¢ Hamilton Mfg. Co. reports that 
dryer shipments in March 
the 1954 mark by 150 percent. Auto 
a 50 percent 


urpa SCC 
matic washers showed 
increase during the same period, a 
cording to R. G. Halvorsen, vice presi 
dent in charge of sale 


¢ Geneva Modem 
named the Damascus Electric Co. of 
Damascus, Md., as “Dealer of th 
Year” for 1954. This is the 
vear that the 
company won. Damascus manager 
Willard Woodfield and his wife were 
flown to Geneva, Ill., to receive th 
award which included a $500 Saving 


Bond 


Kitchens has 


second 


consecutive Damascu 


¢ Youngstown Kitchens’ general man 
ager of sales, M. L. Ondo, said “The 
tendency in the industry to consider 
kitchen planning and installation a 
complicated and difficult is losing 
money for dealers.” In a recent state 
ment, he pointed out that the bulk of 
the steel kitchen business is 
on small installations ranging from 
$300 to $900 


written 


¢ A new Los Angeles Furniture Mart, 
costing $7,000,000, will be built this 
year, according to A. W. Potter, pres: 
dent of the California market. Plans 
were completed last month and _ the 
Prudential Insurance Co. of America 
will purchase the project upon com 
pletion 





“GOING GREAT” 
ager of RCA Victor 
Impac 
tributors is reported by Toney and sale 


non-breakable plastic cases 


about the company’s new portable radios 
Excellent reaction frory 














That's the comment of James M. Toney, right, general man 


packaged ir 
dealers and dis 


manager L. J. Collir left. A heavy 


spring ad campaign features dramatic stroboscopic photos of Impac’s non-break 


able choracteristics. As another spur 
») 


dealers begins on May 2 
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$10,000 window disp 
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150 field tests have proved to 
WARD jobitrs: 


* Good VHF picture at as far as 200 


miles on several channels 

r Excellent results at 100 miles 

* Good results in areas where no other 
antenna was able to bring in a picture 

* More compact—25%-75% less stack- 
ing distance 4 
Channel 2-13 response as much as 
40% better than any comparable an- 
tenna 
Unique superior snap-lock bracket 
Original WARD design all aluminum 
supplemented spring pressure bracket 
—eliminates possibility of intermit- 





tent contact ; 
TRY ONE— you'll find why the Invader - AA - “> , ‘ 4 SY 
is superseding all fringe and super- = ; ie 
fringe antennas. Zz ’ hin 


2 | ~ ate 
WARD Model TVS 356 2 bay and stack- AA o O09 
ing harness $39.95 list A ei 


WARD Model TVS 357 4 bay stacking 
( 
| 


kit (feed harness only) $3.95 
“k 
uper-fringe antennas before it 









‘an original WARD design 


flat type Uni-plane 
Yagi for fringe 
elg-to MA al amslile, 
primary signal 


folg-to Mm Ola a 





*Documental testimonials in our files 





WARD Products Corp., Cleveland 15, Ohio 
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Oo cite while the iron 
is hot in the big 


MANITOWOC OLD- 

} FASHIONED REFRIGER- 4 
& ATOR ROUNDUP...call, 4 
ire, write today for & 
+ complete FREE . 





you 
promotion kit. 

















Be exclusive with 


Manit 
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FIRST in upright freezers 
- ORIGINATOR of the 











al 





iit cu. feet 


Self-Defrosting 


REFRIGERATOR 





elusive 
Manitowoc 


FIRST in upright freezers 
. « « ORIGINATOR of the 


ZAIN 


Lal Ae 











11 Yp cu. feet 


Full, Family -Size 


FREEZER 





DORIS DAY, co starring in YOUNG AT HEART 
a Warner Bros. Presentation 


venience 
in just 21/, by 3 feet of floor space 
nationally advertised refrigerator-freezer, 


+ Guaranteed by = 
sek Good Housekeeping 


4 * 
®o, 
Y 45 aovranstd 





MANITOWOC ‘'2-ZONE"’— America’s newest advance in refrigerator-freezer con- 
the Manitowoc “2-zone” provides over 750 pounds of food storage 
at the lowest cost per cubic foot of any 














ALSO AVAILABLE IN ‘'BUILT-IN'’ MODELS~—Imagine! 10 cu, ft. refrig 
erator PLUS 11'/) cu. ft. freezer EASILY INSTALLED IN ON] 
COMPLETE UNIT! New Fanless Compressor climinates costly 
ventilation while Special “Adapter” Package saves costly installa 
tion, Available in Copper, Stainless Steel, and matching colors, 


World’s only Full Family-size combination 10 cu. ft. 





CASH IN NOW on the most fabulous sales opportunity in the 
refrigerator industry. Get out of the “rat race”. . . kick confusion, 
inventory mark downs, discount competition out the window 

be exclusive with MANITOWOC for exclusive selling features, 
fast turnover and profits no other line can match. Capitalize to 
the hilt on the tremendous demand for the new Manitowoc 2-zone 
—the only ‘rue combination refrigerator-freezer on the market. 
Remember 





conventional types are now obsolete! So get out of 
the “rat race’! We welcome aggressive, hard-hitting distributors 
and dealers who want real, honest-to-goodness action and profit 
... fresh merchandising ideas and a go-get-’em sales crew to fol- 
low through. Remember—there’s only so much territory available, 


So ACT NOW! Join the profit band wagon! 


CALL, WIRE, WRITE Tom Hannon, General Sales Manager, 
Manitowoc Equipment Works, Manitowoc, Wisconsin 
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Refrigerator...11% cu. ft. Freezer in only 2x3 ft. of floor space! 





SELL THESE MANITOWOC “2-ZONE” EXCLUSIVES! 

Exclusive SHOW-CASE INNER DOOR with Butter Caddy, cheese 
compartment and amazingly roomy shelves, 

Exclusive FEATHER-GLIDE SHELVES ... all above waist height. 
Exclusive FORCED ULTRA-HIGH HUMIDITY ,. . keeps food 
reshness in without wrapping... eliminates R.O, (refrigerator odor), 
Exclusive CONTINUOUS SELF-DEFROSTING , , 
defrosting. 

Exclusive EASY QUICK-FREEZING from 0° to 40° below zero 
Exclusive ARCTIC-BLANKET COLD-WALL design with 210 feet 

“of coils provides full freezing power from all five walls at constant 
temperature, 

Exclusive AIRTIGHT SEALED CABINET gives insulation life- 
time protection from trouble-causing moisture 

Exclusive FLOATING DOOR PANEL expands and contracts with 
temperature changes 

Exclusive NOISE-FREE OPERATION with exclusive “Fan-Less” 
Freezer Compressor 


. never needs 


THE MANITOWOC LINE OF TODAY —THE INDUSTRY’S LINE OF TOMORROW! 
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ADEQUATE WIRING was a key topic at the 1955 EE! meeting in Chicago. Norman 
Wicks, manager of the National Adequate Wiring Bureau chats witt 


about hi 


Mildred $ 


speech. He called for united action 


DEALER PROBLEMS: 


In the Spotlight at EE 


Adequate wiring and the current troubles 


MISS BEAUTY-PLUS, 
on the 


Doerr 


1955, 
first birthday of the 
Pacific Gas & Electric Co., 
and H. H 


national 


is Roxanne, TV and movie star 
“‘Beauty-Plus”’ 
D. E. Bootes, The Dayton Power & Light Co 
Brenan, Pennsylvania Power & Light Co., 





She cuts a cake 
lamp campaign as O. R 


watch 


of appliance retailers command the 


attention of the 21st annual sales meeting of the utilities association in Chicago 


Ditzel, Dayton Power & Light Co., 
on the wiring front 
At the Edison Electric Institute 


twenty-first annual meeting in Chi 
cago last month, two subjects received 
more attention than usual. The two 
apphance dealers and adequate wiring 

In a detailed report on the future 
of the electrical industry, C. J. Pra 
shaw, manager, range & 
declared that “we 
are on the threshold of a 


water heater 
sales for Frigidaire, 
new cta iti 
busines 1 think 


and the 


the apphance 
the changes we are facing 


unknown we are exploring accentuate 


the need for lose 
ration 


coordination and 
cCoope 

Prashaw emphasized that utilities 
md apphance dealer 
other 


every 


are dependent 
idded | feel 
utility repre 

icquainted 


and 
local 


per onall 


each 
ure that if 


upon 
sentative wer 
with more ipphance dealers and sale 
rea, there would be 
and failures 
Prashaw pleaded for a better unde: 
standing of 
utilitne manuta 
und their dealers, and said that 
a changing distribution 


men im hi more 


successes tewe! 


each other's problem 


among appliance 
turers 
pattern was 
one of the biggest problems facing th 
industry toda 


W ray, 


\TERCHANDISING 


editor or Eire 
detailed th 


Laurence 
TRICAT 
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distribution revolution” that is taking 
After trend to 
vards off-list selling, he pointed out 
ireas where utilities will be affected 

He said the profound changes tak 
ing place “will have a bearing on the 
future of your residential load 
building programs; on the problem 
of whether or not you should engage 
effect on 
relations; on the de 
gree of responsibility you may have 
to assume to insure that appliances 
m your lines are 


place surveying the 


course 


in merchandising; on the 


your custome! 


maintained in op 
men 
tioned the bearing on preference for 


crating condition He also 
mpeting fuels, and the acceptance 

if new appliances 
He concluded with the thought 
lhe legitimate distributors and deal 
n the territory you serve are fight 


ng your battle, whether they are 
iware of it or not. I think that they 
deserve all the support you can give 
them. I think that if some immutable 


law of economics forces them to give 
and far cynical 
purveyors of ‘accepted’ products, at 
that you will have lost some 
will find difficult 
ive and disheartening to replace.” 

Unified Promotion. The 


way to newer more 
i price 
thing you expen 


wav to 


uccessful selling of appliances, said 
Robert L. Coe, Union Electric Com 
pany of Missouri, is united action by 
all members of the industry. “When 
every electric utility, serving every 
hamlet in America, is leading a cam 
paign—and every manufacturer, every 
distributor, every dealer, every news 
magazine, and every other component 
of the industry is supporting a con 
current Campaign on the same appli 
ance—then we may feel that we have 
progress,"” Coe declared 

Coe is chairman of the residential 
promotion committee of EEI and ex 
plained its objective as a stimulator 
for coordination of promotional ef 
forts. If we get it, said he, “electrical 
living will go forward at a rate far 
beyond our fondest dreams 

l'o illustrate his point, Coe referred 
to food saturation 
appliance that demands united action 
and promotion to get sales rolling 
Che food freezer has gone through 
the wartime hoarding period, the 
somewhat questionable food plans, 
and now it is in a period when many 
thousands of customers have proved 
the value of the freezer and many 
more are looking forward to purchas 


ing one 


made 


freezers as a low 


MAY, 


“Tom Millott of Ebasco Services 
has been working with the frozen 
food industry. He estimates that there 
are over 7.5 million freezers now in 
American homes and 8.5 freezers will 
be purchased in the next five years. 
But this is just the beginning. It is 
predicted that the sale of frozen foods 
will quadruple within the next five 
years 

Coe sees in these statistics and fore- 
casts reason enough for a cooperative 
approach to the problem between 
the food and electrical industries to 
build up food sales in the early days 
of the week. “Some 60 percent of 
most supermarkets’ volume is done 
on Friday and Saturday.” 

I'hrough coordination with the 
food industry, Coe suggests that by 
making every Tuesday “frozen food 
day,” the result would expand the 
sale of frozen foods, freezers and the 
sale of kilowatts 

Dealers Alone Build Power Loads. 
Some five ago, the dealer co 
ordination committee of the EEI bs 
gan work on a coordinated sales pro 
motion calendar, designed to operate 
with full cooperation of appliance 
manufacturers, distributors, dealers 
ind utilities in concentrating 


years 


S ile 
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BETWEEN SESSIONS, Martha Ferris, Better Living magazine, talks over appliance TWO REPRESENTATIVES of the Kentucky Utilities Co, tra G. Kane (left) of 


problems with David J. Herman of the Whirlpool Corporation Paducah and Harry Cari f Lexington got pretty serious as they chatted 





o 


THE WOMAN’S VIEWPOINT is expressed by Anne Lyng of Procter & Gamble ENJOYING a break are (left to right) Mel Weber, G-E, R. J. Malcolmson, Common 
ett t Marcia Mead Whirlpool | rp yt the Chicag meeting wealth Edison Co and } | Boian and f Borgard al ft G-t 





HARRY RESTOFSKI (left), chairman of the prize awards committee, congratulate JOHN S. McDERMOTT, monager, Kansas City Electrical A ition (eft ter 
wir 1 trv Westinglr iM mpetit yOraor } € Foe Washingtor Wat t (oe roe i rg appliance merct r ry r u hie rior are con 
Y rer t t f t re ' Ww e tre Ww te tr re t ‘ r t t twert t 

A f V ' nw neetir ‘+ ct ' 
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ind promotional 1 
ippliances during « 


the year As the si 


tance of the dealer 
isset had been rece 
by many 
came evident that 
means could satis 
built.” 

Mven 
merchandising 


own, sal@f#Waters, « 


companies 


coordinated derler 
“could fc 
tha 


declared 
building effect 
time that re 
pany s effort 
lhe appliance ck 


by Waters as the 
team if he doc 
it just isn’t closed 


industry to get to k 


develop our own § 
market analysis 
it to our own peo 


tives. Don Will 
sales, Arizona Pu 
pany told the hom 
that theirs is a ere 
working with deal 
to aggressive sellin 
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( oOmpan i 5 


Operations 


ulting 


then we 


ctivities on given 


ertain months of 
of this plan 


ICCCSS 


unfolded, one startling fact soon 
emerged 

According to J, R. Waters, residen 
tial promotion manager, Mononga 
hela Power ¢ ompany, “the impor 


is a loadbuilding 
nized before this 
but it be 
through no other 
‘factory be 


now 
loads 
with outstanding 


of their 
ame to realize that 


their efforts needed supplementation 


by aggressive dealer selling 


“A well 
Waters 
load 


many 


program,” 

total 
be 
the 


hieve ! 
would 


from com 


il mK 


iler was described 
“lead horse in the 
sn't close the sale 
" He advised the 


now dealers better 


Waters’ advice was to collect all 
the facts possible about electrical liv 
ing and appliances and then submit 
them to the dealer. “Will the dealer 
iccept these fact he asked. Obvi 
ously he will decide for himself, but 
he needs to have all the facts. If we 
want him on our team, we must pre 
sent these facts in terms of the local 
situation, National figures provide a 
national picture They mav be en 
tirely misleading localls We can 


tory from our own 
should teach 
before we 


pl 


try to sell it to our dealers.” 
Urges Home Service 


Representa- 
is, vice president, 
blic Service Com 


e service conference 
it responsibility in 
rs to get them back 


g. “In home 


ippli 


4 


DOUBLE WINNER J. H. Keele, center, sales promotion manager of the Florida 
Power & Light Co., accepts the George A. Hughes awards for electric range 
promotion and electric water heater promotion for his company. Chairman 
Restofski, left. and Jarn a Jell, of Hotpoint, help carry the winnings 


ance selling,” said Wilis, “the most 
discouraging factor is that vast army 
of sales allies, our appliance dealers, 
who in far many instances give 
little indication of resuming good 
old-fashioned hard selling.” 

Sell up to higher quality and big 
Willis. “Don’t stop 
with an automatic washer, sell a com 
plete automatic laundry . . . don’t be 
satished when you've convinced the 
homemaker she needs a garbage dis 
poser, sell up to a complete electri 
ink with a dishwasher.” 

Above all, said he, sell 
dissatisfaction—sell .the services 
have to offer by. creating a desire for 
the greater comfort, convenience and 
to be. had. through 


too 


! 
ger sales, said 


customer 
you 


economy elec 
tricity, 


What's a Lead Balloon? ‘Too often 


in the past, said Norman Wicks, 
manager of the National Adequate 
Wiring Bureau, the efforts of the in 
dustry to cure the wiring problem 
has been likened to a lead balloon 
it %can’t get off the ‘ground Said 
Wicks, if there’s any lead involved 
“it’s in the seat of our tollective 
pants.” 

He cited the success of local ad 
quate wiring bureaus and said that 
the national organization’s field work 


is now generated by industry requests 
for information on the “Wow” rather 
than the “why” of wiring programs 

Promotions now, said Wicks, must 
be concentrated on the consumer and 
he noted the work of 
national advertisers apphiance 
makers in this regard 


encouraging 
and 


Raise your sights to much longer 
range planning, said Ralph J. Cor 
diner, president of General Electric 
Cordiner thinks that planning for 
from two to five years ahead is much 
too short a period to ever beat the 
adequate wiring menace. He offered 
New York apartments as an example 

With many built since the war, and 
many of them in the past five years, 
more than 78 percent of the Empir 


LAURA McCALL AWARDS go 
Co., 
Light Co., 


Ruth D. Kruger, Arizona Power Co., 
and Ruth L. Hicks,. Alabama Power Co 








to Marguerite G. Surles, Carolina Power & Light 


Mildred S. Ditzel, Dayton Power & 
Elizabeth Sweeney Herbert 


right, household equipment editor of McCall’s Magazine, made the presentation 


City’s apartments are already inade 
quately wired to handle normal ap 
pliance loads. 

Frigidaire’s Prashaw, in a reference 
to intra-industry problems said, “We 
have a common one in the many mod 
em appliances that require special 
wiring naturally in new homes 
wiring isn’t much of a problem but 
the it’s a con 
tinuimg sore spot 

“You can’t run 
1 track,” said he, 


in older houses 

a railroad without 
“and often we can’t 
ell them electric range to use 
your current until we both 
promote a new wiring job.” 

The big selling can’t be 
done without strenuous efforts to 
modernize wiring, said Harold Quin- 
ton President both of the EEI and 
of the Southern California Edison 
Company, Quinton noted that kilo 
watt hour output in the country is 
running 14 percent ahead of last year 
but there is still a elling job 
ihead” for the industry 

\ new factor in the selling picture, 
il Quinton, is air conditioning and 


oul 
electric 


job ot 


“big 


lectric heating All classes of elec 
tricity sales are now greatly influenced 
hot and cold weather,” he said 
The influence is now spreading 
over many parts of the country.” 
In meeting the adequate wiring 


problem, Quinton said, “It seems to 
there is a disposition for the in 
terested parties to work together bet 
ter than ever before.” 


Tri 


Scrap Complacency. No _ blue-sky 
oothsayer, builder John R. Worth 
man, Fort Wayne, took the stand to 


plump for 
ind a 


colors 


more built-in appliances 
standardization of sizes and 
He called for built-in water 
heaters, larger than the standard sizes, 
ind shaped to be placed in accessible 
corners of houses 

“How about more built-in items?” 
he asked. “The incinerator, the rub 
bish burner, heating and air condition 
ing plants, sewing machines, electric 
prefabricated kitchen 


shoe ck ner 


MAY, 
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fireplaces with steak grills and domes 
tic sized soda fountains are all items 
needed.” 

Regional Home Service. A radical 
change in home service conferences 
was announced by Mrs. Mildred Les 
senich, Wisconsin Electric Power 
Company, chairman of the home 
committee. In the past, the 
home service group of EEI has met 
annually with other sections of the 
organization. In the future, said Mrs 
Lessenich, there will be regional 
workshops. 

The country has been broken up 
into four areas: the Midwest, repr 
senting 12 states and 41 utilities; the 
Northeast with eight states and 63 


service 


utilities; the Middle Atlantic with 
five states and 32 utilities; and the 
Southeast which takes in 11 state 


41 utilities 
Award Winners. 


and 


The George A 


Hughes Award for outstanding 
achievement in the field of sales and 
promotion of electric ranges went to 
Florida Power & Light Co., division 
A, and Mississippi Power & Light 
Co., division B. In the Electric Wa 
ter Heater activity, division A was 
won by Florida Power & Light and 


division B went to the Portland Gen 


eral Electric Co 
George Westinghouse Awards for 
outstanding promotion of electri 


laundry equipment went to the Wash 
ington Water Power Co., first prize, 
and the Pennsylvania Electric Co., 
second prize 

Laura McCall Awards for home 
service work went to Ruth D. Kruger, 
Arizona Power Co., Edna F. Moore, 
The Empire District Electric Co., 
Mildred §. Ditzel, Dayton Power & 
Light Co., Ruth L. Hicks, Alabama 
Power Co., and Marguerite G. Surles, 
Carolina Power & Light Co 

Winners of the Frank Watts 
Awards for farm promotion were Ala 


bama Power Co., the Dayton Power 
& Light Co., and Pacific Gas & Ele« 
tric Co., in that order 
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See how the Sylvania picture with HaloLight expands... actually stands out 


when compared with other screens of the same size 


SYLVANIA TV---HALOLIGHT 


THE FRAME OF LIGHT THAT'S KINDER TO YOUR EVES 


and the “Side-by-Side” Sales Test! 


\ oU’RE MAKING YOUR TELEVISION selling job 
a good cle il more clithe ult and probably less 
profitable unle ss youre S¢ lling Sylvania TV 


with HaloLight 


That's because Sylvania TV with HaloLight 
is the only set that actually stands out against 
all competition... offers your customers a larger 
looking, clearer picture and greater eye com 
fort than any other line on the market. 


HaloLight is the practical Sylvania TV appli- 
cation of the proven scientific principle of “sur 
round lighting” that makes words and pictures 
much easier to see. And HaloLight is one im 
portant reason for the superiority of the 
Sylvania television picture 


Make the “Side-by-Side” Sales Test and you'll 


be convinced that Sylvania TV with HaloLight 


is easier, more profitable to sell. Put a set side 


by side with your present line of demonstrators 
See how the Sylvania TV picture with Halo 
Light self-demonstrates its superiority to your 
customers ... how it literally stands out against 
competition... practically sells itself with 
proven on-the-spot performance. 


Naturally, Sylvania TV with HaloLight is 
worth more because it offers more... and your 
customers will pay the profitable difference be 
cause they Can sce the difference. 


Let your Sylvania distributor show you how 
to simplify your selling efforts and add dollars 
to your profit column with Sylvania TV with 
HaloLight. Call him today 


Sylvania dealer lobert Lilienthal 
says, “Sylvania stands alone as a 
set that is easy to sell. As soon as 
the average TV shopper sees a 
Sylvania set with HaloLight and 
compares it with other sets, 50% 
of the salesman’s job is done. Be 
lieve me, Sylvania is a ‘dealer's 
TV set. a pleasure to sell!” 
Robert Lilienthal 
Chas. Brown & Son 
San Francisco, California 
SYLVANIA ELectrnic Propucts Ine 
RADIO « TELEVISION « LIGHTING 
ELECTRONICS + ATOMIC ENERGY 
Radio & Television Division, Buffalo 7, New York 


In Canada 
Television made by Sylvania Electric (Canada) Ltd 
and distributed by Northern Electric Company Ltd 


Keep your eye on SYLVAN LA y : 


... fastest growing name in sight 
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“LET'S ENJOY whot we've got and benefit from our current prosperity, and 
don't let fears influence 
speaker Joseph F 
winter meeting of the National Electrical Manufacturers Association in Chicago 
Thompson thought too many businessmen strangle their operations by being overly 
conservative 


our tives 


too much.” 
Thompson, president of the Federal Pacific Electric Co 


That was the advice of keynote 
, at the 


NEMA Charts Ad Plans 


Promotion 


and advertising campaigns 


are 


reviewed at the 1955 winter meeting in Chicago by the 
various sections of the Major Appliance Division 


The 1955 promotion efforts of 
NEMA's Major Appliance Division 
were outlined and discussed at the r 
cent winter meeting in Chicago 

Reviewed at the conference wer 
the advertising plans of the Electri 
Range Section, Electric Water Heater 
Section, Farm and Home Freezer Se 
tion and the Household Sink Units 
Section. The Discarded Refrigerator 
and Freezer Safety Campaign, spon 
sored by the Household Refrigerator 
and the Farm and Home Freezer Se 
tions, was reviewed also 

The meeting agreed that the indus 
try is entering a period when its mem 
bers should benefit greatly from past 
investments in advertising 
noted that the 
housing boom, plus the replacement 
market 
should 


The conference new 


created by 


px opl 


pell record sales for many ap 


moving, 


pliances in 1955 
Electric Ranges. Members of the 
Electric Range Section reviewed ad 


vertising in publications reaching th 


irchitectural, building and educational 


fields, Spreads are being used this 
vear instead of singl pages for greater 
impact, 

Thi ection is also advertising in 


the education field stressing the 
for clectric 


need 


range cooking imstruction 
in home economics classe he cam 
pugn | iddressed to home economi 
teacher ind offers the electric rang 
teaching kit. Some 19,000 have al 
ready been distributed 
Ih 1955 theme of the Edison 
Electric Institute, “Cook Electricalh 


It’s clean!” was adopted after survey 


showed cleanliness w the number 


one reason women buy electric range 
Electric Water Heaters. Advertis 
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ing to the architect and building field 


will be continued by the Electric 
Water Heater Section. Each ad in- 
cludes the testimonial of a_ builder 


water heaters 
his section is also featuring a new 
sound-slide film aimed at the 
market. Entitled “Hot Water Saves 
Labor,” the film runs fifteen 
minutes. A new 12-page, two-color 
booklet, ““The Modern Automatic 
Electric Water Heater for Farm and 
Home Use,” is also being offered. 


who installs clectric 
rural 


( olor 


Farm and Home Freezers. Promo 
tion to the educational level, both to 
home teachers and school 
officials, is 


md Home 


economics 
management 
by the 
tion 
Over 35,000 of the Freezer ‘Teach 
ing Kits have been offered as instruc 
aids. ‘This reach 
idults in night classes, 4-H girls and, 
through 
it extends 


being slated 


harm reezer Sec 


tional campaign 


home demonstration agents, 


to homemaker 


Household Sinks. 
the food 
malo 


I he 


disposer l 


benefits of 

featured 
booklet The 
distributed by the 
Units Se Some 
have been 
mailed and further distribution of the 
booklet is planned 


waste 
page two-color 
Disposer Boy 

lHlouschold Sink 


126,000 


chon 


copic ilread 


Discarded Refrigerators and Freez- 


ers. Begun in 1954, the Discarded 
Refrigerator and Ireezer Campaign 
will be sponsored again this vear. In 


cooperation with the National Safet 


Council and the Congress of Parent 
ind ‘Teachers, the drive will be kicked 
off in May just before children start 


ummer vacation 





New Accounts Insurance... 


. . . is added to NARDA’s consumer credit pro- 
gram; policy protects records of amounts outstanding 
against fire, flood and vandalism 


NARDA has added an accounts 
receivable insurance to its Consumer 
Credit Insurance at no extra charge 

(he insurance guarantees business 


records of amounts outstanding against 
fire, flood, vandalism, explosion—all 
risks except fraud, war and invasion 
The addition to the Association 
Member Service was announced by 


Bernard F. Lefkow of Bergman & Lef 


kow, who originated the program. 
“Normally, when a retailer suffers the 
loss of his credit records, he learns 
too late how valuable an asset 


they were to his firm,” Lefkow said. 

“It is seldom that duplicate records 
are kept on other premises, except 
when the account is financed outside 
the firm. Few dealers preserve their 
records in a fireproof safe and even 
this does not protect them, say, if a 
fire breaks out during the day while 
the records are in use. 

“Yet their loss might well lead to 
bankruptcy since it is not unlikely for 
the collection of 50 percent of the 
amount outstanding to take a year 
and represent the total amount re 


cove red,” Lefkow said 

Under the NARDA service, dealers 
records are destroyed receive 
from the insurance company 
immediately. Limitations imposed on 
the program include a maximum of 
$100,000 per firm of paper not sold 
companies. However, a 
re-insurance on 
paper beyond 


whose 


money 


to finance 
dealer 
amounts of his 
that sum. 

While the insurance company will 
reimburse the dealer the amount out 
standing, the full principal including 
profit, the reimbursement does not 
include interest and carrying charges 
beyond the date of the loss. Finally, 
it does not protect accounts which 
are not included in the consumer 
credit program. 

This additional service is made pos 
sible because it will increase the num 
ber of participants in the program, 
NARDA said. Duplicate records of 
consumer creditors are provided 
NARDA under the program and this 
service is covered under a single pol- 
icy issued to the association 


can secure 


ownh 


Cleaners And Carpets 


Vacuum cleaner manufacturers decide 


‘sales 


will be more with carpet on the floor” at joint meeting 
with the Carpet Institute in Cleveland 


Cleaners and Carpets; the common 
bond is dirt. ‘That was the theme that 
brought the Vacuum Cleaners Manu 
facturers’ Assn. and the Carpet Insti 
tute together recently in Cleveland 
the VCMA’s quarterly meeting 


No Burns For Burns 


we, 


HUBBY GEORGE BURNS gets his morn 

ing toast browned on a Toastmaster 

tocster TV tar Gracie Allen reveal 

The famed comedienne has a Toastma 

ter in her home and uses the $-slice 

toaster regularly on her CBS-TV show 
MAY, 
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“A good part of our vacuum cleaner 
industry’s future is tied up with the 
market for carpets,’ said Carl G. 
Frantz, head of Apex Electrical Mfg 
Co. and president of VCMA. “If you 
took carpets away from us, we would 
be out of They create the 
problems we sell A 

Inviting cooperation from both the 
issociation and individual companies, 
Paul Jones, president of the Carpet 
Institute, outlined his industry’s pro 
motional called, “Hom 
means more with carpet on the floor.” 

Details of the 


business. 


progr im 


three-year plan, in 


cluding extensive advertising and pro 
motional activity vere outlined by 
Jone He tressed the upkeep ind 


maintenance knowledge advanced bi 
the campaign and pointed out how it 
tells of functional benefits 


care for carpets. Jone 


and Ca 
said his indu 


trv would “bear down heavily on the 
functional approach” and sell carpet 
by the month on down payment 
like you people, not by the yard.’ 

John Kemper, vice president of 
Scott & Fetzer Co., Cleveland, and 
public relations chairman of VCMA 
introduced — the issociation’ new 
chool manual Vhere’s danger in 
dust and dirt 
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Medel 210 |, 
tion with 
projects 
cating bearings; 
lock; die cast aluminum 


Model 210 Ketail Price 


DORMEYER ', 

Geared Chuck 
Mode! 220 

Retail Price 


Yo" DRILLS 


Model $20 DORMEYER 44° Drill 
with Famous Geared Chuck, Extra 
heavy duty. Exceptionally sturdy 
construction assures hae. satisfactory 
service on almost any job from light con 
struction machinery repair. Ball 
bearing construction. Best drill value 


your money can buy! $4995 


Model 520 Ketail price 
Drill with Famous 


to 


Medel 510 DORMEYER ‘9 


Geared Chuck. Recommended for all household, 
automotive and machinery repair—and for metal 
working and plumbing jobs. True heavy duty, de 
pendable quality at the lowest price consistent with 


long lived satisfaction 


Model $10 Ketail price 


Lclusive 
WRENCH-LOK CHUCK 


Exclusive DORMEYVER 
Wrench-lok Chuck offers 
gecred chuck edvantages! 
Patented Wrench-lok chuck 
designed by Dormeyer, operates 


po a9 


n_——_— 








Medei 720 
For all building, remodeling and homecraft tasks, you 
Model 330 Wall Cabinet Type Drill Kit need a power saw especially designed for the kind and 
l sche mplete outfit for converting drill to amount of work you plan. Choose a well-built power saw 
ndy po , sahal: camaiiinainony Mteemmmainnen aadaiie with Dormeyer features 
itures for easier handling ‘ 1. Cuts full 2° x 4° lumber at 45° bevel with blade to 
. spare 
ON'T . } I  Soeeee ' pt peter , > a 10 2. Exclusive eye shield that allows cutting edge of blade 
I : ! to be always visible with unequalled eye protection 
ichment with rip fence; 4° saw blade 
ittachment mounting assembly; six 4 from flying chips 
ding discs (60 grit ix 4° sanding dises 3. Fingertip adjustment for positive bevel adjustment 
) grit 144° lambswool bonnet; 4° rub from 0° to 45 
wer backing pad; 4 indpaper pattern 4. Positive fingertip adjustment for depth of cut from 
grinding wheel; 7 piece set of drill 4" to 2" 
bit wire wheel brush; paint mixer 5. Extra large shoe for left or right hand cutting 
fling wheel; 6-piece arbor set in 6. Motor. The heart of any power tool is its motor 
e. Shpg. wt. 11 ths Dormeyer builds ite own motors— known for years 
Medel 330 Ketail price 53495 for their lin dependability 
7. Rip fence guides saw accurately to cut uniform width 
DORMEYEI Drill Kit 8. Auxiliary knob handle for maximum control 61 saw cuts 45° bevel in 2° x 4 » with 
Steel Carrying ¢ 9. Flat pedestal housing service for standing $ 95 blede to spare! 
Model 300 $ saw when not in use. Medet 720 Ketail price 69 The only other saws thot make this cut, retail at $1010 $30 
Retail Price 2495 DORMEYER Power Saw 95 more than the Dormeyer Matched - Craft Mode! 7° 
moitieleniiain Model 710 Ketail price 559 
ee Nhe A ie pRORMEYER Power Saw games 
Model 310 edei 700 Ketail price 49 


$9995 


Ketail price 











DORMEYER 

Drill Kit —W Medel Ne. 01-50321-00 Sturdy 

Cabinet Typ« heavy gauge steel for lasting dura 

Model 320 bility. Fitted with » epesies bracket 
for saw and spare blades. For use 


Retail price 
with Dormeyer Portable Power 


Saws; Models 700, 710 and 720 


‘10% 






$2995 






Retail price 
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DRILLS _ 
and KITS <= 


Ya" DRILLS 


Drill with Famous Geared Chuck 
moderate 
Precision cut 
extra long safety grip for easy handling, 


alloy housing for extra strength; attractive satin finish $9495 


Drill with Famous 


$9975 





POWER TOOLS 


DORMEYER Power Sawa 


STEEL CARRYING CASE FOR DORMEYER SAWS 


DORMEYER CORPORATION, POWER TOOL DIVISION « Kingsbury and Huron Streets « Chicago 10, Illinois 


ae 


Combines extra sturdy conatruc 
home workshop and “do-it-yourself” 
ball thrust bearing and self-lubri 
greatest safety; built-in switch 


for 
multiple 


my” 
gears 


rent 
steel 


price 
alloy 


Drill with Exclusive 


$9195 


DORMEYER 
Wrench-lok Chuck 
Mode! 200 

Retail Price 


DORMEYER 
«+» AMERICA’S 
LEADING 
MANUFACTURER 
OF ELECTRIC 
APPLIANCES 


ORMEYER> 
bays oh 


\ 
! 
/ 





are 
packed 
with 





in connection with exclusive 
Roto-hold. Tightens on bit as sales 
easily as a geared chuck ! 
loosens aa readily, too! ee a features! 
a ao 
~ —— 


— a ee ee ee ee 


DORMEYER 
CMgtched Crage— 
SAWS 






save ‘30° 


DORMEYER 


Valched 
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.--for every TV area- 


Hi-Lo has an antenr 


felals an Ole ee dal, 


wrought ror TV 


"hali 


UHF 


bined Pa lelalek Mal 















For UHF-VHF 
TV Reception... 


This is the best-performing in 
door television antenna which 





will outperform all others . 


provide the clearest, finest, 
sharpest pictures. The most mo 
dern design and finest engineer 
ing assure you of television at 


its peak with nothing to adjust 


Model 202-UV $995 
Channels 2-83 
LIST PRICE 


Hi-Lo  stanps 
Modern --- Sturdy 


Your choice of a complete line of the finest 

wrought iron TV stands which are engineered to 

support the heaviest sets. Streamlined design is 

smarter to blend easier with all furniture. Finest 
rubber feet prevent marring of floors 

List Price from $8.95 to $17.95 

and worth much more 


‘‘Bome select territories available for experienced 
reoresentation 


THERE'S A HI-LO TV ANTENNA FOR 
EVERY CHANNEL EVERY AREA 
eo a ae oe cee 





















H, of TV ANTENNA CORP. 
| 0 3540 N. Ravenswood Ave. * Chicago 13 


Surnimer 
Salesmakers 


by seeatahiilinasinn 










cool satety cabinet 


gas space heater 













Dearborn’s famous Cool Safety Cabinet gas space heater is your biggest 
nter profit-maker N 1 in sales all over America. And, Dearborn’'s 

can be your biggest profit-makers, too. They're 

led with featur 1th ' ided with quality. They're highly competitive 
' high perform high in looks. And when you carry the 
Dearbor rry Dearborr reputation, beat selling tool of all! 


the new 1955  Dearharn 

Room Air Conditioner 

It's the air conditioner 

stomers more 

gives you 

features ty eel 

the new 1955 

archarn fon-Type 


Evaporative Cooler 
The thweet's beat known 








in new 1055 
nm Hobo Chef 


The best looking, best 
performing barbecue equipment 
on the market at ite amearingly 
low price 





the new 1955  Dearharn 
Blower-Type Evaporative Cooler 
two big 
blower-type models for high 
packed 
@ with saleable features. 
* 


Dollar Wise ite Dearborn for sales and profits the yor round 


‘Dearborn ° 


1700 WEST COMMERCE, DALLAS, TEXAS 


Brand new 


volume sales 
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COLOR WAS A KEY topic of discussion at the Detroit conference of the EWRT. 


Speaker Faber Birren, of American Color Trends 


tor, 1s 


and color consultant to Kelvina- 


greeted by President Edith Ramsay and Board Member Marion Ryan, right. 


EWRT: Annual Meeting 


At the National Conference of the Electrical 
Women’s Round Table in Detroit, 400 delegates elect 
new directors, hear about color, new trends 


Some 400 delegates attended the 
three-day National Conference of the 
Electrical Women’s Round ‘Table, 
Inc. in Detroit recently. 

Featured speakers at the national 
meeting were Faber Birren, New York 
color consultant, who spoke on “Color 
in the Home of ‘Tomorrow,” and 
Harry Bannister, NBC vice president, 
who spoke on television 

President Edith Ramsay, of Amer 
ican Home magazine, outlined the his 
tory of the group in her opening 
She traced its growth from a 
small group of friends in 1923 to its 
incorporation in 1927 to its present 
16-chapter size 

‘he the 
board of directors elected at the meet 


speCce h 


seven new members of 


ing are: Lura Jim Alkire, of the G-1 
Major Appliance Division; Georgia 
Arthur, of White Sewing Machine 


Corp.; Virginia Jones Carey, of ( al 
gon, Inc.; Adelaide Fellows of Philco; 
l‘lossie Scott of Ironrite Inc.; Helen 
langen, of Hamilton Mfg. Co.; and 
Ruth Whiting, of Frigidaire 

A committee to establish an EWR 
Fellowship will be headed by Dr 
Elaine Knowles Weaver of Ohio State 
University. Mrs. Julia Kiene, of West 
inghouse and Miss Fellows of Philco 
will also serve on the committee 

Speakers included Edwin O. George, 
sales manager of Detroit Edison Co., 
Verna Miller, director of home eco 
nomics at Frigidaire, Mary B. ‘Taepke 
of Detroit Edison, Karen Fladoes, di 
rector of Kelvinator’s Institute For 
Better Living, J. J. Clarke, manager 
of marketing for G-E’s dishwasher and 
Disposal department, Beth Peterson, 
home economist for E. I. DuPont 
de Nemours & Co., Florence Rann, 


MAY, 


of Michigan State College, Julia Kiene 
of Westinghouse, Jack Ricard, of Iron 
rite, Gordon Roberts of Raytheon’s 
Radarange division, Mrs. Kathleen 
Lardie, of station WDTR, and Wil 
liam Hollar of Detroit Edison 





Association Briefs 





e Vincent Lutz, St. Louis, has been 
awarded a cup by the National Alli 
ance of Television & Electronic Serv- 
is the man who con 
tributed the most to the advancement 
of independent service and NATESA 


during 1954 


ice Associations 


° Speaker it the 
Convention of th 
mce and TV Dealers included Jud 
Sayre, Norge, W. A. 
MacDonough, general manager of dis 
tribution and merchandising for Cros- 
ley-Bendix, and Mort Farr, chairman 
of the NARDA board of directors. 
Ed Hegarty, director of sales training 
for Westinghous« Herbert FE. 


Third Annual 
Michigan Appli- 


pre sident of 


and 


Cook. president of IAEL, also spoke 
to the April 19 meeting 
e Iwo state NARDA gatherings 


have scheduled showings of the “Drag 
net” ‘TV show dealing with television 
repair frauds. ‘The Michigan conven- 
tion viewed the film April 19 and 
the Wisconsin state convention will 
sce the show on May 17. The Los 
Angeles Electric League and NARDA 
cooperated in the production of the 
“Dragnet” program. 


1955—ELECTRICAL MERCHANDISING 





names the brand! 











MR. C. E. GERHARD of Gerhards, Inc., Glenside, Pennsyivania, 
says this about brand name advertising: “We like to see 

the brand name products we sell featured in the COMPANION 
because we think this pre-selling is one of the strongest 
factors in maintaining our sales." 


“SHE” —is your all important customer it’s a fact: the Companion carries more editorial 
—the woman who comes into your store linage on home appliances than any other 

‘ . 
pre-sold on your merchandise. She knows women's service magazine, or any weekly. 


a good bit about appliances —has read edi lo increase your store traffic and make 
torials (and advertisements) about various easier, faster sales, take a tip from Mr 
brands in the pages of the Woman’s Home Gerhard—concentrate on the best customers 
COMPANION —her favorite magazine. readers of Woman’s Home Companion 


*From analysis made by The Lloyd Hall Co 


What the ( a) PAMIOAN Says ...goes! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y.—Publishers of Woman’s Home Companion, Collier's, The American Magazine 
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‘54: Profits Up, Sales Down 


That was the 1954 financial picture for many 
manufacturers especially in the television field; most 


firms report “good year’ 


While sales dropped off for many 
manufacturers in 1954 firms 
reporte d record high profits Reduced 
taxes and a good second half were the 


seve ral 


most frequent reasons given for th 


carmings upswing 
Among the 


companit releasing 


financial reports wer the following 
Zenith Radio Corp, Profits of 
$5,676,264 were up from 1953 net 


earnings of $5,631,701. Sales, how 
ever, dropped from $166,733,. 76 in 
1953 to $l 160 last year. Com 
mander Kugene VF. McDonald, Jr 

Zenith president said iles for the 
up ap 


38,608 


first two months of 1955 were 
proximately 44 percent over the same 


period in 1954 


Motorola, Inc. Net carnings of 
$7,572,000 were up seven percent 
from $7,076,000 reported in 1953 
Sales were lower in 1954—$205,226, 


000, compared to $217,964,000 in 
1953. President Paul Galvin said the 
company s sales target for 1955 1 
$225,000,000 

Raytheon Mfg. Co. Nine month 
figures reveal that fiscal 1954 is ahead 
of fiscal 1953 in both sales and profits 
Net carnings were $3,592,000 on sales 
of $139.552.000 for the nine 
ending Vebruary 28, 1955 
same period last year, earnings wer 
$2,703,000 on sales of $126,242,000 

Olympic Radio & TV Inc. Profits 
and sales were also up for Olympix 
Sales of $18,350,453 in 1954 wer 
3.8 percent over 1953 sales of $17, 
667,485. Profits of $256,536 were up 
from the previous year's $62,157. The 
company attributes much of its suc 
cess to cashing in on the 


months 
or the 


low priced 
second set market 

Hoffman Electronics Corp. Profits 
increased 24 percent in 1954, to 
$1,455,513 from $1,199,655 in 1953 


Sales were lower in 1954, dropping 
from $50,415,146 in 1953 to $42 
647,008 last year. President H. Leslie 


Hoffman predicted that the manufac 
ture of color TV sets will be “an im 
portant phase of the company’s 
ness by the fall of 1956,’ 
Admiral Corp. Net sales in 1954 
$219.565.089. compared to 
$250,.931.605 in the previous 
Earnings were $6,547,974 
1953 profits of $8,213,165. President 
Ross D. Siragusa said the drop cam 
from that 
more than 


were 
yvcal 
down from 


curtailments 
“increased civilian sales 
offset the $9,000,000 reduction in de 
fense business.” 

Hoover Co. In 1954, net 
rose to $2,355.908 from $1.693.537 
the previous year Net sales dropped 
to $44,395,392 from the record high 
of $51,712,774 in 1953 hye ik 
dip was attributed to a reduction in 
the company 


military and 


INCOM 


billings and a 
whok 


; defense 
down-trend in the vacuum 
cleaner industry last vear 

Norge. ‘The 
Wamer 


division of 


Borg 
ipproximately doubled its 
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business in 1954. Sales reached $73. 
770,000, compared to $43,142,000 in 
1953. The firm showed a 1954 profit 
of $4,101,000 compared to a loss of 
$1,308,000 in 195 Borg-Warner 


president Roy C. Ingersoll said Janu 


iry 1955 sales rose to a record $15. 
592. 000 for a single month—mor 
than the volume for the entire first 
quarter of 1954 

Coleman Co. Sales were $41,792 


695 « Ompare d to $44,111,570 in 1953 
I mings were $1,234,338 in 1954 a 
igainst $1,764,441 during the previous 
year. President Sheldon Coleman said 
tinat despite the 
of the 


ove! il] drop, sale 


Blend-Air line of 


Company 


ur conditioner howed substantial 
IMCTCASCs 

Silex Co. Sales amounted to $7, 
966,265, compared to $6,090,567 in 


1953. Net profit was $151,603, com 
pared to $59,209 during the previous 
ycal 

Speed Queen Corp. Sales of $925, 
216 were 2.6 percent lower than th 
1953 figure of $949,634 
2.5 percent lower also 


Profits were 


‘55: TV Sales Up 


Several radio-television manufactur- 
crs i ported sales 
1955 

RCA Victor tclevision sales reached 
an all-time high last year, but are run- 
ning ahead of 1954 at an “almost un- 
believable rate,” according to Robert 
A. Scidel, executive vice preside nt 

RCA Victor also reported a 30 per- 
cent 


upswings for early 


in dollar volume of rec- 
ord sales for the first three months of 
1955. Emanuel Sacks, vice president 
and general manager of the record di 
vision, “We ar that 
the simplified pricing structure which 
we pioneered is proving to the salva 
tion of dealers.” 

Olympic Radio & ‘Television Inc. 
reported that unit sales of ‘I'V sets for 
March were 95 percent ahead of 
March 1954. Herbert Kabat, 
president of sales, said first quarter 
shipments of T'V were 62 percent 
ahead of first quarter 1954 

Motorola, Inc. announced that car 
ind portable radio sales broke all re 
ords during March and April. J. B 
Anger, national 
ger, said that portable orders were 
than double the 1954 figures 

Stromberg-Carlson showed an in 
crease of 38 percent in ‘T'V unit sales 
during the first 60 days of 1955 over 
the same period of 1954 J. C. Hunt, 
vice president of the division, pre 
dicted 1955 will be a record-breaker 
for the company 

Crosley’s first quarter unit ‘T'V sales 
ire 74 percent above the 1954 figures, 
according to H. J. Allen, general sales 
of Crosley radio and TV 


LICTCASC 


said convinced 


vice 


sales 


assistant man 


MOTE 


manager 


RCA Color: In Production 








“LOW COST COLOR TV” is 
month ot a sh wing of the 


of 2500 monthly can be 


to color production has aimost tripled in 


getting nearer, 
Lancaste r, Pa 
stepped up to 30,000 per month thi 


RCA 


or plant 


officials told the press last 
Current production 


Area devoted 


col above 


> year 


1955 


RCA Tells USA: Drop Suit 


The Government anti-trust case is unreasonable 
and overlooks the fact that electronics is the most 
dynamic industry in the world, says RCA 


Ihe Radio Corp. of America has 
filed its answer to the Government 
anti-trust suit which was initiated last 
November. 


Branding the Government's case 
“unreasonable, unnecessary and con 
trary to the public interest,” RCA 


asked the U. S. District Court in New 
York to drop the suit. 

The company contends that its 
patent licensing policies, the key tar 
get of the government case, actually 
have been “a major factor in the spec 
tacular growth of the electronics in 
dustry, including th« 
industry.” 

RCA said electronics is today the 
fastest growing and most dynamic in 
dustry in the world and any charges 
that the firm 
dustry “ignore the 

No Monopoly. 
clared that its leadership is “leadership 
by example, not by control in any 
way, shape or form. If RCA’s leader 
ship has been followed, it is becaus« 
RCA’s courage, vision and foresight 
have been right and RCA has acted 
in the best interests of the industry 
ind the public, and not through any 
dominance, restraint or control.” 

Ihe firm flatly denied 
of “package licensing’ and 
of compelling licensees to accept mor 
patents than they want. “RCA’s li 
censes restrictions as to 
price, quantity, territory, or anything 
else, require no minimum royalty, 
and are offered under any one or morc 
patents and for any apparatus as may 
be desired by 


radio-television 


restrained the in 
facts.” 
The company de 


has 


alle gations 


ch irges 


contain no 


any prospective li 


censee,”” the statement said 


MAY, 


1955—ELECTRICAL 


Royalty Rates. ‘The answer also 
said, ““The fact that RCA’s rovalty 
rates compare favorably with 
those of other licensors in this or any 
other industry is beyond dispute.” 

Ihe company cited the tremendous 
growth of the industry and the num 
ber of companies in the field as proof 
that no monopoly exists. ‘“Today there 
are literally thousands of companies 
in which billions of dollars hav« 
invested this 


most 


been 


engaged in industry 


RCA listed a dozen of it’s biggest 
competitors in radio-I'V and cited 
the number of giant firms entering 


clectronics 

Sales of radio and ‘TV receivers have 
increased from $54,400,000 in 1932 
to $1,470,000,000 in 
than 


1953, an in 
crease of 2.500 


RCA said 


The firm pointed out that during 


more percent, 


1951 it spent more money on research 
ind development than it received in 
royalty payments and that the fruit 
of this research was made availabl 
to the whole industry RCA spent 


black and white TV 
before realizing any profit, and already 
over $50 


$50 million on 


has spent million on color 


I 
I'\ 
RCA 
when it wa 
quest of the 
ment 


history 1919 
formed “‘at the urgent r 

United States ( 
in order to free American com 


traced its from 
,OVCTH 


munications from foreign domination 


and to create a new American radio 
COTM pany 
Ihe firm cited the numerous court 
decisions, right down to 1954, which 
tem of cro 


uphe Id the RCA 
heen 
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Dealer Sales boosted up to 600% % 


18" Anniversary Event ! 





“Parade of Values"’ 


Better than predicted—our 18th anni- 
versary “Parade of Values” is break- 
ing sales records, making profit history 
for Bendix dealers. Backed by strong 
national advertising (network TV, na- 


tops all predictions! 


tional magazines and local newspa- 
pers) plus a variety of powerful ome 
tie-in material, the ‘Parade of Values 

is a fitting celebration for 18 years of 


Bendix leadership. 


CHECK YOUR DISTRIBUTOR FOR DETAILS! 





SPECIAL NEW SALES- 
INCENTIVE PLAN! 
Over 100,000 now in use! The 


Duomatic is already moving 
faster than ever before. And now 








X here’s extra sales “pressure” to 
BEND! ic help you sell the one and only 
MAT proven washer-dryer. 











A BETTER-THAN-EVER 
TRADE-IN DEAL! 


America’s No. | automatic wash. 
er—pioneered and perfected by 
Bendix—is now a greater value 
than ever! And here’s a “special 
event’ with everything you need 
to roll up record sales. 











EXCITING NEW “MORE- 
PROFIT’ PROGRAM 


Here’s a plan that makes it easier 
than ever...and more profitable 
to do big volume with America’s 
Number | choice . . . the Bendix 
dryer ...‘*The dryer that 
BENDIX plugs in like a toaster.” 
| tumble 


electrv 


DRYER 
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SPECIAL NEW 
TRADE-IN PRICING 








Never before has anyone been 
able to offer a price so low on a 
brand new fully automatic wash- 
er with a substantial profit mar- 
gin. And, it’s the only au- 
tomatic washer that will 

work on casters, too! 





CROSLEY. BENDIX 


HORM APPLIANCES OF {fo () Crmtormamnss 90 
) Seen 











Deep In The Heart Of Texas 


RCA Stars Go to Work for... 


EERE aR a Se a ee a 





t 








A FASHION SHOW oat Joske’s is highlighted by the AT JOSKE’S SOUTHSIDE store, the Ladies Auxiliary 
ette Fabray are greeted at the San Antonio airport by appearance of Miss Fabray and Reiner, stars of RCA of the Red Cross of San Antonio met Miss Fabray and 
Evin Moon, manager of the appliance division of Victor's “‘Caesar’s Hour Sid Caesar was slated to Carl Reiner. The television stars autographed Red 
Joske’s of Texa make the trip but cancelled because of illness Cross pledge cards at the local charity drive 


The Distrib utor.ccrcccoesseccccssssscccsssssccrsenissennannen And Here's Why 


RCA Victor's television department realizes 
the value of having its TV stars meet distribu- 
tors and dealers face to face 

rhis “personal selling” was the theory be 
hind a recent tour of the stars of the RCA 
Victor ‘IV show, “Caesar's Hour Nanette 
Fabray and Carl Reiner traveled to San Antonio 
to make personal appearances at the opening 
of the local Home Appliance Show, at Joske’s 
of Texas appliance department and at the 
Perry Shankle Co., RCA Victor distributor 
in the San Antonio area 

More than 8,000 consumers jammed the 
Municipal Auditorium to see Miss Fabray and 
Carl Reiner, the headliners of an hour-long 
entertainment program 

Later, the pair passed out more than 6,000 
autographed pictures at the RCA Victor booth 
of distributor Perry Shankle 





AT THE HOME APPLIANCE SHOW of San Antonio GUEST OF HONOR Fabray greets dealers at the dis For the dealer, the two stars made four 
the TV pair appeared at the booth of Perry Shankle tributor booth. Shown here are, left to right, Lee pe rsonal appearances—at a fashion show in the 
2CA ) distri hte i ‘ ar oO « oO ah < 20 r ’ 

RC Victor Distributor. Here, M Fabray admonishe Nelson, William L. Nelson and Leonard Zalman of main store, at Joske s Northside and Southside 
Hal Janis, left, NBC Executive Producer of ‘‘Coesar's Dwight TV Sales and Service Co. and Eric J. Allard, } f 
Hour ond distributor Shankle to buy RCA Victor RCA Victor Record Division representative from San ranch stores, and at the downtown stor Or 
TV sets Antonio a local Red Cross rally 
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Westinghouse 


MEANS BUSINESS 


Why Westinghouse 
Fans are first sold out 
year after year 


Sales leadership stems from product leadership. 
For example, the Westinghouse Mobilaire®. 
This fan meant business for the whole fan 
industry. It changed the public’s old ideas about 
fan cooling and opened up the market for big fans, 
among which it is still the largest seller. 

And now history is repeating itself with the 





Westinghouse Riviera Fans. Using patented design 
ideas pioneered in the Mobilaire, the Rivieras add 
a degree of power and versatility unmatched by 
any other fan. 

This new pace-setter by Westinghouse is another 
reason why Westinghouse Fans will be ‘“‘first 











\ asked for, first sold out” again this summer. 
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RCA Stars Go to Work for... 
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TELEVISION PERSONALITIES Cor! Reiner and Nan A FASHION SHOW at Joske’s is highlighted by the AT JOSKE’S SOUTHSIDE store, the Ladies Auxiliary 
ette Fabroy are greeted at the San Antonio airport by appearance of Miss Fabray and Reiner, stars of RCA of the Red Cross of San Antonio met Miss Fabray and 
Evin Moon, manager of the appliance division of Victor's “Caesar's Hour.’ Sid Caesar was slated to Carl Reiner. The television stars autographed Red 
Joske’s of Texa make the trip but cancelled because of illness Cross pledge cards at the local charity drive 


The Distributol.ccccccccsssscsssscresicsesierenaniunnnnnaendnd Here's Why 


RCA Victor's television department realizes 
the value of having its ‘T'V stars meet distribu- 
tors and dealers face to face 

This “‘personal selling” was the theory be 
hind a recent tour of the stars of the RCA 
Victor ‘ITV show, “Caesar's Hour Nanette 
Fabray and Carl Reiner traveled to San Antonio 
to make personal appearances at the opening 
of the local Home Appliance Show, at Joske’s 
of ‘Texas appliance department and at the 
Perry Shankle Co., RCA Victor distributor 
in the San Antonio area 

More than 8,000 consumers jammed the 
Municipal Auditorium to see Miss Fabray and 
Carl Reiner, the headliners of an hour-long 
entertainment program 

Later, the pair passed out more than 6,000 
autographed pictures at the RCA Victor booth 
of distributor Perry Shankle. 





AT THE HOME APPLIANCE SHOW of San Antonio GUEST OF HONOR Fabroay greets dealers at the dis- lor the dealer, the two stars made four 
the TV pair appeared at the booth of Perry Shankle tributor booth. Shown here are, left to right, Lee personal appearances—at a fashion show in the 
RCA Victer Distributor. Here, Miss Fabray admonishes Nelson, William L. Nelson ond Leonard Zalman of main store, at Joske’s Northside and Southside 
Hal Janis, left, NBC Executive Producer of ‘Caesar's Dwight TV Sales and Service Co. and Eric J. Allard, 

Hour,’ ond distributor Shankle “‘to buy RCA Victor RCA Victor Record Division representative from San branch stores, and at the downtown store for 
TV sets.” Antonio a local Red Cross rally 
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Westinghouse 


MEANS BUSINESS 


Why Westinghouse 
Fans are first sold out 
year after year 


Sales leadership stems from product leadership. 
For example, the Westinghouse Mobilaire®, 
This fan meant business for the whole fan 
industry. It changed the public’s old ideas about 
fan cooling and opened up the market for big fans, 
among which it is still the largest seller. 

And now history is repeating itself with the 
Westinghouse Riviera Fans. Using patented design 
ideas pioneered in the Mobilaire, the Rivieras add 











a degree of power and versatility unmatched by 
any other fan. 

This new pace-setter by Westinghouse is another 
reason why Westinghouse Fans will be “first 
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TDINGINKL 


S FOVATICG 


iT'S A FACT 
HOUSEHOLD FAMILIES 


BUY 


3,091,200 


MAJOR & SMALL APPLIANCES 


IN A YEAR! 


eimelelelon ams) i elalel mais 2'2 million 


your advertising belongs in 


ad 


llousehold Magazine 





Sell your dehumidifiers with the 


NEW HONEYWELL 
DEHUMIDIFIER CONTROL 


Extra 
profit 


on every 


sale 


Retail price $19.95 


The new Honeywell Dehumidifier 
Control makes any electric dehu 
midifer a more satisfying appli 


ance by making it fu//y automatic 


With this new control, custom 
ers can't forget to turn the dehu- 
midiher on and off. It's done for 
them——automatically, scientifically 
Which means they'll get dette 


dehumidification with no trouble 


y our Customer can just plug it 
in, set and forget it 

Humidity is held at the proper 
level, the dehumidifier takes less 


current—and lasts longer 
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Debumidifier 
plugs in bere 
<< 


The new Honeywell Dehumidi 
her Control gives you extra profit 
on every dehumidifier sale without 
additional sales cost. 


For full information call your 
local Honeywell office or write 


Honeywell, Dept. EM-5-12, «Min- 


neapolis 8, Minn 
Honeywell 
Hi) Frit Coto 


112 OFF:CES ACROSS THE NATION 





A Look At TV 


Fraud 


New York State examines the problem of fraudu- 
lent television repairing, appliance “gyps” and “bait- 


switch” advertising 


Ihe state of New York is consider 
ing ways to crack down on fraud in 
appliance advertising, selling and r 
pairing 

At a meeting in the Executive 
Chambers in Albany last month, rep 
resentatives from all segments of the 
industry gave their views to Governor 
Averill Harriman in a day-long ses 
on 

Ihe conference was called by the 
governor and his consumer counsel, 
Dr. Persia Campbell, to examine the 
fraud problem and possible legislative 
remedies. 

Iwo main schools of thought 
group recommended 
licensing of ‘I'V and other appliance 
repairmen, the other group urged self 
policing and consumer education 

Attorney General Jacob K. Javits 
a Republican, urged passage of a bill 
which would give the Attorney Gen 
eral’s office power to seck injunctions 
igainst dishonest repairmen 
cratic Governor Harriman favored a 
“State Fair 
which could engage in consumer edu 
cation and, if necessary, license serv 
ice men 


emerged one 


Demo 


‘Trade Commission’ 


In a closing message to the con 
ference, Governor Harriman recom 
mended a state trade commission 
similar to the Federal ‘Trade Com 
mission if this area should be 
policed w He noted that 
has a great deal of appeal for many 


here,” but he said this proposal “needs 


lic cnsihng 


a great deal more thought and study 


RETMA’S View. Glen McDanicl 
president of the Radio-Electronics 
l'elevision Manufacturers Association, 
told the group that T'V repair fraud 
is “largely a big city problem.” He 
said New York, Miami and Los An 
geles appeared to be the worst trou 
bk spots 

McDaniel said he was actually “‘less 
worried about the problem now than 
in 1948 and 1949” when service con 
tract frauds were rampant. He called 
the conference's attention to the latest 
Roper poll on ‘T'V. service which 
shows that 90 percent of the public 
is satisfied with ‘I'V repairmen. Only 
four percent wer dissatishied (six 
percent didn’t know). In the Roper 
poll of 5000 homes, 80 percent would 
call the same repairman again 

The RETMA president said most 
of the problems come from a small 
group of fraudulent servicemen. [Hk 
cited the case of Washington, D. ¢ 
where 50 percent of fraud complaint 
irose from the work of 10 shops out 
of 550 shops in the area He sug 
gested that a central processing of 
complaints might help spot the gvp 
irtists. 

McDaniel also explained the job 
RETMA is doing on technical im 
provement and consumer education 
The program for technical upgrading 
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was further amplified by William L. 
Parkinson, chairman of the RETMA 
Committee on Informa 
tion. 

Joseph Forman, counsel for the 
Empire State Federation of Electronic 
l'echnicians recom- 
mended a licensing law for repairmen. 
He also suggested technical examina 
tions, posted service charges, item 
ized bills, return of defective parts 
ind the elimination of “bait” adver 
tising. 

BBB Report. Hugh Jackson, presi 
dent of the New York City Better 
Business Bureau, reported that the 
sale and servicing of ‘I'V receivers and 
home appliances continued last year 
to be the biggest single area of ac 
tivity for his bureau. He termed the 
I'V gyps “‘little more than legalized 
bandits,” and he cited vacuum clean 


Technical 


Association, 


crs, sewing machines and food freezers 
as Other trouble spots. He urged 
more consumer education and quick 
reporting of frauds by the public 

District Attorney E.dward S. Silver 
of Brooklyn told of his efforts to trap 
illegal operators. He noted the prac- 
tice of “pulling’’ ‘T'V sets when “90 
percent could have been fixed in the 
home.” He also hit “‘bait-switch” ad 
vertising and gave the example of one 
sewing machine firm that sold 2000 
to 3000 machines, but not one at the 
Silver then played 
1 tape recording of an actual “bait 
switch” case for the group. (See story 
on page 202.) 

A “Consumers Service Authority” 
was recommended by Martin P 
Rosenblum, radio and TV editor of 
Retailing Daily. He said the authority 
could be supported by licensing fees 
ind should encompass all technical 
service work including autos, watch 


idvertised price 


repairs and other appliances as well 
is T'V 

John J. Leonard, director of the 
New York Bureau of Weights & 
Measures, told the group about areas 
of possible fraud in the food freezer 
business and several representatives 
of radio, TV and newspapers ex 
plained their efforts to clean up false 
idvertising 

One of the lighter moments of the 
conference came during an open dis 
cussion after the 
Ben DeYoung, serviceman from 
Ithaca, N. ¥ said, “I’ve been very 


interested in your comments about 


formal speeches 


crooked servicemen, but after 20 vears 
in business I've learned some of my 
customers bear watching too 

DeYoung added that lh 
with a previous sp iker that it some- 
times took $20 worth of labor to re 
place a 20 cent part Some manu 
facturers have a long way to go,” 
DeYoung said Even if vou find the 
trouble in five minutes | dare any de 
it it im fou 


IpTe% d 


sign cngineer to get 
hou 
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This Advertiser Was... 





Hooked On His Own Bait 


“Bait-switch” advertising was good business for a 
Brooklyn sewing machine salesman—that is, until a 
tough district attorney cracked down 


The “bait-switch” advertising of a 
sewing machine salesman had the 
Brooklyn police in stitches recently 
~—and the salesman in court 

District Attorney Edward S. Silver 
took a tape recording of the “‘bait” ad 
vertisement. Then his Racket Bureau 
set up a bait of their own—a police- 
woman posing as a housewife 

Part of the “bait” commercial, 
which was recorded by D. A. Silver, 
ran as follows: 


Announcer: “For many years now, 
Po som rhas been advertising via ra 
dio and newspapers and now they'd 
like to try a little word-of-mouth ad 
vertising. So they're giving fifty 
people in our audience the opportu 
nity to call to try a brand new sew 
ing machine. Now you have your 
choice of the portable or console 


model, And if you like what you see, 
after you've used the machine free, 
in your own home, you decide 
whether or not you'd like to buy. 


And if you say yes, you want to buy 
it, you'll buy at prices so low, P 
doesn't make a single, solitary penny 
on the transaction. Now the only 
thing we ask you to do in return is 
to recommend it to your friends and 
neighbors. When you do, and if they 
go to buy at P. they must pay 
the regular prices. Here's what they 
are. The portable is nationally adver 
tised at $79.95 That’s complet 
with a genuine leather compartment 
carrying case. You'll get the very 
same sewing machine for only $22.95, 
providing, of course, you are among 
the first fifty people to call our num 
bers. The console model in a beau 
tiful Queen Ann style, with console 
cabinet, is nationally advertised at well 
over $100. It is yours for only $29.50, 
providing you’re among the first fifty 
people to call our numbers. Now these 
are round-bobbin sewing machines 
and they're absolutely brand new 
They've never been used before. And, 
of course, Ladies and Gentlemen, if 
you have an old sewing machine, I 
don’t care how old it is, what make 
or model it is, or what condition it’s 
in, you'd like to trade if in, there’s 
a big trade-in allowance waiting for 
you at P...., , which will bring these 
low prices down still further. And 
you may budget whatever balance 
there is with a dollar and a quarter 
a week, Comes out to about eighteen 
cents a day. Now if you*can afford 
eighteen cents a day, you can certainly 
afford this sewing machine. Now 
mind you, I'm not asking you to buy 
until you try. I actually want you to 
use the machine right in your own 
home. And remember each machine 
carries a 20-year writtéi_guarantec. 
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Now for calling us to try this ma- 
chine, we have three magnificent gifts 
for you. Here they are. Number one: 
a beautiful pair of fine quality pink 
ing shears, indispensable to any 
woman who sews. Number two: a 
handy, practical sewing chair. Now 
that is yours when you decide on the 
portable or console model. And last, 
but far from least, a bolt of gabardine 
material in your choice of color, plus 
1 pattern for a brand new suit, the 
latest fashion design in your particular 
size. Now, we'd like you to*make 
that suit during your free home trial. 
Because when it’s completed it will be 
worth anywhere from sixty to sixty- 
five dollars. Now should you decide 
not to buy, that’s perfectly OK. We 
remain the best of friends. We take 





“ 


. and a 20-year written guorantee.” 


back the sewing machine, you don’t 
any money, you're under no 
obligation, But you get to keep the 
suit you just made on that machine, 
which is now worth sixty to sixty-five 
dollars. That is our free gift to you, 
simply for calling us, and being among 
the first fifty people to do so. Now 
we'll only accept fifty calls; so if we 
accept your call, you'll know you're 
among the first fifty. Now here are 
the sdleshone numbers to call for your 
free home trial, no cost, no obliga 
tion, no gimmicks whatsoever.” 

The announcer then gave the tele- 
phone numbers and a few more glow- 
ing comments about the sewing ma 
chine. ‘The salesman, however, had 
an entirely different story to tell 
when he showed up with the actual 
machine. The following conversation 
was taken from a tape recording made 
without the salesman’s knowledge. 


owe us 


Salesman: All you gotta do, actu- 


ally, is get acquainted to the ma- 
chine, you understand? (Loud squeak- 
ing noises.) That tightening will go 
away in due time. It'll take about 
3 months, and it'll start sewing bet- 
ter. I do advise that you do grease 
it up, though, every time, like this, 
without thread, for a couple of days 
to wear it in. If you do break it, 
though, you are responsible for it, 
cause we are not. 


Policewoman: It shouldn’t be 
breaking thread like that though. I 
mean... 


Sm. Well, that’s a very cheap ma- 
chine. We don’t, uh, I mean, uh, see, 
the ones we sold in the beginning 


have been much better than this. 
These are more or less the end of 
the line, and some of them have 


been coming in this way. And some 
of them have been coming in worse. 
Some of them have no defects in 
them at all. That’s the way we're 
selling them. They're brand new. 
I'hey've never been used. You un- 
derstand? ‘This isn’t the first of the 
lot. We have, I think, 17,000 of 
these. We decided on selling them 
now, because they come with square 
heads. Know what square head is? 


Pw. No. 

Sm. A factory machine. Originally 
these were 189.50, so we're selling 
them out, at cost. Price 79.95. 
Same money that you have on the 
other machine, you could have had 
this one. This one runs only about 
$5 a week. Generally, I’d say, within 
3 or 4 months, it’s cheaper than 
the other one, because that’s what 
that one would cost you in repairs, 


Pw. Well, that one doesn’t break 
the thread. 


Sm. That one never breaks the 
thread. If it breaks the thread you 
call up for service and it’s repaired 
free for 25 years. You understand 
what I mean? No charge, where this 
one we charge $8 an hour. Even if 
you call the man just for 5 minutes 
you have to pay him a $3 minimum 
service charge. Like, for instance, 
now, it’s breaking thread. You call 
him, and tell him it’s breaking thread. 
A man comes down. If he can fix 
it, fine. If he stays an hour, $8. If 
he stays an hour and a half it’s $12. 
hat’s up to you. Now, I'd like to 
show you how to oil it, and I'd ad- 


vise you to oil it every time be 
fore you use the machine. You see, 
you loosen up, like that. . . . Don't 


loosen that. ‘This is where it screws 
iway. Now you use grease in here. 
You use light oil in here. Here you 
heavy oil. That's light grease, 
and heavy. In other words, this here 
takes heavy, OK? Do that every 
time before you're going to use the 
machine. And you run the machine 
for the first 5 or 10 minutes on a plain 
rag, because the oil will be dripping 
down, and it’s going to ruin the gar- 
ment you're sewing on. Now you 
have to get it in the right hole. Now 
if you get it in the wrong hole, it 
won’t give you the right service. 
Everything understood? Everything 
all nght? 


use 
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. . and oil it every time. . . 


Pw. Yes, except, why don’t you 
fix that thread breaking? 


Sm. Well, that I can’t do. IfJ 
could do that, I mean, I would charge 
more for my machine. You see, that’s 
the reason I’m selling these low, be- 
cause it’s tearing thread. See. Other- 
wise, we'd be getting more money for 
it. You have to just get either ‘tsed 
to it, break it in, or do whatever you 
feel like. See, I mean, we’re running 
a very, very good policy. If you like 
the machine, buy it. If you don’t 
like it, you’re not obligated to buy it. 
I mean can we run a better business? 


Pw. It’s not that. But why sell 
a machine if it isn’t going to run? 


Sm. But we sold. We sell a thou- 
sand a week. Just the way they are. 
Some people are mechanics, they can 
touch them up, see. We haven't got 
the time or the facilities. We're 
loaded with machines. You know 
what it is for us to start fooling 
around with one of these machines? 
I mean, if that’s 79, this is made 
out of tin, and everything. By the 
time we got through with it, we'd 
have to charge you 50 or 59 dollars 
That outsells this one 10 to 1. That 
comes with a 25-year unconditional 
guarantee. When we come to fix 
this machine, we make profit. We fix 
that one, we lose money, but that 
one we never have to fix. Understand 
what I mean? So that’s up to you, if 
you wish to accept the machine, fine. 
If you don’t want to, it’s perfectly 
all right, also. We don’t care, either 
way. 

Pw. I'd like the new case. 

Sm. The new case? You see, the 
only thing is’... . did he promise you 
a new case? 


Pw. Yes, 


Sm. He did, You see: tHe new 
case might havea couple of chips 


on it, also. You wahtéd.brown. See, 
these have never been* used, these 
cases. ‘They come-that way. You 


should remember, though, not to sew 
anything heavy with it, cause if you 
do, you're gonna have a complaint 
right away, and we don’t want dis- 
satished customers. If you sew your 
light things, don’t sew nylon on the 
machine. Don’t sew any of these 
thin fabrics here, because it ruffles it. 
Cottons things, and you'll be doing 
good. Now any questions? 
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Hottest NEW ‘498° kitchen clock! 


GENERAL ELECTRIC-TELECHRON “CUPBOARD MODEL IS SMART, 
VERSATILE, EASY TO READ, SURE TO BREAK SALES RECORDS 





HERE’S WHY THIS GREAT NEW BEAUTY WILL BE A BEST-SELLER FOR YOU 


. PROVEN SALES APPEAL of two great names, General 


Electric and Telechron 


. LOW PRICE— retails at a customer-pleasing $4.98* 
. CONSUMER PRE-TESTS rank it high in consumer preference 


. VERSATILE—hangs on the wall, or sits on a shelf or 
kitchen counter 


. EASY TO READ— big, full-width dial, big numerals 
. BRILLIANTLY STYLED — model 2H103 in red, white or 


yellow case, with white dial; or in rich brown case with 
wood grained effect on dial 


ELECTRICAL MERCHANDISING—MAY, 1955 


7. POPULAR SIZE—5%4 in. high, 6% in. wide, 2% in. deep 
GET SET for the biggest selling year you've ever had on 
electric clocks. Call your distributor salesman —todoy! 
Clock and Timer Department, Small Appliance Division, 
General Electric Co., Ashland, Mass. 


*Manutacturer's recommended retail or Fair Trade price, plus applicable taxes 


Progress /s Our Most Important Product 


GENERAL GQ) ELECTRIC 


PAGE 203 








FROM THE INCOMPARABLE 


OUNSELOR 
gp ws 
La 


COMES THIS STRIKING NEW ADDITION 
TO THE COUNSELOR FAMILY 






Model 600 


COUNSELOR Capré 
From the fabulous Counselor Coronet comes a new bath scale 
that completely outdates all other $7.95* scales in styling, 
accuracy, and quality. This sister model is Counselor's answer 
to widespread demand for a finer scale at a competitive price. 
Be sure to feature it the year around. 


* Par West, 50c higher. Priced higher in Canada 


COUNSELO 


esssneenel / 7 
—_ ae A 
















THE BREARLEY CO., ROCKFORD, ILL. 


WOULD YOU RISK 
YOUR T-V SET 


ON A WOBBLY 
TABLE? 


s 95 
RETA 


ey Ae 


RETAIL 







ORDER COMFORT'S TABLES FEATURING: 


7. Ball-Bearing Swivel 
Gleaming Brass 
Mirror-Bright Chrome 


@ New offset legs hold heaviest TV set without 
wobble or spread @ Arms expand to fit any set 
@ Oxidized decorator black not a paint, won't 
chip or peel @ Heaviest plate chrome or brass 
@ Swivel guaranteed 5 years @ All models 
shipped K.D. in new, striking gift 
carton @ Complete line from $2.99 up 


DEALER, DISTRIBUTOR 
INQUIRIES INVITED 
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Electronics Goes Wild... 


... @t annual IRE convention; color television 
and automation were discussed but the real interest 
was in Buck Rogers subjects like space travel 


I'he electronics industry means much 
more than radio and television. That 
was apparent at the recent convention 
of the Institute of Radio Engineers in 
New York. 

The four-day convention was 
termed the biggest technical show 
ever staged and the largest exhibition 
New York has seen since the World’s 
lair. More than $12,000,000 worth 
of equipment was on display, and 
some 40,000 electronic specialists at- 
tended the exhibits and the 55 tech- 
nical sessions. 

While radio and TV were still im 
portant, much of this year’s show 
was devoted to automation and the 
spread of electronics into other in 
dustries. One panel even discussed 
the use of man-made space satellites. 

A Bell Telephone scientist said a 
100-foot satellite floating in an orbit 
22,000 miles above the earth could 
be used to relay television across the 
ocean. Another speaker said that a 
small man-made satellite (dubbed 
MOUSE—Minimum Orbital Un 
manned Satellite of the Earth) was 
well within the range of present tech 
niques, 

Television Advances. The theme of 
RCA’s booth was “Color Television 
Comes of Age.”” During the conven 
tion, the company released informa 
tion on a new color TV camera tube 
which is able to respond to all three 
primary colors at once. At present, 
three separate tubes are needed. 

A color picture tube with a picture 
brightness three to four times greater 
than those used in current color re 
ceivers was described in a paper by 
three scientists from Rauland Corp., 
subsidiary of Zenith Radio Corp. 

During the conference, two Ohio 
State University engineers described 
a new type of television transmitting 
antenna which eventually will work to 
the advantage of the set-owner, espe- 
cially in color TV. 

Automation. ‘The potential effects 
of automation on costs and avail 
ability of radio and TV sets were dis- 
cussed at another panel. Two Admiral 
Corp. engineers recommended that 
the electronics industry take steps to 
standardize television components for 
use in automatic assembly systems. 


_TV Service Satisfies 


A great majority of the nation’s 
34,500,000 television set owners are 
satisfied with TV service technicians. 
That is the conclusion of a nationwide 
survey taken by Elmo Roper for the 
RCA Service Co. 

E.. C. Cahill, president of RCA Serv- 
ice Co., said, “These findings, made 
public during the observance of ‘Na- 
tional Television Servicemen’s Week,’ 
are a mighty tribute to the integrity 
and spirit of the more than 100,000 


MAY, 


highly-trained and skilled technicians 
who install and maintain television re 
receivers in America’s homes.” 

Among the families surveyed, 80 
percent said they would use the same 
service company again. Only 8 per 
cent said they would not and nearly 
one half of this 8 percent said the 
reason was because of discourtesy on 
the part of a serviceman. 

“Same day” service was reported 
by 49 percent of the persons who 
called for service last year. ‘Twenty 
percent received service the next day 
and 10 percent within three days. 

While the cost of service calls in 
creased 11 percent last year, 87 per 
cent said they were satisfied with price 
charges; 7 percent said prices “were 
not very good.” 

The quality of service was endorsed 
by 90 percent and only four percent 
were dissatisfied. 


Arvin Quits TV 


Arvin Industries, Inc. will discon 
tinue making television sets about 
June 1, according to Glenn W. 
Thompson, company president. 

“Arvin has found that the rewards 
are insufficient for the time, energy 
and capital required,” ‘Thompson said 
“We are convinced that the company’s 
resources can be employed to better 
advantage by expanding into elec 
tronic items which fit more logically 
into our type of manufacture.” 

The executive added, “Our firm 
never has hesitated to drop products 
when they ceased to offer earnings pos 
sibilities commensurate with the risk 
involved. In 1954, for example, our 
electric housewares division had_ its 
best year after we stopped manufacture 
of three items and added others which 
had greater potentials.” 

Thompson said the over-all business 
for Arvin was running 27 percent 
ahead of last vear during the first two 
months of 1955. 


Blue Tag Special 


Four network shows are being used 
to push the “Blue Tag Special” pro 
motion of CBS-Columbia’s Advanced 
1600 television receivers. 

In a closed-circuit radio broadcast to 
CBS-Columbia distributors, officials 
announced that the company will 
sponsor “Arthur Godfrey and His 
Friends” and the “Willy” show, star 
ring June Havoc. Both are on TV. 

The set manufacturer will continue 
sponsoring “Life With Father’ over 
CBS Television and “Amos ’N Andy” 
on CBS Radio. The company said 
this schedule is the greatest network 
advertising support ever given a TV 
set manufacturer. 
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‘Fidelis’ 
List $]4.9)50° 


BLONDE OR MAHOGANY 





Model 556 multi 
speaker Portable Hi 
f List $119.95* 


F rdelrs .. pace setter 
for SOUND profits 


“HOTTER THAN EVER” IN EBONY AND WALNUT! 


Now there’s even MORE to sell in the fabulous Voice of Music 
‘Fidelis’, America’s fastest selling authentic hi-fi set. More popu- 
larity! More demand! More features—and More Profits for You! 


Vou sell them... 


Authentic High Fidelity Response! 40 to 





Mode! 986 deluxe 
Automatic 3-Speed 
Portable. List $86,.50° 





Model 990 popular- 
priced Automatic 
3-Speed Portable 
List. . $59.95° 





Model 972 Automatic ... and THEY CHOOSE African Mahogany 








3-Speed Table Model 
List Fae . $59.98" 





Model 920 Automatic 
3-Speed Record 
Changer. List $39.96* 





Model 121 compact 
Manual 4-Speed Port 
able. List $22.95° 








CORPORATION 


Benton Harbor, Michigan 


ELECTRICAL 
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15,000 cps! 

@ tone-o-matic that precisely controls the 
loudness of high and low notes! 

@ Lazy-Lite", Siesta Switch” plus many 
other features in V-M's exclusive tri-o- 
matic®, 


or Champagne Blonde hand-rubbed finish 
—AT THE SAME PRICE. 


AND NOW! Lustrous Ebony and Rich Wal- 
nut are available in the same record-setting 
design. 


Legs, brass or black finish, are optional. 


Sound Values for Sound Profits which once again prove V-M leads the field 


with the most for the money! Stock the leader for top profits—the Voice of 
Music Line! Contact your V-M Distributor Salesman today. You'll offer your 
at a better profit to you! 


customer the most for their money 





WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 


PAGE 


*Slightly higher in the weat UL Approved 
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Medel No, 146 handles up 
te 4000 ibs. on heavy 
trucks and semi-treilers. 





ive 


Model No. 145 handles up 
te 2000 ibs. on 1'-Ton 
and larger trucks and semi- 
trailers 





Model Ne, 130 for Pick-up 
Trucks with steel express 
bedies. 











NOW...WHICH SIZE FITS 
YOUR DELIVERY NEEDS? 


EW ANTHONY 
“LIFT GATE” 


For %-Ton and Larger Trucks 
This new lower priced Anthony Model No. 144 
“LIFT GATE” handles loads up to 1000 lb. (other 
sizes from 800 to 4000 Ibs. are available). Lift Gates 
in all sizes let one man do the work of three or more 
when loading or unloading a truck with heavy bulky 
freight —~ and in one-third the time. Loading and 
unloading is done with ease by moving one con- 
veniently located lever to control the powerful hy- 
draulic action of the “LIFT GATE”. With the time 
saved in loading and unloading you can double your 
deliveries. Damage to merchandise and personnel 
accidents are greatly reduced, One “extra” delivery 
each day will pay for your Anthony “LIFT GATE”, 
Write today for complete information, Dept. 5514 





ANTHONY COMPANY = Streator, mM. | 


















SOME 
EXCLUSIVE 
FRANCHISES 

STILL: | 
AVAILABLE 





and window models. 








303 West Monree St. 
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POLLEN Ex‘99 


ELECTRIC AIR CLEANER 


Sell Blessed Relief 
to Hay Fever Victims 
@ Pollen Ex “99” is the only proven and 
tested seller with nationwide acceptance. 
@ Thousands ‘n use in home and office. Rec- 
ommended by physicians, used in hospitals. 


@ Removes 99.99% of ra 


weed pollen in 10 
minutes from a room 2 


x12'x9. Portable 


@ Sells the year ‘round. Operates for about 
a penny-a-day on 110-volt A.C. current. 


Write Now for Details on this 
Money Making Franchise 


ASSOCIATED MILLS 


Manufacturer of Hospital Equipment 






4 























Chicage 6, Wil. 


Blankets Go Down 


General Electric announced across 
the board price reductions on its en- 
tire line of automatic blankets last 
month. 

Recommended retail prices of the 
G-E Slumber Cover line dropped 
from $34.95, $37.95 and $47.95, to 


$27.95 


52 $32.95 and $42.95 respec- 
tively. Custom-Contoured prices have 
been reduced from $44.95, $47.95 
and $57.95 to $29.95, $34.95 and 


$44.95 pectively. 
models have been reduced $5 to 
$24.95 for the twin and $29.95 for 
the double-bed blankets. 

R. O. Fickes, general manager of 
the automatic blanket and fan depart 
ment, 


The “special” 


iid that greatly increased con 
resulted in a 
expanded market. This made 
increased production at lower costs 


sumer 


W ide ly 


acceptance has 


possible 

Ile predicted that the new lower 
prices will have a healthy effect “on 
the entire automatic blanket industry 
particularly in retail sales in the sec- 
ond and third quarter which are nor- 
mally ‘off’ season periods for electric 
bed-coverings.” 


Appliance Frauds 


The home appliance field dropped 
from first to second place in the eyes 
of the Better Business Bureau last 
yeal 

In 1953, the appliance industry ac 
counted for the bureau’s number one 
field of activity. Last year, the home 
maintenance field took the lead, but 
ippliance inquiries still totaled 130,- 
895. In 1950 and 1952, appliances 
ranked third and in 1951 the industry 
was sixth. 

In the field of false advertising 
alone, however, appliances plus radio- 
I'V formed the biggest single area. 


Business For Allen 


Most cases of questionable advertising 
are stopped when the bureau imvesti- 
gates, but 30 appliance and 28 radio- 
television cases were turned over to 
the authorities for legal action. 

President Victor H. Nyborg. said 
that the total number of all business 
inquiries totaled 2,005,288, six percent 
higher than in 1953. 


Mrs. America Final 


The 1956 “Mrs. America’ will be 
chosen at the grand finals in Ellinor 
Village, Fla., May 9 through 15. 

Among the sponsors of the promo 
tion are Proctor Electric Co., AVCO 
American Kitchens, Servel, Inc., Wear- 
ever, Aluminum Cooking Utensil Co., 
John Wood Water Heaters, Robert- 
shaw-Fulton Controls, Necchi-Elna 
Sewing Machine Corp., Whirlpool 
Laundry Equipment, Better Living 
Magazine and the American Gas As 
sociation, 


Frigidaire Sales Up 


Retail sales of Frigidaire major ap 
pliances were up 25 percent during 
the first quarter of 1955, according 


to Harlow H. Curtice, president of 
General Motor 
“This trend is expected to con 


tinue and should result in a 25 pet 
cent increase for the entire year, mak 
ing this an outstanding year for 
household appliances,” Curtice said. 

Curtice added that Frigidaire’s share 
of the overall appliance market this 
year has been greater than last year. 

He said demands have been run- 
ning ahead of production on most of 
Frigidaire’s top line appliances, includ- 
ing the new dishwasher and the Cold 
Pantry freezer-refrigerator combina- 
tion. 





















THREE APPLIANCE FIRMS announced last month that they will advertise on 
Steve Allen’s NBC television show, ‘‘Tonight.’’ Seen signing here are Lau Blower 
executives, E. V. Sullivan, left, sales manager, and Bruce Epstein, rear, advertising 
and sales promotion manager. Waring Products Corp. announced it is joining 
the roster of Allen sponsors and Peerless Corp., maker of Broil-Quik broilers, has 


renewed its contract 


MAY 
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If women buy what you sell 
(coffee makers, for instance) -— 
remember... half your women customers 


read the Journal! 


Among all magazines edited for women, 
the Journal is: 

No.1 in circulation 

No.1 in newsstand sales 

No.1 in advertising revenue 


That’s why in the Journal you'll find such | 
leading advertisers of coffee makers as 
Universal, Presto, Mirro-Matic, 

West Bend, Empire. 


Never underestimate the power of a woman 
... nor the power of the magazine women believe in! 


JOURNAL... 
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36TH ANNIVERSARY 


NEW 


TV 


IT'S TROUBLE-FREE AND ECONOMICALLY PRICED 


Full service power fransformer 
» . 
mahogany veneers Giant 


tube Removable f 


SEE FOR YOURSELF 





SLINGABOUTS 


SATISFIED CUSTOMERS Appliance 
reaches customer unmarred. No 
uncrating to leave litter. 


SPEEDIER DELIVERIES Slingabout 
ean be applied and removed in sec- 
onds, Sling affords secure hand. 
hold for lifting and guiding, 


LOW DELIVERY COST—Do away with 
repairing and refinishing damaged 
appliances, Slingabout's long life 
makes its cost per delivery negli- 


gible. 


Ask about Wrapabouts for Radio, 
TV, HiFi and Air Conditioners. 


WEBB MANUFACTURING CO 
2918 N. 4th St 


Philadelphia Pa 





Send Slingabout prices for: 
APPLIANCE 
MAKE 
a 
ADDRESS sinatigumenneees 


Finer quafity superior sound 

a sharps r picture are outstanding 

features in Andrea instruments 

You actually SEE the difference 
you HEAR theddifference 

and your customers FEEL the dif 

ference when 


trouble-free per 


formance eliminating service 


calls, saves him money. It all 


adds up to recommendation 


sales—greater profits generous 


margins exclusive territories! 


Wood cabinets of genuine 
90-degree aluminized picture 


ront panel safety glass 


WRITE TODAY FOR DETAILS 





A Jewel of 


MECHANICAL PERFECTION 


WASTEMASTER DIVISION 


NEW CASTLE. PA 
Please send literature on the 
eesy-to-sell Wastemaster 


Name 
Address 
City State 
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Hansen Retires 





AFTER forty-three years of range selling, 
| |. Hansen, formerly eastern 
manager for Monarch Malleable Range 
Co., of Beaver Dam, Wisc., has retired 
Hansen had been a member of the Mon 
arch sales organization for more than 
thirty-three years, during which time he 


sales 


traveled all but two of the forty-eight 
tates for the company and became well 
known in utility circles 


Fred F. Harroff, 58 





FRED F. HARROFF, former vice presi 


dent of th Electric Co and 
general manager of the company’s Lamp 
Division, died March 27 at 
Asheville, N < Horroff wos 58 and 
had been a member of the company for 


General 


suddenly 


a period of 33 years, having joined G.E 
as a member of the Nela Park staff in 
1920. He was made general manager of 
the Lamp Division in 1948 


Joins Ad Agency 


Tom Chadwick, former general 
sales manager for the ‘Thor Corpora 
tion has joined the staff of Henri, 
Hurst & McDonald, Chicago. Chad 
wick, a veteran of over fifteen years 
in the appliance field becomes director 
of marketing for the agency. 


Allen Joins Slater 


Charles L. Allen, has joined the 
Slater Electric & Mfg. Co., of Wood 
side, N. Y., in the capacity of vice 
president and general manager. Allen 
formerly was associated with the Ses 
sions Clock Co., as general sales man 
ager; with the General Electric Co., 
in several engineering and industria! 
sales capacities, and more recently as 
a management consultant 
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Duggan, Rishel Resign 


gencral 


Duggan, vice president and 
manager of Motor Product 
Corporation’s Deepfreez« appliance 
division, has [he resignation 
was brought about by Duggan’s plan 
to enter 
Southeast 

An additional resignation is that of 
J. A. Rishel, Jr., 
ager of the Deepfreeze division, Rishel 
had previously appliance 
sales manager for Manufac 


resigned 


business activities in th 


gencral sales man 
served as 


Mullins 


turing Corporation, 


New BNF Chairman 





EDWARD R. TAYLOR, vice president of 


Motorola, Inc is the new chairman of 
the board of Brand Names Foundation 
Inc Hi election was announced at the 
April 13 banquet honoring the Brand 


Name Retailers-of-the-Year 


Packard Shifts 





D. A. PACKARD, genera! sal 


for the Kelvinator Division of American 


monager 


Motors Corp., will join McCann-Erickson 
advertising agency on May 10 as vice 
president and senior marketing executive 
Packard, who is chairman of the 
appliance division of NEMA, has been in 
the appliance business for 30 year 


major 


Baker Retires 


Lee H. D. Baker, vice president-ap 
pliances of the Admiral Corporation 
has retired. Baker who joined Admiral 
in 1942, played a large part in the 
planning of the corporation's entrance 
into the appliance field, and designed 
the first Admiral refrigerators and 
ranges which were introduced to the 
public in 1946 
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HERE'S MORE THAN 


=‘ 


MEETS THE EYE... 





“Hair-Splitting Precision for Your 
Gas Ranges’”’ 


WY ilcolator knows, and never forgets, how vitally im- 
portant to the gas range dealer it is to have topmost qual- 
ity in every part of the ranges he sells. Such quality helps 
the dealer make the sale—it also means far fewer demands 
for service after the sale. 

That’s why the valve in the Wilcolator oven control, 
for instance, is machined to a tolerance of five ten-thou- 
sandth of an inch—1/6th the thickness of a human hair. 


To your customer this means superlatively smooth turn- 
ing of the dial—and no leaks—as long as the range is used. 
And it’s an advantage you can easily demonstrate, to help 
close many a sale. 
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This valve is just one example of the kind of precision 
manufacture far beyond acceptable standards, you find 
in every part of every Wilcolator control. 

Don’t settle for anything less than the finest. Specify 
ranges with Wilcolator controls. 

The Wilcolator Co., 1001 Newark Avenue, Elizabeth, 
New Jersey. Canadian Plant: Mimico, Toronto, Ontario. 


veWileo alor 
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just set it and forget it! 


080 oogBo0 
Elochically Rovercible 


© THERMOSTATIC 
CONTROL 


« 6 QUIET SPEEDS 


3 Speeds Intake 
3 Speeds Exhaust 


20’’ — ADJUSTABLE 


FRIGID WINDOW FAN 


Equipped with specially designed thermostatic 


















control to provide aytomatic controlied comfort 


FRIGID fans are top 
dependable 


Designed by craftsmen 
quality proven performance 


low cost 





window TYPE ROOM 
AIR CONDITIONERS 
Ya - Vy - land 1 '/ Ton Models. 
—) 
is 

Designed 

for year 


round 
e+ comfort 














Ll duratub 


WITH EVERY AUTOMATIC WASHER LP : i 











appliance-styled 
LAUNDRY TUB 


The Perfect Match for Home Laundry Equipment 





duratub sells fast and easy — just as necessary as the automatic 
washer 





Nationally advertised, women everywhere know it's 





ideal with suds-saver washers, or for use as washing sink when 
not in use with washer, They know these features, too: 






@ White beked enamel finish on zinc coated steel, stainless trim 






@ Fiberglas* tub — 20-galien capacity, won't crack, chip, stain 
mar or dent 






® Large soap storage compartment, for even giant-size packages 
@ Handidrain overflow tube eliminates need for double tubs 
© Yop cover provides extra counter workspace 







An ecasy-to-sell profit maker, it pays you to write for details of 


duratub* 


(the original, fastest-selling Fibergias® loundry tub) 


MUSTEE & SONS. ING 






* 6911 Lor Ohi 


A 
on) AVE 





* Cleveland ? 
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NEW POSITIONS 











F. E. HOWELL 


Crosley-Bendix Div., AVCO—F. E. 
Howell has been named a vice presi- 
dent of the Crosley-Bendix Divisions 
of AVCO and general manager of 
appliances. In a realignment of ad- 
vertising and sales promotion responsi 
bilities the following appointments 
were announced. Robert Farris, has 
been named laundry advertising man 


ROBERT FARRIS 





JAMES A. SCHULTE 


Her- 


bert, and James A. Schulte appointed 


ager succeeding the late E. C. 


as appliance advertising manager. 
Joseph A. Nauer, Jr., a former re- 
gional sales manager for the Stewart- 
Warner Corp., joins the company as 
assistant manager of ranges, 
freezers and water heaters for the 
Crosley Division 


sales 








ROBERT B. BUNZ 


Automatic Washer Co,—Robert B, 
Bunz has been appointed sales man- 
ager for the company. Bunz had pre- 
viously served as purchasing agent and 
in the sales division. 





ae 


zg 


PAUL J. BUCHEN 





Thor Corporation—Paul J. Buchen 
has been appointed general sales 
manager of the corporation. Buchen 
has most recently served as central 
division sales manager. 





WALTER C. FISHER 


Norge—Walter C. Fisher has been 
named to the new position of field 
sales manager. A regional appointee 
is Ralph S. Blakesley, Jr., named as 
midwestern divisional sales manager 
with headquarters in Chicago, III 


Proctor Electric Co.—lrancis J. Davis, 
Los Angeles district manager has been 
named as western regional manager 
Replacing Davis in Los Angeles is R. 
William Daniel who has been district 
manager in Kansas City. Additional 
district manager appointments in- 
clude Joseph P. Guilfoyle in Kansas 
City; Richard FE. Carlgren in Seattle, 
and Alfred S. Newark in San 


I’ rancisco. 


MAY, 


ROY GEARY 


Wilson Refrigeration, —Inc.—Roy 
Geary has been appointed as director 
of freezer sales for Wilson Refrigera- 
tion. The personnel change follows 
the recent anouncement that the 
former Harder-lreez freezer 
division of ‘Tyler Refrigeration Corpo- 
ration, and Wilson have merged to 
produce a single home freezer line, to 


be sold under the Wilson label 


home 


Magic Chef, Inc.—Russell Jarrett has 
been appointed western regional man- 
ager with offices in Los Angeles, Cal. 
Lewis D. Eastmead has been named 
as manager of the southeastern divi- 
sion with headquarters in Atlanta, Ga. 
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» plus Features 





Spur Prospects int 








DW WHITEHEAD és, 


alilamili2 ELECTRIC 
WATER HEATERS 


More sales- building features to give you 











faster turnover — that’s what you get with 
these expertly engineered automatic electric 


water heaters. And thousands of satisfied 


owners back to the hilt DWW’‘s promise of (00h at these sales 


abundant low-cost hot water — dependable winning features _ 
i it’ Exclusive baffle at cold water inlet prevents 
service whenever it's needed... because Easily removable porthole cover ° Cathode protection by mixing ef het water with incoming cold, in- 
‘ 1 magnesium rod * Heavy legs for sturdy support * In i constantl en water temperature, 
feature for feature, you can t beat a DWW! and drain located to offer greatest installation conve- pecs seater of operates. " 


nience * Heat trap to prevent back circulation in piping * 


Start getting quicker sales action with these Double extra-heavy galvanized steel tanks * Underwriters’ 





approved heavy wiring * Precision engineering * Upright e QUICK CONSTANT HOT WATER 
customer - approved water heaters — and models to conserve floor space, sablotep oe extra work 
space * Advanced design * Adjustable thermostots. « LONG, TROUBLE-FREE SERVICE 


watch your profits increase. 
» LOW-COST OPERATION 


e HEAVY FIBERGLAS INSULATION 


| 
Liberal 10 Year Guarantee on Extra-Heavy, Copper Bearing Gal- | « MODERN SPARKLING BAKED 
vanized Steel Tanks When Ordered with Cathodic Protection. | ENAMEL JACKET 

| 


« SAFETY AND CLEANLINESS 


DWW manufactures a 1 year, 5 year, 
10 year and Stone Lined Water Heater 
GAS OR ELECTRIC— A DWW 
NATIONALLY ADVERTISED | MEANS SUPERIOR PERFORMANCE 


} 


} 


DWAWEITEMEAD 1D. M, WHITEHEAD MEG. CORP. 
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IN HOME HAIRCUTS 


G) 





LOW PRICED 
SUPREME 


NE 


only STANDARD KIT 


The new kit intro- 

$1995 duces top quality to 

qusam the low price field. 

With the unique 

crew cut attachment, the popular short 

haircut becomes a simple job. Ex- 

clusive hard chrome plated surgical 

type steel makes the supreme cutting 

blades the finest available. Here is a 

real traffic building outfit with simpli- 
fied home haircutting instructions. 


SELF-SELLING STEP 





Sisiene 14% 


SUPER 
THE MOST COMPLETE 
KIT WITH EXCLUSIVE 


‘CAN'T-GO-WRONG” 


INSTRUCTION MANUAL 


Eye-stopping display carton and exclu- 
sive “‘Can't-Go-Wrong" book make 
compact, self-selling display. Tells of 
big savings and assured successful 
results the very first time used. Com- 
plete kit includes high quality clipper 
with shock-proof case, hardened 
Swedish Steel blades, blade guard, 
crew cut attachment, tapered comb, 
barber-type shears, plastic neck apron, 
Staylon neck brush, can of oil and 
“Can't-Go-Wrong” manual. No other 
kit offers so much value at this low 
retail price. 


The Supreme Deluxe kit with 
Universal A.C.-D.C. Motor, 
only $4995 


SUPREME PRODUCTS INC. 


2222 $3. Calumet Ave., Chicago, Ill 









JOHN W. BULLOCK 
Servel, Inc.—John W Bullock ha 
been appointed ile manager for 


Bullock com 
Mitchell Mfg Co., 


room air conditioners 


to x rve | 


from 


where he served in a like capacity 
Kenneth V. Olson has been named 
a district sale manager in the 
Kansas City area 





WALTER W. KEMPHERT 


Elgin Softener Corp.—In line with the 
corporation's announced expansion 


Walter W. Kemphert has 


been named director of sales 


program 


Vedders-Quigan Corp.—Joseph H. Mar 
shall has midwest 
regional sales manager for the corpora 
tion in Chicago, Il] 


been appointed 





ROBERT E. BOIAN 


Hotpoint Co.—Robert 


merly 


Boian, for 
manager of marketing for the 
General Electric small appliance diy 
has been named manager of special 


markets for the Hotpomt Company 


Airtemp Div., Chrysler Corp.—tl 
Melvin Camahan has been named to 


the new 


post of assistant saics man 


iwer in charge of residential air con 


ditioning 


Whirlpool Corporation—Recent rc 
gional appointments include C. I 


Reiner as northwestern sales manager 


a ta 2 iquharson as southern New 
England sales manager, and Robert 


Champion as west central regional 


sales manager 





MARC W. PENDER 


American Kitchens Div-AVCO— Mar 
W. Pender, former vice president in 
of Magic Chef, Inc., 
has been appointed assistant general 
American Kitchens. Ed 
Mack has been named as di 


rector of research. Mack was formerly, 
vith Easy Washing Machine Corp 


charge of sales 


manager of 
ward G 





HOMER D. SCHOEN 


Clock Co.—Homer  D. 
Schoen has been named as manager 
of the company’s clock division 


Sessions 


General Electric Co.—Jack S. Beldon 
has been named manager of market 
ing for the radio and television de- 
partment in Syracuse, N. Y. Beldon 





JACK S. BELDON 





PIERCE L. RICHARDS 


succeeds Kugene I. Peterson in this 
Pierce L,. Richards, Jr., is the 


newly appointed manager of fan sales 


post 


for the company’s small appliance di- | 


vision in Bridgeport, Conn 
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TAPE RECORDER 


You have the right kind of customer 
to appreciate a real buy, like the FME 
Tape Recorder. For your true hi-fi 
enthusiast is best qualified to judge 
the merits of a highly sensitive re- 
cording instrument. 

The FME is indisputably the value 
leader in its price class. With rugged, 
precision construction and smooth, 
simple operation, the FME rates at 
the top in ease of handling. Fast for- 
ward and rewind, separate volume and 
tone controls. Records and plays dual 
track at 3% or 7% IPS with extra- 
ordinary tone fidelity. 


PLUS FEATURES 


Response from 50 to 12000 eps. 

Less than 0.5% flutter or wow. 

Signal to noise ratio is 43 db. 

High fidelity ceramic microphone. 

Improved rumble-free drive. 

Simple, single knob control. 

Takes all reels to 7 inches. 

No tape breakage even with the 
new thinner tapes. 

Instant stop lever for hand or 
foot pedal operation. 


Only $139.95. Complete with ceramic 
microphone, reel of magnetic tape, 
take-up reel, power cord and plug. 


Some Exclusive Territories for 
Manufacturers’ Representatives 


“> " 
y, ; ‘ 
/ \" ee A 
an 
\ >— 


FEDERAL MANUFACTURING 
AND ENGINEERING CORP 


N 








MERCHANDISING 


G.E's Greatest Iron Offer! 


For limited time only! 


(Offer expires May 31, 1955) 


Here’s what you do: 


Order an assortment of 12 G-E Irons 
from the list below (any 12 irons, if at 
least 3 are G-E Portable Steam Irons). 
No F23X irons can be included. 


HERE’S WHAT 
YOU GET: 


That’s the package, mister—and you 
can order as many as you wish! With 
each package you get the free iron, the 
free newspaper ad, and, while they last, 
the free ironing board display. 


If these displays are gone when you 
place your order, you still get the free 
F19 and the free newspaper ad with 
each package of 12 irons you buy. 
And don’t forget: You’re getting this 
package just before the spring gift and 
travel season gets under way—just in 
time to meet the increased demand for 
the Portable Steam Iron. 


Stock up! Get set for a smash sales hit by 
contacting your General Electric distrib- 
utor right now. He’ll be waiting to hear 
from you. General Electric Co., Small 
Appliance Div., Bridgeport 2, Conn. 


LOOK WHAT YOU GET FREE 
IN THIS PROFIT PACKAGE! 











ACKAGE 
SAMPLE G-E \RON P QUANTITY 


DESCRIPTION 


movel n—$14.95" 
7.95" 


rable Stecm \ro 
y \ron—$1 


$12.95" 


F19 Po 


£50 Steam and Or 
¢ ron 


er’ a recom 

M nufacturer ® . » price 

— Faw Trade F 
or 
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1 FI9 PORTABLE 
STEAM IRON 


1 FI9 
NEWSPAPER 


BONUS FOR EARLY BIRDS! They’re on a 
first come, first served basis. Get your 
order in now and make SURE of yours! 


1 IRONING BOARD DISPLAY 


Here’s a Sample G-E Iron Package! 
What a Deal! What a Profit! 


You’re not bound to this suggested package. Talk it over with your 
G-E distributor salesman and figure out quantities and profits on 
your own package plan. 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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BUSINESS WEEK calls it... 
“The Biggest Boom in America Mining 


history!” The uranium fever is everywhere! 





| mr. DEALER: 








CAN MAKE BIG 


it takes only @ few minutes 


of your time to drop us @ 
e and it may mean 


lin 
of dollars’ profit 


thousands 


to you! 


Write Today 
FOR FULL DETAILS... 
prices, discounts, free 








Burbank, California 





VENT CLOTHES DRYERS 


the Dry-R-X Flexible way 






Here's the easiest pos 
sible way wo insure that 
moisture, heat and lint 
will be no problem for 
your clothes dryer cus 
tomers. Exhaust each new 
dryer installation with a 
Dry-R-X kit as part of 
the regular hook up 


The Dry-R-X kit now con 
tains 6 or 9 ft. of the new, easy 
to-use Flexible Duct-—no cutting, 
no elbows— just attach to dryer and 
hood, The hood is all aluminum 
with an automatic, completely 
weather proof damper. Also avail 
able with rigid aluminum pipe and 
elbows. 


For details ask your dryer distributor or 
write us, stating make of dryer you sell 





DRY-R-X COMPANY 


5521 CODE AVE. + MINNEAPOLIS 10, MINN 
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| FIND OUT HOW YOU, 100, 
SELLING F-6 GEIGER CO 


promotional aids etc. 


140 West Providencia Ave. 


PROFITS BY 
UNTER! 


a a 


READ WHAT 

MR. BILL BARBUS, 
pasadena dealer, 
says: | never rea- 
lized how much 
money there is in 
selling gelger 
counters. | sold 
$3237.31 worth in 
just one month! 








BILL 
BARBUS 






» Saves up to 
. 1/2 hour 





ideal for moving: 

* ranges * refrigerators, etc. 
YEATS patented strap ratchet grips ap- 
pliances vise-tight without marring in 
30 seconds or less! This on-in-a-flash 
loading plus on-a-dime wheel pivoting 
and light weight, aluminum alloy con- 
struction save costly labor time on every 
appliance delivery. You'll find a YEATS 
dolly more than pays for itself. 


veats “Suerlasl” covers & pans 


Refrigerator Cover 





SEND postcard for full information 
on ovr complete line TODAY! 


eats 
appliance dolly sales co. 


2127 WN. 12th Se. Milwavkee 5, Wis. 








DISTRIBUTOR NEWS 





Northeastern Distributors, Inc. 


The new plant of Northeastern Dis- 
tributors, Inc., in Cambridge, Mass. 
was recently opened with an appro- 
priate “open house’. In attendance 
were over 1,000 local appliance deal- 
ers, business leaders, celebrities and 
government officials. Included in the 
latter group were Governor Christian 
A. Herter of Massachusetts, Congress- 
man Torbert H. MacDonald of that 
state, and Mayor John J. Foley of 
Cambridge. A feature of the event was 
the trip to the plant by a specially 
routed train which travelled the Grand 
Junction route from Boston to Cam 
bridge. This route has been used in 
commercial passenger trafic on only 
one pr vious occasion 


Sues, Young & Brown, Inc. 


The year 1955 is being celebrated as 
the tenth anniversary of southern Cali- 
fornia distributor, Sues, Young and 
Brown. SYB was founded in 1944 as 
the Sues Young Co., by Melvin G. 
Sues, then vice president and general 
manager for the Los Angeles division 
of Leo J. Meyberg Co., and E. E 
Young, Meyberg  secretary-treasurer. 
From the original 3-man operation 
SYB has grown to the position of 
largest independent distributor in 
southern California, the nation’s third 
largest marketing area. 


Westinghouse Electric Supply Co. 


The consumer products division of 
Westinghouse Electric Supply Co., 
Chicago, Ill., have completed moving 
into their new 93,000 square foot 
building which will serve as combined 
warchouse, service center and offices 
for the Chicago-Rockford district. The 
new building features an eight truck 
loading deck, a dock which will accom 
modate four railroad cars, modern 
mechng and display rooms, a model 
kitchen, and parking space for more 
than 100 cars 


Hat Trick in the Kitchen 


Joseph M. Zamoiski Co. 


Washington, D. C. distributors, Jo- 
seph M. Zamoiski Co., have been 
named winner in a recent sales con- 
test conducted by the Lewyt Corpora 
tion for its distributor network. The 
company, Lewyt distributors in Wash- 
ington and Baltimore, achieved a sales 
volume of 303 percent, and by so 
doing placed first in the national rat- 
ing of 18 winning distributors. A 
5-foot high trophy, said to be one of 
the largest ever awarded in the appli- 
ance field will be awarded the com- 
pany. 


Servel, Inc. 


Five distributor sales representatives 
have been awarded cars in the “Big 
Wheel” sales contest sponsored by 
Servel, Inc., for its distributors. 

Grand national prize winner among 
distributor sales managers was Nor 
man Diment, of Morley Brothers, Sag 
inaw, Mich., who was awarded a ’55 
Cadillac Coupe de Ville as first prize. 
Other winners were Harry Ager and 
C. D. Kendell, both of Sampson Dis- 
tributing Corp., Washington, D. C.; 
Channey Ross, Luethi and Welch, 
Columbus, Ohio; and Neil Christen- 
son of Morley Brothers. 


Personnel Appointments 
Du Mont-New Jersey, Ine,—Joseph 


Sarlin, (general sales manager) 
Emerson Radio of Florida, Inc., Mi 
ami, Fla. Sidney Goldberg, (vice 
president); Harry Karp, (vice presi- 
dent). 

Frank A, Emmet Co., Los 
Cal. Emest O 
manager). 
Graybar Electric Co., Inc.—Douglas 
Wallace, (vice-president). 

Standard Electric Supply Co., Milwau- 
kee, Wis.—Erwin J. Merar, (vice 
president, major appliance division) 
Westinghouse Electric Supply Co., 
Portland, Ore.—John C. O’Donnell, 


(sales Manager, Consumer product 


Ange ke S, 
Snelgrove, (general 








DISTRIBUTOR SOL FREEMAN of Burden-Bryant, Springfield, Mass., tries out the 
top hat and silver-headed cane awarded each year by Geneva Kitchens to its 
top distributor. This year’s award, made during March at the firm’s annual sales 
meeting, marked second year in row that Burden-Bryant has won 
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BENDIX TV-FAMOUS FOR QUALITY- 
CRASHES LOW-PRICE FIELD WITH 
GIANT 21° AT PRICE OF MOST 17's! 


Here they are! The sets you've been asking for . . . and nobody but BENDIx* 
brings them to you! All new—from chassis to cabinet, they’re Bendix 
Quality all the way. They’re designed to give your customers 
performance plus .. . and give you More Trarric, More SALEs, 

More Prorits! 





ee 


13995 | 


The Vanguard" — Here's the set that will bring ‘em in. All new 
Dyna-Jat Chassis with 4 exclusive, patent-opplied-for features, 
Ebony finish. 


21” STEP-UP PROFITS 21” PROFITS APLENTY 


$1499; $1699; 
ust ust 
The ‘Valiant’ —Ribbon- The ‘Vigilant’ — The 
striped mahogany grain set that has all the 
finish. Designed to har- voajures’ Mehogeny 
- rqin finish, “tin 
monize with any decor ‘ier Sofet Glass 
All new Dyna-Jet Aluminized Bicture 
Chassis. Tube. 






“Naturals” for step-up selling (the kind that puts more dollars in your 
pockets), these 3 new models are the first of the great 1956 
Bendix T'V line that’s profit-planned for you! 


Bendix is on the go! Now’s the time to find out about the fabulous 
profit opportunities and extra advantages a Bendix franchise offers you. 
Call your nearest Bendix Distributor or clip and mail the coupon below. 


Bindi DYNA-JET 


This advance-design Dyna-Jet Chassis 
makes these outstanding TV values pos- 
sible. It’s the result of sensational new 
developments in tube and circuitry design 
by world famous Bendix electronic scien- 
tists. It gives more picture contrast .. . uses 
less current than comparable sets . . . and 
gives 23-tube functions 


Plus 4 Pat. App. 

















































For Features 





































PICTURE PULSE PILOT — New, dual- | ey E-Z KLEEN SAFETY GLASS—Gold “‘zip- 
| purpose tube guards heartbeat of set. \ strips’ in front quickly remove for ADAPTABLE TO UHF 
{ mm) Combines for the first time, two vital easy cleaning of tube face and safety me a, Coo 
{ receiving functions into one tube. | glass. Only a 60-second operation. No extra cost. Price Tae 
° Saves money, upkeep costs. | Risdi ania , special tools needed. cudee, Tose qnchee 
eunenpampesmenp eee qn ap Gn a» a aw awa am Swe enenananasanan euananpanan as a tube warranty, 50-day 
| warranty on all parts 
RUGGEDIZED PICTURE TUBE SUPPORT | PICTURE-LOCK CONTROL—A_ thumb- ond tubes 
—Internal cabinet bracing of picture | nail control — recessed into picture- Prices slightly higher in South and West 
tube allows moving set from room to | contrast control knob—permits rapid 
room without getting picture out of | adjustment if necessary. Prevents acci- A profitable Bendix dealer or distributor franchise may be open 


focus or damaging tube. dental mis-tuning. 





in your territory. Mail coupon today Pim? ims am ie 


“Gendyx” 


wiles Teloviclen 


PRODUCT OF BENDIX AVIATION CORPORATION ¢ BALTIMORE 4, MD. ee ————a 


1 
| 


EM B55-954A 


BENDIX TELEVISION 
BALTIMORE 4, MARYLAND TEL: VAlley 3-2200 


Gentiemen: 


Please send me complete information about a Bendix 


dealer () distributor [) franchise 





Nome 
Company 


Street No 





City Zone 
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DISTRIBUTORS APPOINTED 



























Admiral Corp.—Distributors, Miami, 
Ila 

Amana Refrigerators—O’Day 
ment, Inc., Fargo, N. D. 
Apex Electrical Mfg. Co.—Capitol Ap 
pliance Distributors, Indianapolis, 
Ind.; Electric Constructors, Inc., 
Birmingham, Ala. 

Arvin Industries, Inc.—Lafayette Elec 
tric Corp., New York, N. Y.; Thom 


Equip 


MK at yoor share of the profitable 


son-Diggs Co., San Francisco, Cal.; 
home ice cream freezer merkett! Savage % Sons, Inc., Denver, Col.; 
Quick K.nover products Neslo Electronic Distributors, Green 
with proven sales Bay, Wise.; Frankland’s, Jackson, 
appeal and backed by lenn.; Peaslee-Gaulbert Corp., San 
nearly a century of manufacturing Antonio, Tex.: Chavers-Fowhand Dis 
know how". Not just a seasonal tributing Co., Inc., Panama City, 
item. Porter home freezers tla at 

will move off your shelves Browning Labs, Inc.—Ron Merritt 

the year around. Co.. Seattle. Wash 


me 


Du-Wal, Inc.—Edward K. 


Tryon Co., 























Ke u On T Philadelphia, Pa.; Scranton Electric 
44 Alin upe Construction Co., Scranton, Pa.; Al 
ELECTRIC ICE CREAM DOLLY lied Distributing Co., San Diego, 


Kedders-Quigan Corp. Armstrong 
Supply Co., Salt Lake City, Utah; 


A new and sensational electric 
freezer. No ice .. 


Electric freezer with 


no salt exclusive “Twist-Lok” 











Works in the freezing com- feature. Simple, ef- Benson-Wilcox, Ltd.; London, On 
partment of almost any elec- ficient operation. 2, tario; Masco Electric Co., Ltd., ‘To 
tric refrigerator. Makes 2'2 4 and 6 quart ronto, Ontario 
quarts of good old fashioned capacities. General Electric—l’. C. Hayer Co., 
ice cream. Minneapolis, Minn. (trafic appli 
mces). 
Hoffman Electronics Corp. — Radio 
Div.—Radio Supply Co., Inc., Au 


site The GE ln Coeouiliin 


burn, Me.; ‘Triangle Electric Supply 
OTTAWA « ILLINOIS Co., Bowling Green, Ky.; Robertson 


Supply Co., Orlando, Fla.; Emmons 
Hawkins Hardware Co., Huntington, 
W. Va.; Radio Electronic Sales, 
Worcester, Mass. Mayflower Sales 
Co., Inc., Kansas City, Mo. 

Jordon Refrigerator Co.—Joseph H. 
Wiley Organization, Chicago, Il. 
Landers, Frary & Clark—H. Schultz & 
Sons, Newark, N. J.; FE. G. Hendrix 
Co., San Antonio, 


FOR THE DEALER... THE DISTRIBUTOR... THE MANUFACTURER 


the GIMMICK 
thot MOVES 
the SOODS 















lex 







































Lavno-r:vent 


Most dependable, most efficient, <<. ; - 
least costly. All aluminum. Fric ak i. a & 4 
tion-free damper retards down | ae . 4 s 

draft. Easy to install. Standard » ’ : % 

3” and 4” kits contain LAUND 
R-VENT, three 24” lengths Snap 
Lock aluminum pipe, two adjust 
able aluminum ells. Special kits 
available 








NEW FIBERGLAS 
FLEXIBLE DUCTING! 


Finest available 
corrosion resistant 
finish. Bends to |” 






DINNERWARE 


by the STETSON CHINA CO 


TESTED - PROVEN - PROFITABLE 


The positive fie in thot is the biggest promoter of agphonce 
soles im America today! 






Fireproof, tough, 
Silver-chrome 
radius 





Furnished in 
5 ft and B ft 
leagths in 












Prometionally Priced ter 






GIVE-AWAY or SELF LIQUIDATION kits 1) ft 
Custom-made to your specifications oF original Eactsive lengths ir 
designs trom our huge stocks bulk 










PREE MAT ADS and Promotional Aids! 


LET US PLAN A PROMOTIONAL 
PROGRAM FOR YOU! 


Write Today for 
Sheets and nplete 


Ask Your Jobber 
or Write 


COLE-SEWELL 






atalog 
etonts 











St. Patrick’s Day Signing 


SIGNING FRANCHISE on /ronrite iror 


" | 
tetson China C0., coma PTA Baa OE ROAD Bi-State Distributing Corp, Omaha, Net 
America + longed end Mot Modern Dinnerware Meadactwer lett. re ; mana r tor lror 

2288 UNIV. AVE ST. PAUL 14, MINN / d . 
ENR sie ee ne St. Patricks Day, was the date and th 


1955—ELECTRICAL 


Mitchell Co.—Dynamic Appliance 
Co., Miami, Fla. 
Motorola, Inc.—Arizona Distributors 


Co., Phoenix, Ariz. 

Pfaff American—Pfaft Sewing Machine 
Co., Inc., Huntington, W. Va. 
Preway, Inc. Valley Supply Co., 
Gretna, La.; Collins Electric Co., 
Monroe, La.; Rohloff and Saginaw 


Hardware Co., both of Saginaw, 
Mich.; Michigan Distributing Co., 
Flint, Mich.; Tarnow Electric Sup 
ply Co., Detroit, Mich.; Custom 
Kitchen Distributors, Hamtramck 
Mich., C. R. Rogers Corp., Pitts 


burgh, Pa 


Republic Steel Kitchens Capital Ap 


pliance Distributors, Indianapolis, 
Inc., C. M. McClung & Co., Knox 
ville, Tenn. 


Revco, Inc.—West-Conn Distributing 


Co., Fairfield, Conn., Knecht’s Lum 
bermans Supply, Rapid City, S. D.; 
Carolina Heating & Appliance Co., 


Charlotte, N. C., Cladco Distributing 
Co., Buffalo, N. Y 

Roland Radio Corp.—l'rank Millman 
Distributing Co., Inc., Newark, N. J 
Royal Appliance Mfg. Co.—Electri 
Products, Inc., Pittsburgh, Pa.; R. B 
Wall Co., Wilkes-Barre, Pa., Edwards 
ind Walker Co., Portland, Me 

Servel, Inc.—Lehigh Valley Distribu 
tors, Hazleton, Pa 

Signal Electric—Gerald O. Kaye As 
sociates Corp., New York, N. ¥ 
Steelman Phonograph & Radio Co. 


l’rank Millman Distributing Co., Inc., 
Newark, N. J 
Stromberg-Carlson D & N Auto 


Parts, Greenwood, Miss.; Fergerson 
Co., Paducah, Ky., McLain & Son, 
Columbus, Ohio; Schwander Co., St 
Louis, Mo 

Thor Corp.—M. L 
homa City, Okla 
Youngstown Kitchens—RCA Victor 
Distributing Corp., Los Angeles, Cal 


Foster Co., Okla 





r f Harrisor general manager 
the new distributor, while Jack Ricard 

eorge 1 Vevereux Or. nm. Marct 

franchise wo ned in green ink 
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PORCELAIN ENAME 





DOESN'T BURN DOESN'T RUST WIPES CLEAN DOESN'T SCRATCH 
OR STAIN 





Porcelain Enamel finish is a positive selling feature because of the 
things it doesn’t do! It doesn’t burn, doesn’t rust, doesn’t scratch, 
and is easiest of all finishes to clean! With these qualities it remains 
new-looking for years, under conditions that discolor and ruin 
other finishes. 

Porcelain Enamel is known by your customers as the most 10 CLEAN 
beautiful and most practical of all appliance finishes. You can 
easily demonstrate its sales features with a book of matches, a 
knife or coin, a half lemon and a lipstick. 

Remember to always point out how Porcelain Enamel—the a LABEL identifies genuine steinproef 
: : “ey orcelain Enamel Surfaces on appliances 
lifetime finish—adds permanent value and makes housework and other products. 
easier! 





PORCELAIN ENAMEL INSTITUTE, INC. 
Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 


(Check itema desired ) 


Please send me information about: Please send me a free copy of: 
Demonstration Kit “Selling Facta about Porcelain Enamel”’ 
Slide Film | “Prove for Yourself ...’’ Booklet 


Name 
Company 
Address 
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WANTED 


ZONE SALES MANAGER 


High caliber, fully experienced mon with 
appliance selling background, preferably under 
38. 


Will work with factory representatives at the 
distributor level. Kitchen planning knowledge 
valuable. 

Piant expansion and fast-growing sales have 
created this new position wi important 
responsibilities Salary in keeping with 
capabilities 

Make first letter complete, include past ex- 
perience, photograph and earnings. 








WANTED 


EXPERIENCED WHOLESALE 
ELECTRICAL SUPPLY MAN 
To manage electrical department in a 
wholesale hardware business. Must be 


merchandiser buyer and salesman, 
Midwest location. AAAl rated firm 


P-6274,. Electrical Merchandising 


SEARCHLIGHT SECTION 


OPPORTUNITIES 

















SW -6036, Electrical Merchandising 520 N. Michigan Ave., Chicago, Ill 
520 N. Michigan Ave., Chicago 11, lil 
REPLIBS (Boge No.): Address to office nearest you 


NEW YORK: 830 W. 42nd St. (86) 
CHICAGO: 520 N. Michigan Ave. (11) 
BAN FRANCISCO: 68 Post 8t. (4) 


DISTRICT SALES MANAGERS 


Men selected for salaried positions must have 
liance distributor contacts and selling back- 





SELLING OPPORTUNITY OFFERED 


Aggressive Representative wanted by na- 
tionally known manufacturer of a complete 
line of Fluorescent and slimline fixtures, 
including new type Plexi-glass bottom 
units. Deliveries prompt, and competitively 
priced, territories open in New England, 
New York, Pennsylvania, Illinois, Michigan, 
Texas, Florida, Louisiana, etc. RW-5288, 


Electrical Merchandising. 





ground, preferably including kitchen planning 
experience. 

Expanded volume and fast growing sales re- 
quires adding aap caliber factory field repre- 
sentatives in California, Oregon, Washington, 
and in the Virginia, North Carolina area, Ex- 
cellent ftunity for ambitious team 
workers. ive full details on past experience 
and earnings. 


SW -6037, Electrical Merchandising 
620 N. Michigan Ave., Chicago 11, Il. 


SALES MANAGER AVAILABLE 


Ambitious, experienced and capable sales executive 
seeks change. Extensive background includes major 
appliance and household equipment. Has success- 
fully organized, directed and trained field sales 
forces. Can show good sales record in highly com- 


petitive fields. Present earnings approximately 
$20,000. 


Wire or write 


$A-6038, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill 











WANTED 


NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 





By well established, medium size d 


factu clectro mechanical devices. 
jepartment 


» | or of 
Has national distribution through finest hardware, electrical distributors, d 
stores, mail order houses. Interested in new product te make and market. 
Basis outright sale or royalty. 


BO-5580 ELECTRICAL MERCHANDISING 


330 W. 42 St., New York 36, N. Y. 








ATTENTION .... EMPLOYMENT ADVERTISERS! 


Effective with the July issue, a new section will start in ELECTRICAL MERCHANDISING. 
We will head this section: EMPLOYMENT OPPORTUNITIES. All Displayed Employment 
Opportunity advertising will be placed in this new section, except ads contracted for 
run-of book position. Displayed employment ads will be billed at the new rate of $29.50 
per inch. Advertisements are subject to Agency Commission. 


AIR CONDITIONI NG REPRESENTATIVE 


Nationally prominent window room air itt ry or desires mon to contact Electrical 
Wholesalers, and Appli Distributors. Units artfully designed and technically engineered and are ready 
sellers; line is priced right to meet all competition. 

Choice territories now open; Texas, Louisiana, Alabama, Georgia, Tennessee, Missouri, West, North 
west, Southwest and Intermountain States 








Generous commissions, protected territory and repeat business provide exceptional opportunity for « 
qualified producer. 


Consideration will be given to r ible and 





d representative with proven sales record 
Write giving full partioulars, territory covered, age, education, how jong selling and lines handled. 
Personal interview will be arranged in your territory. 


GREAT NORTHERN MFG., CORP. 
1056 N. Wood Street Chicago 22, Illinois 







































A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
benefits derived from your business paper and 
tips on how to read more profitably. Write for the 
“WHY and HOW booklet.” 








McGraw-Hill Publishing Company, Room 2710, 330 West 
42nd St., New York 36, N. Y. 


— 
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136 Bonita Ave. 





Modern Appliance ate 
Need LIGHTED MOTION! 


Tete, 

Permanently splices splay-Way 

broken wires and coils in To Boost to: Sho 
electric appliances, auto Your Sales! Lacan, Yunwraeces 


fy motive and industrial 
equipment, Make repairs 
and splices quickly, 
cheaply. 6 Sizes 


THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation. Used by 
merchants nationwide for unusual action dis- 
plays Model 712 ROTO-SHO illustrated, 
po pee al omer a ye te DOr GONE, self. 
tight with “ containe ting effects cs well as opera- 
aay A.J oe & FREE SAMPLE tion of elec woe devices. Table 18” dene 
eter, A.C, ony. Sturdy steel construction 

MEND-IT SLEEVE MFG. C0. Guaranteed. rite for complete turn- 


Piedmont 11, Calif. table catalog including build-up fixtures! 


Just insert wire 
id orimp WRITE FOR CATALOG 




















SELF-LIFTING PIANO TRUCK CO. og 


Lignte turn 
with tabie. We aise 


KASSON DIES weyes Gear. 
Formerly General 4 
° 


omy 0 
Dept. 65, 32-14 Northern Bivd. 
ong island City i, N.Y. 























Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


The sale, easy and 
quick way to han- 
dle appliances. 


for Sofe and fasy Handling 
of Ranges, Refrigerators, 
Home freeze end Air 
Radic, Television 

end Window Cooling Units 








4276 Herth Mein Street Findley, Ohie f ——n | Patented Step-On 
Litt — Retractable 











Many Dependable Buys 











b wheels. Cap. 1,000 
Ibs. Ship. wt. 45 ibs. 


REGULAR MODEL equipped with fixed wheels 
DE LUXE MODEL with swivel wheels at one end, 


Write Dept. 8 


ROLL-OR-KARI CO. 


ZTUMBROTA MINNESOTA 


are to be found 
in this Section 
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EDITORIAL 








air Trade 


the whole field of retailing of consumer durables 
goods, no subject appears to arouse more violent 
controversy than the comparitive merits or de 
merits of Fair Trade legislation, One camp looks 
upon all resale price maintenance laws as an artificial 
barrier to free competition, as an arbitrary and unjust 
burden to the consumer, and as a threat to the exist 
ence of the American system of free enterprise. The 
other camp sees such laws as a protection to the 
reputation and goodwill of the manufacturer, an 
effective hindrance to the growth of monopoly by 
giant retailing establishments with vast capital 
resources, and the protection of thousands of small 
retailers who rely on the sale of nationally branded 
and advertised merchandise for their livelihood. 
The laws themselves constitute something of a 
paradox. Federal legislation, in the form of the 
Sherman Act, make it illegal to fix prices as being 
“in restraint of trade.” But the Miller-Tydings Act 
and later the McGuire Act provided price-fixers with 
immunity from the anti-trust legislation in those states 
having resale price maintenance laws of their own. 
The McGuire Act even went so far as to make Fair 
Prade legislation binding on all retailers in a state 
if only a single retailer signed a Fair Trade contract 
with a manufacturer. Human nature and the com 
petitive system being what it is, this was a tall ordet 
to enforce. And the evidence seems to be in that it 
has proven virtually unenforceable. Some of the larger 
manufacturers have spent hundreds of thousands of 
dollars bringing a large variety of retailers to court to 
enjoin them from cutting prices on their Fair-Traded 
products, But price-cutting is a hydra-headed monster; 
you lop off a tentacle here and a tentacle there and a 
score of others take their place. You've got to give the 
manufacturers credit; they've been manfully trying 
to stem the tide. But, as in the days of the late 
lamented NRA, when price maintenance was elevated 
almost to the plane of a political faith, we had to coin 
the word “chiselers” and admit finally that it was a 


goal impossible of achievement. 


I Are.y, of course, Fair Trade has had to endure 
4some severe battering—not from the activities of 
price cutters alone—but from high places. Of the 
15 states originally having Fair ‘Trade laws, five have 
seen fit to declare them unconstitutional. And cases 
are pending in other states. At the government level, 
the Federal Trade Commission, in a letter to a retail 
ing group, refused the offices of the FTC in enforcing 
state Fair Trade laws. If a manufacturer persists in 
discriminatory or lax enforcement of his Fair Trad 
contracts, the FTC said, “he has forfeited his right to 


enforcement and there is no longer any legal obliga 
tion... upon a retailer to observe the manufacturers 
fixed prices.” Then the FTC added this rejoinder: “It 
cannot seriously be suggested that price competition is 
morally reprehensible. A retailer forced to cut prices 
to compete . could do so with impunity.” 
And then, only last month, Attorney-General 
Brownell’s 60-man committee, formed to study the 
whole structure of anti-trust legislation, published 
their report attacking federal laws which exempt Fair 
Trade agreements from anti-trust action, They flatly 
recommended Congressional repeal of both the Miller- 
lydings amendment to the Sherman Act and the 
McGuire amendment to the Federal Trade Commis- 
sion Act. In the face of this damning indictment, it is 
only reasonable to suppose that a bill may soon be 
introduced in Congress embodying the committee's 
recommendations. 

All of which poses some disturbing problems to the 
trade. The last crutch the small dealer has been able 
to rely on to help combat the inroads of competition 
from price-footballing department stores, chains and 
discount houses is showing signs of crumbling. The 
discounters, with their tongue in their cheek, hail all 
attacks on Fair Trade. They have been saying all 
along that, due to their lower costs of doing business, 
they are able to move more goods and bring greatet 
savings to the public; that legitimate dealers do not 
provide the services they claim to and, hence, are 
operating under “inflated” margins; that Fair Trade 
holds an umbrella over “inefficient” dealers; that if 
Fair Trade is applied to one category of goods, it 
should apply to all, including white goods; and, finally, 
that you can’t “legislate” dealers’ profits. 


Wr the discounters fail to acknowledge is that 

the mere existence of Fair Trade laws helps fix 
the prices of products in the minds of the public and, 
in effect, gives them a target to shoot at. It is open 
to debate whether the removal of Fair Trade prices 
from the marketplace might not seriously weaken the 
discounters’ competitive position. {t's been thei 
umbrella, too. All they have prayed for is that it was 
not enforced, 

Summing up, it seems to me that dealers have got 
to take into consideration the possibility that one of 
these days they may not enjoy the price protection Fai 
l'rade has afforded them in the past. Mass production 
techniques are bringing rugged pressures to bear on 
distribution. It won't hurt to take a hard look at what 
the future may bring. And the ones who put the 
pencil to the paper now are going to be the ones who 


will survive the COMpelilive crisis ahead 


Lanne Corey = 


TOR 
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34-INCH TAPERED BOARD PASSES THROUGH WRINGER ROLLS to test the strength came loose 
of the bond between the rubber and the steel shafts. After all competitive 


| akan nee 
= 


pacgaens weneeee 


A CHAIN OF TOUGH HARDWOOD LINKS GRINDS ITS WAY continuously 
between wringer rolls under pressure in this rugged test to check wear 
ing quality of the rolls. Results show that Lovell wringer rolls outwear 
all others by as much as 235%! 


Le 
IMMEDIATE SHIPMENT OF LOVELL REPLACEMENT ROLLS FOR ALL 
WRINGERS! Photo shows a portion of Lovell’s wringer roll warehouse 
in Erie which keeps hundreds of Lovell distributors from coast to coast 
supplied with every size of wringer roll you'll ever need. (Lovell even 


makes rolls for many special industrial uses, in sizes up to six feet 
long and twelve inches in diameter.) 


the Lovell rolls were still going strong Even after hundreds of Passes 


rolls the breakdown test failed to loosen some of the Lovell rolls from their shafts 


TORTURE TESTS 


prove Lovell wringer rolls 
outwear all others by 
as much as 235% 


E SURE you're giving your customers the best by using genuine 

Lovell wringer rolls, bearings and parts for every replace- 
ment job. They’ll know you're giving them the best when they 
see the familiar “Lovell” on the roll. Tell new wringer washer 
customers the advantages of Lovell rolls, too. It’s a quicker 
way to sell the women who buy wringer washers. 


SPECIAL BONDING AGENT holds 
roll firmly to shaft 


CUSHION OF PLIABLE RUBBER 
insures thorough pressure cleansing 


action 


3) TREAD IS EXTRA TOUGH to resist abrasion, caustics, 


alkalies, yet is soft enough to protect buttons and zippers 


‘aE Al PRESSURE CLEANSING 
OY WRINGERS 


17. LOVELL MANUFACTURING CO. «+ ERIE, PA, 





The one your wife would choose 


KELVINATOR FURNITURE-FASHIONED © 


ROOM AIR CONDITIONERS 


KELVINATOR 
5-WAY EXCLUSIVE 
SALES GETTERS 








‘*Furniture-Fashioned”’ 
with the built-in 
furniture look! 


Leather-style drop 
front closes when 
not in use! 


Sandalwood brown 
3 finish blends with 
all interiors! 





Kelvinator’s proven 
mechanical efficiency 
and reliability! 








A trusted brand name; 
41 years of refriger 
ation know-how! 


Now Kelvinator gives you the answer to the “‘ugly duckling”’ de 
signs that have hindered room air conditioner sales. Retail-minded 
Kelvinator has brought you a common-sense exclusive you know 
from experience will help sales: style! Here is the room air conditioner 
with a “‘look”’ of elegance and the ‘‘feel’’ of fine furniture . . . the air 
conditioner for installations where appearance counts . . . in home 
or office. Leather-textured drop-front doors, soft sandalwood finish, 
and distinctive decorator touch in a gold finished bezel give Kel 
vinator the exclusive, smart but conservative appearance that sells EXCLUSIVES ! You'll have more of the stuff 
Moreover, with Kelvinator you offer the name you don’t have to sales are made of in 1955 with Kelvinator exclusives. 
explain . . . a product of assured performance, reliability and value Ranges with “Disposable Aluminum Oven Linings*” 

. . . at a competitive price . . . from the oldest maker of electric Automatic Washers with 2 COMPLETE Automatic Cycles, 
refrigerators for the home. Here again is another exclusive to put Refrigerators with every wanted feature, and available 
Kelvinator dealers out ahead in 1955! Be the first to show and sell 
them in your community! 


in 8 colors. AND The Fabulous ‘*Foodarama’’! 


Pat 


(Models available from ‘2 H.P. through 2 H.P., including casement-window model.) 


Kelhnus2atovr The Most Valuable Franchise in the Industry! 


Division of American Motors Corp., Detroit 32, Michigan 


ELECTRIC REFRIGERATORS ~- ELECTRIC RANGES - HOME FREEZERS + WATER HEATERS + KITCHEN CABINETS AND SINKS + WASHERS + DRYERS 
IRONERS + FOOD WASTE DISPOSERS + WATER COOLERS + ROOM AIR CONDITIONERS + DEHUMIDIFIERS + COMMERCIAL REFRIGERATION 





